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OVERVIEW 

 
The business began when a small group of management consultants set out on a quest to build 
a consulting company to serve the needs of small and medium-size businesses. Their vision was 
to build a company that would provide quality consulting services to businesses and provide a 
quality of life for all employees. These two principles form the bedrock upon which the 
foundation our business has been built. 
 
The vision of our founders has become reality. Now you can benefit from the history of our 
work while you forge a personal commitment to build your future.  We are a performance-
based company driven by an action-oriented management team.  We have been the fastest 
growing management consulting company in the United States.  SMS and its related companies 
have over 1,000 full-time employees working throughout North America, including Alaska.  
 
Our growth has been fueled by a fast-paced marketing strategy and a management team 
committed to building a better company. The company’s growth has also benefited from a 
team approach to running the business which allows us to be more flexible than our 
competition in responding to new ideas. 
 
In 1995 we expanded internationally.   Our related companies have annual revenues over $100 
million. Since beginning operations in 1991, our related companies have generated combined 
revenues of nearly $3 billion. 
 
Welcome to SMS and Enterprise Service Solutions!! If you like a fast-moving work environment 
where you are the primary person in control of your success, you have come to the right 
company. If you are looking for a comfortable niche in a business bureaucracy, you better reach 
for the door. The people who are successful here are people who are self- motivated and 
success-driven. We will give you all that you need to succeed, but we won’t give you a safety 
net. Your own actions are your guarantee for success.  
 
SMS is headquartered in the northwest suburbs of Chicago. SMS focuses on providing 
consulting services to businesses with annual sales of $1 million to $100 million.  SMS and our 
related companies provide services throughout North America from New York to Los Angeles 
and from Halifax to Vancouver. 
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CLIENT – FRIENDLY METHODOLOGY 

 
One of the major reasons we have rocketed into a high-flying consulting orbit is because we do 
business differently than most management consulting firms. SMS is project-oriented, not 
retainer-driven. Many small business owners cannot afford to do business with a consultant 
who wants to tie the client up with a long-term retainer. SMS focuses on short-term projects 
which can have a major impact on the profitability of the company. Our methodology is 
designed to take into account the fiscal needs of our clients. 
 
Here’s another way to look at our approach to the consulting business. When you have a 
problem with your car, you take it to a mechanic to get it fixed. You don’t keep your mechanic 
on a monthly retainer, just in case you might need him, do you? We are in business to help 
business owners fix their businesses, but we don’t require our clients to tie themselves up with 
a long-term retainer just to do business with us, as many consultants require. Our methodology 
of short-term projects is client-friendly. 
 
Another important feature of our methodology is that we have divided our business into two 
divisions: the analysis division and a consulting services division. Why have we done this? If you 
think about it, every business consultant performs two separate functions for a client. Before 
the consultant can fix a problem, he first has to analyze it and come up with recommendations. 
What we have done is unbundle our consulting services so that the client can purchase the 
analysis and the recommendations without obligating himself to purchase implementation. This 
allows our clients to purchase management consulting services on a more a la carte basis. 
 
This two-step approach to business consulting is another example of how our consulting 
methodology can save our clients money. By purchasing an analysis as a stand-alone service, 
the client will have the benefit of the analysis before making a decision as to what 
implementation services his business needs. The client will be in a better position to evaluate 
the cost of the problems facing his business and the benefits of going forward with a plan of 
attack to solve the problems with professional assistance. This approach lessens the risk of 
making the wrong decision in the purchase of consulting services. 
 

4 SKILLS NEEDED TO SUCCEED 
 

 1. PROSPECTING 
   2. PRESENTATION 

         3. CLOSING 
                         4. DROP CLOSING/CALLBACKS 
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Any person who can excel in all four of these skills will become a superstar for SMS. What we 
find is that most people come to SMS with skills in a couple of these areas. It’s the rare 
salesperson who comes to us with developed skills in all four areas. Before you begin your 
study of these materials, you should do a self-inventory of your skills. Determine where you are 
strong and where you are weak. Rank the four skills in order of your strengths to see what 
areas you will need to improve to be your very best. Keep in mind that successful sales reps are 
by their nature overly confident. That is an asset to getting the sale, but when it comes to self-
evaluation it often leads to self-delusion. Being overly confident is a liability when new skills 
need to be learned. 
 
If a sales rep comes to SMS from a prior position that did not require use of all four of these 
basic skills of selling, it’s likely the sales rep will be deluded into thinking he can be successful 
just relying on his present skills. That confidence is misplaced and increases the risk of failing. 
Relying on past abilities does not guarantee future success. 
 
The best way to insure your success at SMS is to develop all four skills—it is your only 
guarantee. 
 

PROSPECTING SKILLS: 
 
If you can prospect, you can overcome the ups and downs of being dependent upon a lead 
generation system. Moreover, if you can learn to generate business on your own (self-
generated and hybrid), you can realistically add $20,000 or more to your commission income 
above and beyond what you will make from the appointments which are generated from our 
database and set by your business coordinator. Sales reps that are self-reliant are proven 
winners. Prospecting is the most difficult skill to learn, but the most rewarding. However, we 
have made it easy by creating a “hybrid” sale where you open the door for your business 
coordinator who sets the appointment. Both hybrid sales and self-generated sales pay you 
more in back-end consulting bonus money than a telemarketing generated sale. The most self-
generated sales (does not include hybrid sales) produced by a sales rep since we began 
operations for one year is 62 – more than one a week. Compare your prospecting efforts and 
skills to this standard of excellence. 
 

PRESENTATION SKILLS: 
 
Whether your lead is self-generated or provided to you by SMS, you must have excellent 
presentation skills to get the sale. You can’t close unless you first present our services well. The 
challenge you face is presenting an intangible. You must make the benefits come alive. There is 
no product to show. You must create value through the power of your words.                                                                                                                                       
 
The best chance you have to succeed is to begin with a structured presentation. Master the 
models of the masters. Memorize the formula for success. Know all the elements of your 
presentation like the highways in your hometown. 
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CLOSING SKILLS: 
 
Closing abilities are essential to your success. You must be able to create urgency for the 
analysis. When it comes to the purchase of health insurance for employees, property insurance, 
business supplies and so forth, the business owner already has identified the need. However, 
when it comes to the business consulting services, most prospects have not already identified 
the need. If you grasp this issue, you will see the line that divides the successful SMS sales rep 
from the unsuccessful. You must be able to get inside the prospect’s head. You must be able to 
make him vividly see the benefits of going forward with the analysis. You must create the desire 
so that he wants to do the analysis immediately. 
 
The second critical element to becoming a great closer is your desire. John Burgess has said, 
“What makes a great salesperson is a burning desire to win. You can’t win every time, but a 
great sales person will get close every time.” 
 

DROP CLOSING/CALLBACKS: 
 
In the dream world of every sales rep, there are no callbacks—you’ve closed them all the first 
time around. So much for fantasyland!!! Clearly, callback sales should not become your 
preferred selling strategy. The ability to make first call closes is critical to your success at SMS. 
However, even the best sales reps at SMS lose more prospects than they win just as the best 
hitters in Major League Baseball make outs more often than they hit safely. 
 
The key to creating urgency for first call closes at SMS is to develop an effective “drop close” 
technique where you drop the fee for the analysis if the client can work around our schedule: 
“Mr., Business Owner, let me ask you a question. Sometimes we have an analyst in the area 
working with another business. If you are flexible and can work around our schedule, we can 
save on the airfare and pass the savings on to you. Are you interested in saving some money? 
(Yes) Let me call one of my Senior Executives in the home office to see if we have an analyst 
available for your type and size of business. Can I dial an 800 number from this phone or do I 
need to dial 9 to get an outside line?” By developing an effective drop close technique, you can 
create urgency for the first time close and make working your callbacks a strategy of last resort. 

 
OFF TO A FAST START 

 
SMS has gotten off to a fast start—becoming the fastest growing management consulting 
company in history. SMS’s success can be broken down into a formula. We have just identified 
for you the 4 critical elements to your success: prospecting skills, presentation skills, closing 
skills, and drop close/callback skills. Now it is up to you to expertly manage these critical 
elements to get off to a fast start. And keep this in mind: the field sales record is over 700 sales 
for the year, an average of 14 a week!!! 
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HOW SMS IS STRUCTURED 
 

There are several corporations which make up our consulting  business operations:  
SMS (serving small and medium-size businesses in the United States) and Enterprise Service 
Solutions in Canada; GPS (serving clients in the United States by employees selected to 
represent GPS); STA, Strategic Tax Advisors; and VAS, Valuation Advisory Services (business 
valuations). There are four major functions for our consulting business operations: Business 
Coordination, Sales, Survey Services and Consulting Services. We have a “baton-passing” 
business methodology.  SMS has approximately 150 “Business Coordinators” who are 
responsible for setting appointments for approximately 150 outside sales representatives – 
Senior Area Managers. The SAM’s work throughout the United States and Canada meeting with 
individual business owners. There are 6 sales regions.  The sales representative is responsible 
for securing clients by generating business on his own and meeting with clients at pre-arranged 
appointments set by a “BC”. 
 
Once a sale for an analysis has been made by a senior area manager, the client is passed to the 
Survey Services department. Survey Services is comprised of senior business analysts who work 
in the field performing the analysis and survey services directors (SSD’s) who supervise analysts 
in the field. After the analysis has been completed and an agreement has been secured to go 
forward with a consulting project, the baton is passed to the Consulting Services department. 
The CS department is comprised of consulting service directors who supervise the work of the 
field services personnel, who include both project managers and staff consultants. 
 

 
WHO’S WHO AT HQ 

 
Tyler Burgess, Executive Director, Survey and Sales 
Brent Parsegian, Executive Director, Consulting Services 
Tom Ryan, Director, Marketing 
Jordan Jacobson & Mike Chung, Co-Directors of Sales 
Burt Bucar, Director Business Coordination 
Liza Vitello, Assistant Director, Business Coordination 
Sales Senior Executives: Kyle Black, Mike Chung, Jordan Jacobson, Shawn Law,  
                                           Matt McCaffer, John Owen, Tom Woodford,  
                                            and Debra Romani (Senex for Sales Support)              
Sales Trainer: Marc Eiseman 
Regional Managers: Mike Charlesworth, Chris Given, Brent Ingram, Mike Santa, Sean Shackford, 
                                     Des Straw and Steve Tzimas 
Zone Managers: John Demko, Lucas Neuhaus and Mark Stuth 
Hybrid Department: Matt Albert 
The Amigo : Jason Miller 
The Amiga : Judi Orsini 
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SURVEY FEE SCHEDULE 

 
A sales rep may offer a prospect a survey for a fee that is less than quoted in the schedule here, 
but may not charge the client more. For example, you may not charge a client who is doing $1 
million in sales $1,900 for a survey when the scheduled price is $450 to $1,300 regardless of the 
client’s ability to pay the larger fee. However, you may use common sense to approximate his 
past sales volume, round his sales volume to an even number or take into account his projected 
volume for the current year to determine the appropriate survey fee. For example, a prospect 
that did $2.9 million last year may be sold a survey for $1,900. The sales rep may in his 
discretion offer a lower priced survey at the point of sale, e.g., a $1050 survey for a $4 million 
business. The sales rep may also discount from the face value, e.g. knocking off $400 from a 
$1,900 agreement to produce a $1,500 sale. 
 
The commission paid on a survey sale will vary depending on the fee charged and whether the 
sale was a self-generated sale or a sale resulting from a lead supplied. Similarly, the bonuses 
paid for a Consulting Services Go-Ahead vary based on how the sale was generated. The Go-
Ahead bonus for a self-generated sale is 3.6 to 5.5% of the cash collected for all hours while the 
regular Go-Ahead bonus is .9% of the cash collected for telemarketing generated leads and 2.7 
to 5.5% for hybrid leads, depending on the size of the company. For self-generated and hybrid 
sales, the back-end bonus money is paid on a sliding scale depending on the size of the 
company. 
 

 ANNUAL SALES                                                    SUGGESTED FEE 
 
Below $800,000 (US BMS)                                               $450, $600, $850 
 
Below $900,000 (Canada BMS)                                       $450, $600, $850 
 
$800,000 US to $3 Million                                               $450, $600, $850, $1050, $1,300* 
 
$900,000 Canada to $3 Million                                      $450, $600, $850, $1050, $1,300* 
 
$3 Million to $5 Million                                                   $1050, $1,300, $1,900 
 
$5 Million to $100 Million plus (Large Account)         $1,300, $2,600  
 
The authorization forms for $1,300 or greater have a minimum profitability recommendation 
which you must fill in for the client. Please call a Sales Senex for advice before you run the leads 
for companies in this volume range. 
 
*Note: Must be a minimum of one million in sales to charge $1,300 analysis fee. 
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LARGE ACCOUNT SALES ($5 Million to $100 Million plus) 

  
There are many variables that come into play in determining whether a business qualifies as a 
large account. Before running a large account lead, you must call a Sales Senex to gain 
assistance in determining the most appropriate survey fee for the client, and the minimum 
profitability recommendations you may promise. The analyst will make profitability 
recommendations in “hard dollars” which you write in on the 44 in the space provided. You 
will also earn a larger commission for sales of companies over $5 million: $1,820 for a $1,300 
fee (must have a signed 44) and $2,366 for a $2,600 fee cash collected, plus 3.6% of the 
consulting services cash collected for all T sales over 5 million in revenue, and 5.5% on hybrid 
or self-generated sales over $5 million. Large Accounts are $1,300 and $2,600 only. 
 
We will give the large client a blueprint for higher profits which can then be implemented by 
our Consulting Services staff. Any specific agreements made with the client must be approved 
by the Sales Senex, included on the “notice of sale” filled out by the Sales Senex during the sale 
confirmation, and placed in the job file for the Survey Services Director. Keep in mind that the 
“notice of sale” rather than the sales contract becomes the guiding document for the Survey 
Senex and the analyst when running the survey. 
 
                                         Special Considerations for Large Account Sales 
Retailer, Groceries, and                                      $10 million and a minimum 3 locations 
Restaurants                                                           (an exception will be made for a restaurant 
                                                                                 which is part of a large hotel complex 
                                                                                 grossing a minimum of $10 million) 
Auto Dealers                                                          $20 Million 
General Contractors                                             $50 Million 
Non-Stocking Distributors                                   $50 Million 
Insurance and other Agencies                            $100 Million 

Large Accounts Sales Profitability Recommendations 
 

$1,300, $2,600                                                       Hard dollar profitability recommendations 
                                                                                  (any commitment which goes beyond the  
                                                                                   normal SMS analysis must be noted on the  
                                                                                  “notice of sale”. Keep in mind, the Survey SSD  
                                                                                   Runs the job from the notes provided by the  
                                                                                   Sales Senex on the “notice of sale.”) 
Our management service staff can help our clients achieve success by implementing the action 
plan developed during the analysis. Our goal is to become the premier consulting company 
serving the $1 million to $100 million marketplace. We are on the cutting edge of consulting for 
our mid-size clients. The program we have established will allow you to sell more value and 
deliver tangible benefits to the client during the course of the analysis. This will give you 
stronger closing tools. We can give our mid-size clients a blueprint for higher profits and the 
consulting help to turn it into a profitable reality.  
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SALES CODES AND REPORTING REQUIREMENTS 

 
When you have a sale you are required to call the office for confirmation with a Sales Senex. 
During this time you will provide the home office all the necessary information concerning the 
client. You are also required to report the control number on the lead form which becomes the 
job or project number, the number of the business coordinator who set the lead, and the sales 
code for the job you have sold. All these numbers are critical to the payroll process. If you do 
not have any of these numbers at the time you call in the sale, you must call them into the 
office as soon as you are able to do so. 
 

SALES CODES 
 
A            Volume of company $2 million or more in annual sales (added to the source code) 
 
B            Volume of company under $2 million in annual sales (added to the source code) 
 
O           Self-generated sale 
 
H           Hybrid sale (appointment made from card sent by Senior Area Manager) 
 
T            Regular telemarketing sale 
 
Z            Blitz sale (special out of town sale authorized by Director of Sales) 
 
R            Appointment generated from “reference” material other than our database; e.g., 
              member lists from trade associations, Reference USA (library division of Info USA), 
              and so forth 
 
X           Sale made by Inside Sales Rep (no commission paid to sales rep) 
 
SP         Sale made by Inside Sales Rep (commission split between inside and field reps) 
 
The letter code follows the control number when you report the sale to the home office and is 
written on the survey authorization form. For example, if the number on the lead form was 
57204, and you sold a regular telemarketing sale, your job or project number would be 57204T. 
Job or project numbers for self-generated and hybrid sales are assigned after you call in the 
sale. Therefore, for these types of sales all you have to do is report the sale as an “O” or “H”.  
 

Note: When reporting the sale, add the A or B designation to code the volume 
correctly, e.g., TA, TB, HA, HB, ZA, ZB, RA, RB 
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THE HYBRID SALE: 2.7 to 5.5% BONUS FOR BUSINESS CARD LEADS 

 
When you make a cold call sale, you get a substantial increase in commission – face value and 
3.6 to 5.5 % of the cash collected for Consulting Services, depending on the size of the 
company. However, if you are unsuccessful in getting a cold call interview or appointment on 
your first visit, you can turn the business card over to your Business Coordinator to follow up. 
Every sale made from a business card lead which you picked up during a cold call will be worth 
2.7 to 5.5% of the cash collected for any consulting services, depending on the size of the 
company. In addition, you will be paid $100 as an expense reimbursement for picking up 50 
qualified hybrid cards a week, as long as you have a hybrid or self-generated sale the same 
week. 
 
The hybrid sale is designed to maximize teamwork in selling and create a warm call for the BC. 
Senior Area Managers often have the time to visit several businesses when running a 
telemarketing appointment, but don’t have the time to follow-up to get the appointment. The 
hybrid sale lets the sales rep do the leg work and the BC does the phone work. Every Senior Area 
Manager should plan to visit 3-4 businesses around their daily appointments. If you drive an 
hour to an appointment, doesn’t it make sense to visit some other businesses in the area? Why 
not turn “no shows” into bonus opportunities by spending the time you would have spent with 
the prospect working on your hybrid sale bonus? 
 
When you walk into a business, ask to meet the owner. If he is unavailable, leave your business 
card and some sales literature with a note that you will have one of your associates call to setup 
an appointment. By going into a business, leaving a business card and literature, you have 
doubled the chances of the BC getting in contact with the business owner during the phone 
follow-up compared to a “cold” phone call. The more contacts a BC gets, the more 
appointments and sales you will make. Approximately 18% of hybrid cards are converted into 
appointments. This includes large companies of $5 million or more where you can earn 
significant back-end money at 5.5%. You decide where you want to hybrid and whether you 
want to pick up cards from $1 million to $5 million companies. 
 

1. Senior Area Manager collects business cards from cold calling and sends faxed copies of 
the cards to BC Department for phone follow-up. Use hybrid forms to fax hybrid cards. 
Fax hybrid cards each day to 800-847-9297. 

                                                                                                                                     
2.  BC Zone Manager assigns hybrid cards to BC’s to set appointments. 

 
3. The Senior Area Manager is paid 91% of the survey fee as the commission and 2.7 to 5.5% 

of the cash collected for all consulting work. Hybrid leads are protected from Inside Sales 
for 30 days and expire 30 days after first written for H designated compensation, e.g. 
2.7 to 5.5% of cash collected. 

 



Sales Training Information. 

10 
Edition XLI © Copyright SMS, 2017 All Rights Reserved 

4. When calling in the sale, the Senior Area Manager must report the sale with an “H” 
designation. $5 million H sales pay 5.5% of consulting cash collected. 

 

POLICY FOR SALES WHICH ARE BELOW MINIMUM STANDARD (BMS) 
 
1. For a sale to be considered a qualified sale, the client business must have a minimum 

sales volume of $800,000 US or $900,000 Canada (last fiscal year, not projected for 
current year) for T leads and $1 million for Hybrid sales, in both the US and Canada. 
Companies which operate as brokers or non-stocking distributors will be judged on the 
basis of company revenues rather than sales. 

 
2. The commission for a BMS sale, when paid, will be 45% of the survey fee collected. 

 
3. If the client business has a sales volume under $800,000 US or $900,000 Canada for T 

sales, or $1 million for Hybrid sales, in the US and Canada, the BMS commission of 45% of 
the fee collected will be paid. 

 
4. If the actual sales volume, as verified by the client’s financials, is found to be greater than 

10% variance from the sales volume reported by the sales rep at the time of the sale 
confirmation, no commission will be paid. 

 
5. The BMS commission will be paid for all BMS surveys resulting in a Go-Ahead. 

 
6. No BMS sales will qualify for special promotional commissions unless so noted in the 

corporate promotional announcement. 
 

7. All decisions for commissions are based on the sales volume as verified by the client’s 
financials. No exceptions to this rule will be granted, including when the client 
misreported his sales volume to the sales rep. 

 
8. All BMS sales are “conditional” sales. BMS sales are accepted by the Sales Department as 

potential inventory to be run if the number of qualified sales is less than needed for all 
the available analysts. The company reserves the discretion to cancel altogether or bump 
to another date any BMS sale, without any recourse to the sales rep for the lost 
commission, if such BMS sale never results in a survey run. 
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PAYROLL POLICY FOR NFC AND XCL SURVEYS 

 
NFC stands for no fee collected. XCL stands for cancellation. An NFC is the designation we use 
when we send an analyst out to the job but for which no fee was collected. This could be for 
two reasons: 1) the analyst was sent to the client but the client would not allow the analyst to 
proceed, or 2) the analyst ran the survey but was unable to collect the survey fee. XCL is when 
the client called prior to the scheduled opening to cancel the sale and no analyst was sent to 
the client’s place of business. Or, the company called the client to re-schedule the survey and 
the client cancelled. In addition, a XCL designation means that the corporate sales staff was 
unable to secure a date for rescheduling. Sales reps should attempt to reschedule any of their 
surveys which cancel. PP stands for canceled jobs which were postponed for a future date. 
There is no need for the sales rep to re-contact the client for jobs designated PP on the weekly 
job status report. 
 
Commissions will be paid on a cash collected basis. To ensure that all reasonable efforts will be 
made by the analyst to pick up the fee, the analyst is subject to having uncollected fees charged 
back to him. The analyst is required to fax back to the office a copy of the paid check before he 
leaves the client’s business and to mail the check to the home office immediately upon 
completion of the analysis. The vast majority of the survey checks arrive in time for normal 
payroll processing. However, there may be some instances where the check is not received in 
time to be processed for the current payroll cycle. Analysts who consistently fail to comply with 
our collection policies are subject to a chargeback. 
 
With respect to XCL’d jobs, the Sales Department will make a good faith effort to give the sales 
rep reasonable time to re-schedule XCL’d jobs before the clients are called by Inside Sales for 
rescheduling. However, there may be some circumstances which warrant the calling of a XCL’d 
job immediately. For example, if an analyst has a job which does not open, the corporate staff is 
required to find that analyst a job on the same day. If there is a job which canceled recently in 
the same area, the corporate staff may call the client to see if he is immediately available to 
have the analyst run a survey. In such a case, the corporate staff may have to offer the XCL’d 
client a discount to induce him to agree to do an analysis on the spot. In those cases, the sales 
rep will receive a reduced commission. Therefore, it is important that you make it a priority to 
call all your XCL’d jobs immediately to get them rescheduled. Your Sales Senex or Amigo can 
provide you with job status reports for specific jobs. Run reports are sent out to the field once a 
week. 
 
Be aware that when a client calls to cancel the job, the Senex will make a determination as to 
whether the client is calling to postpone the job or cancel it altogether. If the client is calling to 
postpone the job, the Senex will take care of it with no action usually needed on the part of the 
sales rep. If the Senex determines that the client is no longer interested in doing the analysis, 
then the Senex may offer the client a reduced fee to save the job. If the Senex reduces the fee 
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to save the job, commissions will be paid at the reduced rate. The bottom line: This is a cash 
collected business.  If we don’t get paid, you don’t get paid. 
 

JOB STATUS INQUIRES AND PAYROLL DISPUTES 
 

Every week you will receive (must have a dedicated fax line or efax), as well as your Sales 
Senex, a weekly status report for all surveys run and all Consulting Services projects running or 
closed from the previous week. It’s up to each sales rep to track your own jobs to make sure 
you are paid all commissions and bonuses. Pay close attention to the run dates for all your jobs 
and match them with the run report you receive. Sometimes jobs are bumped to the next start 
date if we have more jobs than analysts in a given region of the country. 
 
If a job which was scheduled to run or open does not show up on the report, you may request 
by fax or by email a status report as to what happened. Fax your job status inquiry to your 
Amiga at 847-808-2381. Your Amiga will investigate the matter and get back to you within 48 
hours, in most cases. 
 
If you believe a mistake has been made on your payroll, you should send an email or fax to your 
Amiga on the Monday following payroll. Please do not call. The dispute will be researched and 
your Amiga will contact you. If you have not heard from your Amiga by the end of the week, 
you may contact your Sales Senex for assistance. 
 
For commission payment disputes, you can use the form on the following page to fax back to 
your Amiga. If you email your dispute, please be sure to include all the information contained 
on the form in your email to your Amiga. 
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PAYROLL, BONUS AND EXPENSE POLICIES 
 

It can’t be emphasized enough that we are a cash collected business. You will be paid for your 
jobs only after we have collected the funds. If we don’t receive any funds for the job you sold, 
you will not be paid. There are exceptions to this rule, but they will be few in number. We 
currently pay the highest commissions of any consulting company in our marketplace and will 
continue to do so. However, we cannot change the financial bedrock that under girds our 
foundation – this is a cash collected business. This is true for sales reps, analysts and 
consultants. 
 
There are times when you may become the victim of someone else’s mistake resulting in an 
NFC or a canceled job causing you a lost commission. But there are just as many instances, if 
not more, where the sales rep becomes the beneficiary of a commission he didn’t deserve. For 
example, every week there are some jobs where the client refuses to pay the fee and the 
analyst overcomes the objection to collect the fee. This happens where the sales rep promises 
something the analyst can’t deliver or closes hard on the satisfaction guarantee. In those cases 
where the client invokes the promise of the sales rep as the reason for his refusal to pay, the 
analyst has no obligation to pick up the fee, but often fights for your commission check as a 
matter of personal pride for the work he has done. There’s not a Survey Services Director in the 
home office that lets a client off the hook for non-payment without a through grilling 
concerning the value we provided to the client. 
 
Not only do SSD’s fight to collect your fees, they also fight to save jobs where the client wants 
to cancel either by calling the office in advance of the survey run date or telling the analyst 
when he shows up for the opening conference that he has decided to cancel. The home office 
staff saves over a dozen of these jobs a week which were not thoroughly sold to keep the 
client’s interest in having the analysis performed. We pay the full commission on all these jobs. 
Sales and Survey are part of the same team. We are all working for the same goal – to run as 
many surveys as we can, to collect as many survey fees as we can, and , most importantly, to 
get as many Go-Aheads as we can. To be successful in this business, we all need to have a team 
attitude, and recognize the complexities involved in meeting our mutual goals. 
 
To ensure that you receive all the commissions which are due in a timely manner, we require 
the analyst to fax a copy of the survey fee check to the home office at the completion of the 
job. However, there will be times when a check does not arrive in time for the current payroll. If 
we do not receive the check by the time payroll is completed, the commission will be paid once 
the check has been received. These decisions are in keeping with the cash collected nature of 
the business. 
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For Go-Aheads paying a percentage of the Consulting Services cash collected, these payouts will 
be paid based on the number of hours cash collected during the current payroll cycle. 
Therefore, you may not receive all of what is due on one check. In addition, we have received a  
 
 
number of needless job disputes concerning these payments which are the result of a failure to 
understand the difference between what is sold, billed and cash collected. 
 
When you receive a Survey Run Report (must have dedicated fax line to receive the report) 
each week from your Amiga, you will see the number of hours sold by the analyst for each Go-
Ahead. This represents the maximum number of hours projected for the client, if all 
recommendations are implemented by our consulting staff. However, since we operate on a 
day-by-day basis with our clients, many clients decide only to complete part of the action plan. 
Or, they decide to suspend the project to sometime in the future. Therefore, the number of 
hours billed could be significantly less than what was sold. After we bill the hours, we have to 
cash collect our fees before you are paid. We do not pay commissions if the client does not pay 
for our services. We will pay you the percent to which you are entitled based on the actual cash 
collections which have cleared our bank as good funds. Do not send in job disputes concerning 
cash collections based on hours sold per Go-Ahead. 
 
To qualify for a bonus payout, you must meet the terms of the offer. All bonus requirements 
are paid on the basis of when the survey runs. The best way to avoid getting caught with a low-
priced survey for a date we won’t pay the special commission rate is to think ahead. Sales made 
late Wednesday or late Friday are more likely to run into scheduling problems. Therefore, 
before offering the client a “drop close” special, call the office with the client to find out if we 
have the analyst who is in the area still available for the next start date. If we have spots 
available, you can turn the call to the office into a very effective third-party close, making your 
claims of a special price to accommodate our scheduling all the more believable. If we have 
already filled the boat, you can hold your price on the survey to get the regular commission at 
full price. 
 
Keep in mind, if the client calls to cancel or postpone a survey which previously had qualified 
for the daily bonus, you will only be paid the regular commission, not the bonus, if the survey 
runs at a later date. The daily bonuses and special commission rates we offer can only be 
justified if they actually help us fill our production needs. When a client calls to cancel a job, we 
then have to find another job to fill that slot. If another sales rep sells a bonus-qualified sale to 
fill that date, we would end up paying the higher bonus rate twice to fill one survey 
opportunity. This cannot be cost-justified. 
 
All jobs which are bumped off their originally scheduled date are called to establish another 
date to run the survey. In most cases, no action on your part is required. 
 
If you have a sale, which qualifies for a bonus commission as announced via email-fax each 
evening, it is your responsibility to report the letter code of your job accurately. A “T” sale is a 
regular telemarketing sale. “H” stands for hybrid sales and “O” stands for self-generated. 
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Reconfirm the control number and letter code with your sales senex at the end of every sales 
confirmation to ensure that you will be paid correctly for consulting services cash collections 
based on the type of sale. All jobs are coded with the commission rates for payroll automation. 
If you report a job as “T” when it should have been an “H”, you will not get paid the hybrid rate 
on cash collections. In addition, those clients whose annual revenues are $2 million or more are 
classified as “A” jobs while those under $2 million are classified as a “B” job, e.g. TA or TB. The A 
or B designations are important to your BC who is compensated more for sales you make for 
businesses $2 million or more. Be a good team player and mark the A or B for your BC. 
 
To qualify for a hybrid sale bonus payment you must have made a cold call on the business and 
picked up a business card for your BC from which the BC set the lead. Sending in a list of 
businesses for your BC to call does not qualify as a hybrid lead. Hybrid bonus payments may be 
denied if the BC who wrote the lead cannot produce the business card for the lead. Keep in 
mind that the hybrid lead is defined as a failed self-generated attempt. You must have either 
met the business owner or, if he was unavailable, left literature with a notation that your 
associate would be calling for an appointment, when you picked up the card. The purpose of 
the hybrid program is to incentivize you to make cold calls on business owners, not pick up 
cards from receptionists. 
 
It is imperative that you follow the procedures for payroll disputes, supplies, and job status 
requests. With a sales force over 150 people, procedures are a necessity. While it would be nice 
if we could handle all your needs by phone, the reality is that we can’t add to our costs by 
adding more support staff for the Sales Department. We currently have more managers in the 
Sales Department than any other department. You should follow the procedures to have your 
needs met and problems resolved. If you follow these procedures and are still having difficulty, 
you should work closely with your Sales Senex to resolve your problems. 
 
Payroll disputes must be faxed to the office on the appropriate form with the necessary information. For example, 
some reps have faxed handwritten notes giving job names without run dates or job numbers. This takes extra time 
to research. If a payroll dispute has not been resolved in a reasonable period of time, you should send a reminder 
fax or contact your Sales Senex. Your Sales Senex should also be contacted about job status reports and 
cancellations. 
 
 All supply requests should be faxed to the dedicated fax used only for supplies and which is in our second building: 
847-808-0011. Do not send supply requests to the general sales fax number. 

 
Keep in mind that the primary function of the Sales Senex is to handle the sales traffic during the day, 
talking to sales reps, prospects, and clients. Sales Senexes are heavily involved in the daily production of 
sales, either by working directly with you and your clients or by working with the BC managers 
concerning the generation of quality leads. Therefore, the more of your business which can be done by 
fax rather than phone, the more efficient we will become.  
 
 
Expense Reimbursement Time Limit: All requests for authorized expense reimbursement must be 
submitted in a timely manner, which will include a 4 week grace period. Expenses must be faxed to 
the office at 847-808-2393 according to the schedule provided by the home office for the appropriate 
expense period. After the 4 week grace period expires, no late expense vouchers will be paid. 
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GUIDELINES FOR A QUALITY SALE 

 
1. Company is qualified volume. 

 
2. Authorization is signed by an owner or officer of the company. Officers are President, 

Chief Executive Officer, Vice President, Secretary or Treasurer. An owner is someone 
who has an equity interest in the company, including a minority share. (Signed 
authorization must be faxed to HQ at time of sale.) 

 
3. The survey is scheduled when the principal owner of the company will be available to 

participate in the survey or in the case of multiple partners, when at least 50 percent of 
the ownership active in management decisions will be available. 

 
4. The person authorizing the survey agreement understands that the analyst will diagnose 

problems and make recommendations, but will not solve the problems. 
 

5. The person authorizing the survey agreement understands that while there is no 
obligation beyond payment of the survey fee, the analyst will discuss with the client the 
cost of our services to implement the recommendations and ask for an immediate 
decision to Go-Ahead with the plan of action we recommend. 

 
6. The sales rep has not promised or created an impression in the mind of the client that a 

written report will be prepared and given to the client 
 

7. The sales rep has explained to the client that the analyst will need access to his financial 
records to perform the analysis and make appropriate recommendations, and has 
gained his agreement for such access. 

 
8. The sales rep has sold a 1-3 day survey and not merely gained an agreement for a 2- 

hour “opening conference” with the analyst to see if the client wants to proceed 
further. 

 
9. The sales rep has not altered the 44 in any unauthorized manner. 

 
10. The sales rep has not promised a dollar savings to the client from the survey itself. 

 
11. The sales rep has not promised a limited survey, e.g. tax only. 

 
12. The sales rep has not made oral promises to the clients which were not disclosed during 

the sales confirmation process. 
 



Sales Training Information. 

18 
Edition XLI © Copyright SMS, 2017 All Rights Reserved 

13. The 44, signed by both the client and the sales rep, is faxed in from the clients’ office 
while the sales rep is on premise. 

 
POLICY FOR “SATISFACTORY COMPLETION” CLAUSE OF AGREEMENT 

 
There are two distinct issues involving this clause of the authorization. First, what can the sales 
rep promise to close a deal and second, how does that affect commission payment if the client 
fails to pay the survey fee. 
 
The preferred approach is to sell the benefits of the survey rather than the “satisfactory 
completion” clause of the agreement – the guarantee. However, there are times when the 
client needs assurance of satisfaction to close the sale. The “payable upon satisfactory 
completion” clause can be offered as an assurance that the client will get value for his money. 
In other words, the client can be assured that he will get benefit and value.  Know the 
difference between selling the benefits and closing on the guarantee and just selling the 
guarantee. The former approach will lead to more survey runs and more commissions being 
paid. The latter will lead to a half-hearted commitment by the client. 
 
The satisfactory completion clause can be used effectively to overcome the hidden objection 
that the client does not believe what you are saying. He will not come right out and say to you, 
“I don’t believe you”. Rather, he will tell you he wants to think about it. What he is really saying 
is that he is afraid of spending his hard earned money for a speculative benefit. Therefore, if 
you can remove the risk that he will get nothing in return for his money, he will go forward. 
 
There are several different approaches you can take. First, you can explain the “satisfactory 
completion” clause in terms of our philosophy of doing business. Tell the client that we do 
business differently than many other consultants. Some require a retainer agreement and 
others require an up-front payment to begin work. We have structured our agreement so that 
the client does not have to pay until the analysis has been completed and he has received 
benefit and value. This may be enough to close the sale. If so, you don’t need to go further. 
 
If, however, the owner asks you directly, “What happens if I am not satisfied? Do I still have to 
pay you?” One approach is to say:  “You can do what you normally do in the normal course of 
business when you are dissatisfied with a service provided to you. That’s totally up to you to 
decide. However, I can assure you that you will receive benefit and value. And you are the one 
who determines satisfaction.” 
 
You may also use a direct, straight forward approach in offering a survey based on the client’s 
“satisfaction.” The sales rep may tell the client what the clause means in simple English. 
“Payment of the fee is contingent upon your satisfaction. In other words, if you believe you 
have not received benefit and value you are not obligated to pay our fee.” If you have sold the 
benefits properly, you can use the “satisfaction guarantee” to create urgency to do business 
immediately and overcome the “I want to think about it” objection. If the benefits are 
potentially great and the financial risk has been negated by our satisfaction guarantee, there is 
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only one logical answer to our proposal – “yes” to do business. Use both logic and emotion to 
challenge the business owner to do business. 
 
Don’t let him off the hook by telling you he’s not interested. Challenge his logic. There is no risk. 
If you use the “satisfactory completion” clause properly, there is no logical reason he can say 
“no”. Only a fool will close the door to a no risk opportunity to improve his business and 
bottom line. Use the satisfaction guarantee to slam the door on illogically-based decisions not 
to go forward. Close with confidence. 
 
Use the “benefit and value” close rather than, “If you are not satisfied, you don’t have to pay.” 
When you say, “If you are not satisfied, you don’t have to pay,” you are giving the client too 
much discretion. What if the client does not like the style or manner of the analyst? What if the 
client has unrealistic expectations of what the analyst will do for him? What if the client does 
not like the recommendations? What if the client doesn’t like being held accountable for his 
past mistakes which may have cost him tens of thousands of dollars? He may not like what the 
analyst tells him. Therefore, if you say, “If you are not satisfied, you don’t have to pay,” you will 
give the owner an excuse not to pay.  
 
By setting forth the conditions for non-payment of the survey fee, you are taking control. It’s 
not a question of whether the business owner liked what he heard; it’s a question of whether 
he received “benefit and value.” When you get an annual physical exam from a doctor, you may 
not like to hear how your cholesterol is too high because you don’t watch what you eat and fail 
to exercise on a regular basis. You may not like to hear what the doctor may tell you about the 
risks to your health if you fail to make the needed changes in lifestyle. You may not like being 
held accountable for your past mismanagement of your life. However, the doctor has given you 
“benefit and value”. It’s the same thing with the analysis. The client may not like to hear what 
the analyst says and may not be happy about it, but he has received benefit and value in seeing 
how he compares with the best managed businesses. And for that, he should pay the survey 
fee. 
 
Keep this in mind. All commissions are paid on a cash collected basis. Therefore, if you sell a 
client on the “satisfactory completion” and the survey results in an NFC (No Fee Collected) – 
you will not be paid. But look at it this way. If you have no sale sitting in front of you while 
selling the benefits of the survey, you have nothing to lose in rolling the dice on your 
commission by closing on the “satisfactory completion” clause. A good sales rep will challenge 
the client for the sale using all the selling tools available to him. Don’t hold back any close and 
don’t buy the callback. You will find that most callbacks fizzle out before they are closed. So it’s 
in your best interest to offer the “satisfaction” close before you get up from your chair. Grab for 
the guarantee before you grab for the door handle.   
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WHAT IS AN ANALYSIS? 
 
The Business Analysis (also referred to as a business “survey”) is both a quantitative and 
qualitative review of a business. The purpose of the analysis is to diagnose problems in the 
business which has a negative impact on profitability.  We use a “problem-costing” 
methodology which estimates the cost of the problems in terms of lost profits. The use of this 
methodology also allows the Senior Business Analyst to estimate the positive impact that 
corrective action will have on net profits for the business owner. 
 
At the end of the business analysis, the analyst will make recommendations to the business 
owner as to the corrective action needed to improve the business. At this time the business 
owner can weigh the costs and benefits of taking the second step in the business improvement 
process – the purchase of consulting services to implement the recommended changes. While 
the analyst will always recommend SMS to be retained to install the improvements, there is no 
obligation on the part of the business owner to have us do the work. In addition, the SBA’s 
recommendations may include some items the business owner can do himself without 
additional cost. 
 
The primary focus of the business analysis is on management systems which are critical to 
maximize profitability. The analyst will diagnose problems in the management practices of the 
business which is costing the business lost profits. While any particular analyst may have certain 
technical skills which might assist him in particular areas of a business analysis, the analyst acts 
as a generalist when brought into the business. 
 
The analyst performs a functional analysis as opposed to a technical analysis. For example, the 
analyst will not provide the business owner a technical analysis of his computer software 
deficiencies, but can show him how these deficiencies are preventing him from managing his 
business properly, how these deficiencies are impacting his bottom line, and what corrective 
action is needed. 
 
The analyst will focus on the 6 building blocks of the business which determine net profits: 
management, operations, cost controls, finance, tax and marketing. In a nutshell, the analyst 
will compare the business systems the business owner is using in these 6 critical areas with 
those systems used by the best managed and most profitable companies in business today. 
 

HOW THE ANALYSIS IS PERFORMED 
 
STEP 1: OPENING CONFERENCE 

 
The analyst holds an “opening conference” with the owner for one and a half to two hours. 
During the opening conference the analyst will ask the client dozens of questions about the 
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business. The purpose of the conference is to develop information about the business from the 
owner himself.  
 
Many of the questions asked are designed to identify symptoms of problems just like a doctor 
does when taking a patient’s history prior to a physical exam. While the questions may seem 
elementary to some, to a skilled analyst the answers often reveal a great deal about the 
deficiencies within a business and the need for reform. 
 
For example, let’s assume the analyst was meeting with the owner of a trucking company. If the 
analyst asks the owner, “Do you know your rolling cost per mile?” and the owner responds “no” 
the analyst can make an important judgment without physically analyzing the trucker’s costing 
data. The analyst knows that the trucking owner is not using one of the management tools used 
by the best managed and most profitable trucking companies. The analyst, in just a few 
seconds, has identified a management problem and can propose a solution for this at the end 
of the analysis. The solution would be to install a costing system which would provide the 
business owner on a regular basis the rolling cost per mile for his fleet of trucks. By having this 
information, the owner can better manage his business to ensure profitability goals are being 
realized. 
 
The “opening conference” is a critical tool for the analyst in evaluating the company. 
 
STEP 2: COMPANY PLAN AND GOAL SETTING 
 
The analyst will review the company plan and involve the owners in setting forth both their 
short term and long term goals. The analyst will help the owners determine why these goals 
have not been achieved and what barriers are standing in their way. Very few business owners 
have taken the time to establish concrete written goals. Yet it has been proven that those who 
write down their goals are more likely to achieve them. 
 
STEP 3: FINANCIAL TREND ANALYSIS 
 
After the opening conference, the analyst will gather the company’s financial data and begin to 
perform a complete financial analysis. The analysis is designed to identify financial trends over 
past periods (often 4 years) which are symptoms of underlying management problems. Over a 
dozen different financial ratios are performed as part of the analysis. In addition, the analyst 
will figure out the break-even point of the company as it exists currently as well as where it 
could be under optimum management. 
 
The analyst will also gather any other corporate records which he deems necessary for the 
analysis. This is where our custom approach to business analysis comes into play. The analyst 
determines during the opening conference what additional information he needs to review. 
 
During the opening conference, the business owner and the analyst establish their working 
relationship and set their expectations. It’s also a time when the business owner indicates what 
his major concerns are and sets forth the problems he would like the analyst to review. The 
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owner is not limited to the 3 major problems, concerns, challenges which he identified for the 
sales rep at the time of sale. 
 
STEP 4: EMPLOYEE INTERVIEWS AND QUESTIONNAIRE 
 
The analyst will conduct interviews with key personnel and distribute questionnaires to other 
employees. This too is a critical part of our analysis. To gain a complete picture of the business, 
the analyst must gather information from a variety of people involved with the enterprise. 
 
Employees often will be more candid with an outside analyst than the business owner himself. 
For example, one of our analysts found a $40,000 tool and equipment theft in the business 
through the employee questionnaire. The employee who knew of the theft did not want to be a 
“snitch” on fellow employees, so he was reluctant to tell his immediate superiors. Fear of 
retribution by fellow employees also played a role. 
 
However, the employee felt comfortable telling an “outsider” because the analyst was only 
going to be around 2-3 days. The employee was able to provide information anonymously – 
getting it off his conscience, but without being a “snitch” to his superiors about actions by his 
fellow employees. The analyst was not only able to stop the on-going theft, but was able to 
graphically demonstrate to the owner the need to install a new theft control management 
system. 
 
STEP 5: REVIEW OF ANY AGREED UPON ISSUES 
 
The analyst will give focused attention to any other issue agreed to during the opening 
conference, such as the company’s billing practices, incentive plans for key managers. 
 
STEP 6: FINDINGS/CLOSING CONFERENCE 
 
The analyst meets with the business owner(s) for a closing conference. This will last 2 hours or 
more. The analyst will present both qualitative and quantitative findings about the business. 
The analyst will identify the problems found, the cost of these problems in terms of lost profits, 
and make recommendations for the course of action the owner needs to take to maximize 
profitability. The recommendations will fall into two broad categories— those the client can do 
himself and those requiring professional assistance. For those requiring professional assistance, 
the analyst will offer the client the opportunity to have our Consulting Services Department 
install the improvements. 
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CONSULTING SERVICES 
 

When we say that SMS helps improve the profitability of small and medium sized businesses, 
it’s the Consulting Services personnel who do the work. They design and implement solutions to 
the problems identified by the Senior Business Analyst. They are the “fixers.”  
 
The goal of Consulting Services is to provide the business owner with the methods, systems, 
controls and incentives, which are necessary to manage the business. In addition, Consulting 
Services seeks to provide the client with a minimum 2 to 1 return for the investment made in 
business improvements. Some receive more, some less. Every business is unique and some 
business problems lend themselves to a more direct impact on the bottom line than others. 
Therefore, there is no guarantee for a return on the investment made in improving the 
operational systems to run the business. 
 
The CS Department has experts in all aspects of business management. CS staff members are 
regularly involved in everything from implementing new management systems and controls to 
installing computerized cost accounting systems. 
 
The major areas for CS work are as follows: 
 

1. Profit and expense controls (Includes flex-budgeting techniques) 
2. Developing incentive plans to reduce costs, increase sales, and improve quality, or 

increase productivity and increase profits. 
3. Financial management issues (receivables, payables, cash flow, etc.) 
4. Organizational problems (procedures, manuals, paper-flow, etc.) 
5. Operational issues (inventory controls, training manuals, etc.) 
6. Sales and marketing (sales controls, incentives, marketing plans, etc.) 
7. Management issues (business planning, defining lines of authority, developing new 

information systems for decision making) 
8. Industry specific issues, e.g. estimating procedures for contractors. 
9. Strategic planning and succession planning. 
10. Expansion planning, downsizing and re-engineering. 

 
The vast majority of CS work is done on a short term project basis. This suits the budgetary 
constraints of our client base. As with other professional service providers, we bill on the basis 
of an hourly rate, plus expenses. 
 
Unlike other large consulting firms who employ a significant number of recently graduated 
MBA’s with limited “real world” business experience, SMS requires that our consultants, in 
addition to their formal education, have direct business experience in mid to upper level 
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management. We believe this hands-on experience provides a significantly greater value to our 
clients. 
 
Unlike many consultants which tie up their clients with long-term contracts, we work under an 
agreement which allows the client complete control over the length of the agreement. The 
client may terminate the contract at the end of any business day. This client-friendly 
relationship provides the assurance that we will provide valuable services on an on-going basis. 
 
We have developed innovative follow-up programs to assist our CS clients. Any client who has a 
problem with any of the CS work performed can call the CS Department for telephone advice, 
for as long as he owns the business. If on-site work is necessary to address a client’s concern 
about an installed project, we will provide staff services free of our normal hourly billing (travel 
and lodging expenses paid by client). In addition, we have a quarterly retainer program 
whereby the client receives 2 days of on-site review per quarter at a reduced rate, once the 
client has successfully completed a consulting engagement.  
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STA, Strategic Tax Advisors 
 
STA, Strategic Tax Advisors, provides tax services to our ever-expanding client base.  STA is 
comprised of a large group of tax professionals who have come from a variety of 
professional backgrounds, including former IRS tax agents, CPA’s, CFA’s (certified financial 
analysts), CFP’s (certified financial planners), CEA’s (certified estate administrators), MBA’s, 
LLM’s (masters of law), compliance specialists, and enrolled agents who can practice before 
the IRS. In addition, several of our tax professionals have significant experience working for 
one of the large accounting firms. 
 
The focus of STA is to provide a broad array of strategic tax planning for our clients, for both 
their business and personal needs as a business owner, with the goal to effectuate change 
in these 5 areas: 
 

1) Minimize taxable income; 
2) Reduce marginal tax rate; 
3) Qualify business for available tax credits; 
4) Minimize the impact of the “alternative minimum tax”; 
5) And defer and/or control when tax is required to be paid. 

 
STA has developed several models which will provide our clients with tax savings illustrations 
for both one year and five year projections, involving 233 weighted factors for federal and state 
tax liability and 178 factors for estate planning. In addition to helping business owners minimize 
their tax liabilities, STA will also help business owners develop asset protection strategies, for 
both estate planning and personal liability. 
 
In a typical business, STA is usually able to develop a tax plan which will reduce taxes. STA looks 
for savings through strategic tax planning for the future. Developing a tax plan will often include 
tax planning to reduce estate taxes. This is an area often overlooked by the CPA hired by the 
business owner to handle the tax compliance work of the business. Do not promise to the client 
that STA will be looking at re-filing past returns to pick up missed deductions. 
 
Keep in mind that SMS will not conduct a “tax only” analysis and that the delivery of our tax 
services will continue to be tied to a Consulting Services project. However, when it comes to the 
presentation of SMS’s broad range of services, a discussion of our tax division is not only 
prudent, but essential to providing your prospective clients a comprehensive understanding of 
the many benefits we can provide. 
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QUALIFIED CLIENTS 

 
SMS focuses on improving the profitability of small and medium size companies. Our target 
market consists of those businesses whose annual sales are between $1 million and $100 
million. However, we do business with companies which are both smaller and larger than those 
in our target market. 
 
We have a database of over 1.4 million businesses in our target market. We telemarket 
businesses which have reported revenues over $800,000. However, we purchase our leads 
from several major database providers, including D&B, Info USA (also known as Reference USA) 
and Equifax, but have no control over how our database providers verify the data supplied to 
us. Therefore, you will receive some leads with businesses doing less than $800,000 which were 
purported to be above that threshold. 
 
Doing business with a large company, e.g., $100 million is never a problem. However, you 
should consult with the Sales Senex as to how we might best serve such a large client before 
selling the analysis. For example, we may want to engage to engage the client in a review of 
one division, rather than the entire enterprise. However, doing business with a company less 
than $1 million can present some problems. We have established a floor of $800,000 US 
($900,000 Canada) as the minimum dollar volume of a company that we wish to analyze. 
Companies smaller than $800,000 US ($900,000 Canada) may have the money to pay for an 
analysis but may not have the money to purchase consulting services. Therefore, we may 
choose not to accept these companies as clients. Companies under $800,000 US ($900,000 
Canada) are considered “below minimum standard” (BMS). And, for hybrid sales, the BMS is $1 
million on both the US and Canada. 
 
However, you should be aware that we may elect to accept a company which is BMS.  The BMS 
standard should be considered as a selling guideline which we may waive. If you make a 
presentation to a company that has revenues under $800,000 US ($900,000 Canada), you 
should continue with your selling efforts to secure the sale. Once you have secured the 
agreement you should present the sale to the Senex for final determination. 
 
Before calling the Senex, you should indicate to the client that we normally do business with 
companies over $800,000 US ($900,000 Canada). However, we sometimes make an exception 
to our general business guidelines when our schedule permits. Tell the client that we schedule 
our jobs so that each analyst will have one job on Monday and another on Thursday. If we have 
a big job on Monday, we may be able to accommodate a smaller job on Thursday, even if it is 
below our minimum standard. Once we have paid the airfare to bring someone in, it is 
important that we have two jobs for him to work that week. Therefore, we may decide to take 
a job below $800,000US ($900,000 Canada) to keep our analyst working. Tell the client that he 
may need to be flexible in scheduling as a condition of our accepting him as a client. This will 
help you schedule the job quickly.  
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If we have sufficient jobs in the right geographic areas for all the analysts, the company may 
decline to accept a BMS client, or after accepting the job, may decline to schedule it. For a BMS 
prospect keep this simple rule in mind: secure the sale and present it to the Senex for a decision. 
Let HQ decide. 
 

GUIDELINES FOR OTHER BODERLINE COMPANIES 
 

Gas Stations (w/bays)            $2 million in volume with $800,000 US ($900,000 CANADA)                             
                                                   which is not gas related. 
 
Grocery Store                           $4 million or more in annual sales 
 
Restaurants, Deli’s,                 $1.5 million or more in annual sales 
Liquor Stores 
 
Insurance Agencies, $800,000 US ($900,000 Canada) or more in commissions 
Travel Agencies,                      Be aware that unless you specifically ask, the business owner 
Real Estate Agencies is more likely to tell you his sales volume. 
 
Manufacturer’s Rep               $800,000 US ($900,000 Canada) or more in commissions 
 
Distributors                             Find out if the distributor operates like a wholesaler (handles 
(stocking vs.                            product and carries inventory) or operates like a broker(does  
Non-stocking)                         not handle product and gets a commission). If the distributor  
                                                  operates like a wholesaler, count entire sales volume. If the  
                                                  distributor operates like a broker, treat like other commission            
                                                  businesses. Find out how much cash flows through the business 
                                                  each year in commissions. Treat drop/ship distributors like a  
                                                  broker business. For non-stocking distributors, commission  
                                                  revenues must be over $800,000 US ($900,000 Canada). 
 
Franchises                               Must not be exclusively controlled from the headquarters of the 
                                                  franchiser. Some examples of franchises we do and do not do   
                                                  business based on this standard: Yes – Ace Hardware, Western 
                                                  Auto, True Value Hardware; No – McDonald’s, Burger King. 
                                                  Yes, for franchise holding companies with 3 or more franchise 
                                                  operations in the immediate area. 
 
Law and Medical                    10 or more administrative staff (owners must agree to  
                                                   participate). 
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COMPANIES AND INSTITUTIONS WE DON’T SURVEY 
 

Mini Marts                           HMO’s                     One Person Operations 
Government Agencies       Banks                       Savings & Loans 
Car Washes (usually never, but sometimes yes if very large such as exists in LA) 
 
 
NOTE: You can sell a non-profit association (e.g., labor union) or a foundation, but in each case 
you need to have the survey authorized by the Director and you should determine that he has 
authority to approve a Consulting Services engagement without going to the Board of Directors. 
 

WHO CAN AUTHORIZE A BUSINESS ANALYSIS 
 

Just because a company executive has the power to spend the money to engage our analytical 
services does not mean we will accept the sale. The reason is simple. After the analysis has 
been completed, we want the opportunity to sell a Consulting Services project to the client. 
Therefore, the person authorizing the analysis must be an owner or officer of the company. 
 
An officer may be a President, Vice President, Secretary-Treasurer, or Chief Executive Officer. 
Any owner – a majority or minority equity holder – may sign the authorization form. Most of 
the time when you are dealing with an owner, you will be dealing with an officer of the 
company as well. However, there are exceptions. You may find yourself making a presentation 
to a general manager who has an equity position with the company. Since he is an owner, he 
can sign the authorization.  However, if the person with the equity is not the majority owner, 
then the sales rep has the obligation to make sure that the majority owner will be present 
sometime during the analysis. This does not mean the majority owner has to be present at the 
opening conference. What you want to do is make sure the analyst has access to this key 
decision maker so we have a chance of getting the Go-Ahead. 
 
The key to making a quality sale is to keep the ultimate goal of getting a Go-Ahead in your mind 
at all times. Your role is to set the table for the analyst. There will be no G0-Ahead if you fail to 
make sure all the major players are invited to dinner. 
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WORKING WITH YOUR BUSINESS COORDINATOR: TEAM SELLING 
 

Our goal is to assign to every Senior Area Manager, as quickly as it is feasible, a primary Business 
Coordinator who will set a majority of your appointments and keep your schedule. Each of you is 
dependent on each other to make a living. Therefore, it is imperative that you work closely with each 
other. You need to see your Business Coordinator as your teammate. The closer you become, the more 
sales you will make. Our lead generation system (telemarketing and hybriding) is the best in the 
consulting business. However, it’s up to each individual Senior Area Manager to help manage the quality 
of the appointments through regular communication and feedback. 
 
Every Senior Area Manager is required to call his primary Business Coordinator every day to report the 
results of each lead and to work out problems you are experiencing. If the BC assigned to you is 
unavailable, you should try and try again until you are successful. You may also want to work out a time 
when it’s most convenient to call. As a Sales Rep for SMS you are both a “closer” and a manager. Sales 
reps are judged on their ability to close leads. Therefore, you not only have to develop the ability to 
close the prospect, but also have to develop the ability to manage quality problems with your assigned 
BC to improve your sit down rate with qualified prospects. 

 

LEAD REPORTING CLASSIFICATIONS 
 

CONTACT (OWNER / OFFICER) 
 
Definition of a Contact: A “contact” is when the BC gives the Senior Area Manager a real lead for an 
appointment. If you meet an owner or officer of a company, regardless of its volume, and give the 
owner/ officer a quick “2 minute drill” about out services, that’s a “contact” with an owner/officer. 

 
Explanation of a Contact: Did you meet the business owner and tell him a little bit about who we are, 
what we do, and how we do it, even if he was rushed or had an excuse as to why he could not meet with 
you? If you got this far, it’s a contact with an owner/officer. 

 

Presentation 
 
Definition of a Presentation: If you meet with an owner or officer of a company qualified by sales 
volume (non- BMS) and you make a presentation, regardless of whether you have a chance to close the 
sale, it’s a presentation. 

 
Explanation and example of a presentation: Whether the business owner was expecting you or you 
overcame his objection to meeting with you, if the owner/officer gave you some time to listen to your 
story and make a formal presentation, e.g., told him who we are, what we do, how we do it, and showed 
him some company materials, you had an opportunity to make a sale. This is true whether or not you 
were able to close the sale. 
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Maybe the owner didn’t offer you some coffee, but he offered to hear what you had to offer 
him. In your heart, you know you had a chance to make the sale, even if it was not under the 
best circumstances. This is a presentation. We will track both the total contacts – the 
summation of the contacts with an owner/officer for a quick “2 minute drill” and presentations 
made – and the presentations made to an owner/officer of qualified companies to monitor the 
BC appointment performance and your closing skills. In other words, if you had 20 
appointments of which 5 were no-shows, 5 were contacts where you gave a ‘2 minute drill”, 
and you made 10 presentations, your “contact rate” would be 75% and your “presentation 
rate” would be 50%. Your honest reporting of your contacts and presentations is critical to 
running our business and determining how we can improve both your presentation rate and 
your closing rate so that we can help you increase your overall sales. 
 

NON-DECISIONMAKER (NDM) 
 
Any person who is neither an owner nor an officer of the corporation, such as General 
Manager, Office Manager, Plant Manager, Chief Operations Officer, Chief Financial Officer, or 
Controller. If you make a presentation to a non-decision-maker, it is neither a “contact” nor a 
“presentation,” which is defined as a meeting with an owner or officer of a business qualified 
by volume. 
 

NO SHOW 
 
Person who agreed to appointment but failed to show at agreed upon time. 
 

REFUSAL 

 
You showed up at the prospect’s place of business at the appointed time and found him 
present, but he was unwilling to meet with you. Prospect may have set appointment, but 
changed his mind or simply was too busy to meet. However, if you meet with an owner or 
officer and have a chance to do a “2 minute drill,” count this as a “contact”. 
 

CANCELLATION 

 
Prospect calls prior to your meeting with him at the appointed time and cancels appointment 
with the home office. 
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RESETTING APPOINTMENTS 

 
If you have a no show, refusal or cancellation, you should try to reset the appointment 
immediately with the owner or his secretary. If, however, you are unable to do this, then you 
should call your Business Coordinator to reset the appointment. It is important that all 
appointments be reset. You may also want to call and reschedule some of your resets. Be sure 
to inform your Business Coordinator so the reset can be added to your personal appointment 
schedule. Otherwise, scheduling conflicts may arise. 
 
Work as a team. Don’t assume things are being taken care of. Write down all your “no shows” 
on the weekly “No Show Report”. Keep a copy for yourself and fax back to your BC the weekly 
list to reset. This will prevent notes from being lost and disorganization from getting in the way 
of your selling. Call your list when you get a chance and go back for a personal visit when you 
are in the area. The faster you make these contacts, the better your chances of getting the 
appointment reset. Make sure your BC gets the list and is using it to reset appointments. Don’t 
assume he got it. Maybe it got lost in the paper shuffle of thousands of leads being generated 
each week. Business owners who were a “no show” are more likely to accept a second 
appointment to reschedule it is for a BC to get an appointment from a new call out of our data 
base. If you are organized and work your “no shows” you will get more opportunities and close 
more sales. 
 

SCHEDULING YOUR OWN APPOINTMENTS: TEAM WORK AND FEEDBACK 
 
When you are prospecting for self-generated appointments, you must keep your Business 
Coordinator informed of all appointments you set on your own. The Business Coordinator will 
have a book containing your schedule. If you fail to let the BC know what you have set on your 
own, you will run the risk of having appointment scheduled on top of each other. When setting 
your own appointments, try to set them out 3 to 5 days to minimize the risk of already having 
an appointment set for you. Team work and daily feedback are the building blocks of your 
success. You should provide daily feedback to your BC, and as needed to the Zones, Sales Senex 
and Regional Managers. 
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INSIDE SALES, DROP CLOSES, AND LEAD PROTECTION 

 

We spend millions of dollars a year to provide telemarketing support to the sales force.  This sales 
support is greater than what is provided by any other consulting company.  Simple economic 
principles require that the company get a reasonable return on its investment so that costs are 
kept in line with revenues.    

 
What we have done is create a team approach to selling whereby the Inside Sales force 
complements the sales reps in the field.  It’s not so much that field sales and Inside Sales compete 
to sell the same leads, rather, we have created a baton passing selling process where we pass the 
sales-closing baton back and forth between outside and Inside Sales reps until someone closes the 
prospect.  Everyone gets a fair shot at getting the sale while they have the baton in their hand.  
Those Senior Area Managers who close 4 sales a week in 4-week SMS period (16 sales total) are 
given “platinum” status because they have proven themselves to be the best in the company. 
Platinum reps are protected from Inside Sales for two weeks (10 business days).  All other Senior 
Area Managers are given 3 business days to work their immediate callbacks on T leads before the 
inventory is made available to Inside Sales as “X” material where no commissions are paid to the 
outside rep.  Hybrid leads which are valid for 30 days are protected from Inside Sales for their 
entire 30 days.  There is one “XA” inside closer in the Sales Department who is given the 
responsibility to find same-day surveys for analysts whose jobs go down.  There is no protection 
from the XA rep.  SP sales, on the other hand, are sales made by an Inside Sales rep while the 
outside sales rep is called to go to the client’s business to obtain a signed 44 to solidify the sale.  For 
SP sales, the commission is “split” between the Inside and field sales reps, but the outside sales rep 
is rewarded with a bonus of 4% for any cash collect from a Go-Ahead. 

 
The Harvard Business School found that it takes on average 5 closing attempts to get a sale, but 
that the average sales person only tries to close the prospect once or twice.  We need to follow this 
proven sales maxim to maximize sales.  To maximize your own personal sales, you must discipline 
yourself to ask the client to do business 5 or more times during your initial presentation. If you do 
that, you won’t have to worry about Inside Sales and the time period for lead protection. This is a 
first call close business. There are four types of sales made by Inside Sales reps:  X, ET, EH and SP 
sales.  ET sales—Executive close/Telemarketing sale—are sales made by Inside Sales rep from leads 
faxed back to Inside Sales with hot buttons and fees quoted. All you have to do is take the lead 
form WITH THE HOT BUTTONS AND FEE QUOTED and write ET on the front and fax it back to your 
Sales Senex. The ET closers are seasoned Inside Sales professionals who know how to sell on value, 
not just on price, and call with the added authority of the home office. They are instructed to 
merchandise the analyst with the client’s hot buttons that you have provided with your feedback.  
This allows the ET closer to close some sales for full price giving both participating sales reps a 
higher commission payout than if the sale were drop-closed.  Many times the extra call from the 
corporate office offering an analyst to fit the client’s immediate concerns is all that is needed to get 
the sale. 

 
The extra call from the corporate office offering an analyst to fit the client’s immediate concerns is 
all that is needed to get the sale.  X sales are made from inventory printed without any action on 
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the part of the sales rep. No commissions are paid to the field sales rep for X sales since the Senior 
Area Manager did nothing to help close the sale.  ET and EH sales pay a commission of 59% of the 
fee collected because the sales rep provided hot buttons and the fee quoted to help the ET closers 
pitch the client and close the sale. EH sales are hybrid leads turned over to the Inside Sales Reps for 
closing and pay a 59% commission and 2.7-5.5% of the cash collected for consulting, based on the 
size of the business.  ET’s pay only the 59% commission.  Keep this in mind.  There is nothing that 
the Inside Sales reps do which you can’t do to close the sale.  If you are finding that many X sales 
are being made on your inventory, it simply means that you failed to find the hot buttons or failed 
to check for a hidden price objection.  Fax ET/EH leads to 847-808-2319. 

 
Talk to your Sales Senex and Regional Manager about how you can learn drop-closing techniques 
prior to your inventory being turned over to Inside Sales.  There are many prospects who tell you 
“no” but say “yes” to an Inside Sales rep offering them a deal at $400.   When someone says to you, 
“I am not interested,” they are often saying, “I am not interested (at this price).” These sales can be 
yours if you make the pitch to drop the price.  You can make the same offer and get the sale prior 
to your inventory being given to Inside Sales. There’s no magic to Inside Sales, but there is a 
technique to offering an effective drop to get the sale.  Inside Sales closes dozens of sales every day 
simply by offering the client a price discount.  You can make the same offer. The primary purpose 
of the Inside Sales program is to call prospects who have not been closed in the field and close 
them over the phone by offering the client a discounted survey.  We have found that many sales 
reps, especially those selling less than 4 surveys a week, have left hundreds of deals on the table 
which can be closed simply by offering a price discount to the client. The proof is in the closing: The 
Inside Sales reps close over 100 sales a week from business owners who told a Senior Area 
Manager he was not interested in our services.  What he might be saying is, “I’m not interested at 
this price!”   

 
Keep in mind, there are many individuals who will refuse to spend $950 for an analysis, but will 
jump at the chance of doing it for $400.  We want you to close all the business you can at the 
higher commission level.  But at the same time, we can’t afford to leave to our competitors a 
chance to close our prospects who simply had a hidden price objection.  While you may think you 
are going to turn every callback into a sale, statistics show that after a few weeks only a small 
percentage of callbacks are turned into sales at full price.  The key to making more sales is offering 
a discount if the client will run the survey for the next start date, after you failed to get a first call 
close at the regular price to be run at the client’s convenience.  The company designed the Inside 
Sales program to maximize sales and increase the return on our telemarketing investment.   Each 
sales rep is required to account for all leads.  If you are a Platinum rep you are accounting for your 
leads by your superior sales performance.  All others must call every sit to the desk and use ET/EH 
to account for their leads.  Just as we tell our clients, “If you don’t measure it, you can’t manage it.”   
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REQUIRED DAILY and WEEKLY ACTIVITIES 
 

The activity level of the first 3-4 weeks makes the biggest difference in the success 
of the Senior Area Manager. 
 

1. Call your Senex to discuss leads, industry info and daily goals. 
      

           2. Call your assigned BC (or Zone Manager) twice daily about leads,  
     hybrids, and sales – once in the morning and once at the end of the  
     day. 
 
3. Call your Zone Manager with questions about leads and your BC. 
 
4. Run all BC leads. 
 
5. Cold call and pick up a minimum of 10 hybrid cards a day, 50 for the  
     week.                                  

 
6. Call in every appointment to the home office while you are in front       

 of the client or on premise in the case of a no show 
 
           7. Call in every prospect to a Senex to get help in closing the sale. 
 

 8. Maintain “Weekly Activity Report” and submit by Friday evening 
 

           9. Review closing and prospecting skills with Regional Manager. 
 
        10. Review your memorized presentation and your planned closing  
               techniques every day. 
 
        11. Work a minimum of 8 hours in the field every day. 
 
        12. Be on all Regional blast off, weekly meeting, and national conference                    
    calls. 

  
13.  Spend time sharpening your skills by going on the ISI Training Library                                         

  http://training.sms-na.com 
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MEMORANDUM 
 

DATE:  MAY 12, 2011  

 

TO:  ALL SENIOR AREA MANAGERS 

 

FROM:  TYLER BURGESS 

  

SUBJECT:    POLICY FOR PROTECTION AGAINST INSIDE SALES  

  AND REPORTING REQUIREMENTS FOR LEAD AND 

           SALES PERFORMANCE ACCOUNTABILITY  

 
 

Platinum reps (4 sales a week average for each 4 week company reporting period) are 
protected from Inside Sales for 10 business days while all other reps are protected for 3 
business days. All Hybrid (self-generated) leads are protected for 30 days. In addition, 
the top ten cash collectors are protected for 90 days.  
For those Senior Area Managers who are non-compliant with the following requirements 
for two or more consecutive days, the Senex will have the discretion to immediately 
place the SAM on the “Zero Days Protection” list 

 
The “Compliance Requirements” are as follows: 

 
1) All Senior Area Managers are accountable for all the leads which are given to 

them by calling in each presentation from the client’s office to seek expert help 
from the Sales Senex to close the sale. 

 
2) All Senior Area Managers are required to be in daily contact with their Senex and 

Zone Manager to close sales, provide feedback on leads, and resolve problems. 
 
3) All Senior Area Managers must complete a Weekly Sales Activity Report to 

provide data to the Sales Senex, Zone, and other managers on both individual 
and departmental performance to identify problems and create opportunities for 
managers to resolve those problems.  

 
4) On Monday morning of each week each Senex and Zone will review who has 

failed to call in when in front of a client, failed to be in daily contact with their 
Senexes and Zones, and failed to provide feedback on all leads given to them by 
submitting a Weekly Sales Activity Report in a timely manner and remove them 
from protection from Inside Sales for one week. 

 

Penalty for Non-Compliance 
No Protection from Inside Sales  
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MEMORANDUM 
 

 
DATE:  FEBRUARY 3, 2003  Revised June, 2009 
 
TO:  ALL SENIOR AREA MANAGERS 
 
FROM:  TYLER BURGESS 
  TOM RYAN 
 
SUBJECT:  AUTHORIZATION, FORM 44, MUST BE SIGNED BY CLIENT FOR ALL 

SALES 
 
Effective Monday, February 3, for all surveys run, several changes are being 
made to improve the quality of the sale, reduce cancellations, reduce NFC’s, 
and increase your earnings. 
 
If you fail to fax in an authorization signed by the client, even if the sale has 
been confirmed by a Senior Executive, you will be paid only 45% of the survey  
fee as a penalty for failing to meet the conditions of a qualified date as set 
forth in the employment agreement. 
 
Keep this in mind: this has nothing to do with paperwork.  It has everything to 
do with getting your surveys to run, reducing your cancellations, picking up 
your checks, getting more Go-Aheads, and providing a win-win-win-win 
situation for everyone who depends on your professionalism in completing the 
terms of the sale. 
 
When you walk out of a sale, you are the only one who feels you just made the 
best sale in the history of the company with no chance it will cancel, no chance 
the survey won’t open, and no chance the client won’t pay the analyst the fee. 
 
The reality, however, is far different.  Many business owners catch a virus  
called “buyer’s remorse” between the time you leave the business and the 
survey is scheduled to run.  When the analyst meets with a business owner 
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suffering from buyer’s remorse, the business owner often claims he never 
agreed to have an analyst review his business operations, never agreed to pay 
the fee, and never signed anything.  When there is no signed authorization in 
the file, there is little the analyst can do to overcome the repeated claims by 
the owner that he never agreed to the survey.  However, when the Survey 
Senex can fax a copy of the authorization signed by the client, it is amazing 
how the client’s latent amnesia turns into a refreshed recollection that he did 
indeed authorize the analysis and agreed to pay the fee upon satisfactory 
completion.  In the vast majority of cases where we can produce a signed 44, 
the analyst is able to provide an instant cure for the client’s professed 
amnesia, run the survey, and pick up your check.  When you don’t fax in the 
signed 44, you create a lose-lose situation for both the analyst and you. 
 
We have created a new box on the electronic “Notice of Sale” which will be 
checked off when your signed 44 has been received by the Senex. 
 
Remember, if you fail to close the sale on the first call, leave an authorization 
form completely filled out for the client to sign and fax back to the Sales Senex 
once the callback sale is agreed upon with a phone follow-up or a three-way 
with a Senex.  Or, better yet, go back to the client after you have completed a 
three-way sale and have the client sign the 44, which you can then fax back to 
the home office.  Your commission depends on it!!! 
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WEEKLY FAX-EMAIL REPORTS AND CONFERENCE CALLS 
 

We teach our clients, “If you don’t measure it, you can’t manage it.”  We preach what we  
practice and practice what we teach.  Your weekly Sales Activity Report is critical to your  
success and must be faxed by Friday evening to the main reporting number:  
866-681-3456. (Email instructions are outlined below.)  On Saturday your individual reports 
are transferred to a summary report for the entire region.  If you fail to do your report or fail to 
complete it by Friday night, you not only hurt yourself but all your fellow reps in your region.  
These weekly reports are reviewed by your Senex, Regional and Zone Managers to determine 
what problems you are having and what actions need to be taken to improve your 
performance.  By reviewing your weekly activity report, we can quickly determine what areas 
need to be improved, from training for your BC to increase your opportunities, or teaching you 
how to close more effectively the opportunities we are giving you. 
 
In addition, we take key statistics from all the individual reports to develop a “Regional Trend 
Critical Variable Report.”  This provides management a comparative review among the regions 
of hybrid cards received, hybrid conversion rates for appointments, contact and presentation 
rates, GCR (gross contact rate), NPR (net presentation rate), closing rates for both GCR and 
NPR, and a variety of other key statistics.  These statistics are critical to your individual success 
and the overall success of the company. 
 
To obtain an electronic Excel copy of the Weekly Sales Activity Report, with all the formulas 
contained in the report, you can request one by calling your Amiga. 
 

Email Reporting: billfeldhaus@gmail.com 

 
Every week we have several conference calls to provide you with the information and ongoing 
training you need to be successful.  There are both “blast off” calls scheduled in the early 
morning and weekly regional meetings.  A conference call schedule is emailed-faxed out each 
week.  However, the “blast off” calls and weekly regional calls are always at the same time.  
Therefore, you don’t have to wait for the weekly email-fax to plan your week.  You must call the 
conference call center 5 to 10 minutes before call start time. 
 

Conference Calls 
Regional Calls: 800-252-9791 plus the Regional call PIN number 

 
Check the weekly email-fax for Conference Call and PIN numbers to join both region and 
national calls.  Keep this in mind:  You can’t be part of the team if you don’t show up for the 
team meetings. 

 
 
 
 
 

mailto:billipa@comcast.net
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Sales Rep Survey Run and Commission Log 
(Not Required To Be Faxed With Weekly Sales Report) 

 
 
Company Sold_________________________________City___________________ 
 
Job Number__________________________Scheduled Run Date______________ 
 
Fee Charged__________________________Volume________________________ 
 
Comments__________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________ 
 
Company Sold_________________________________City___________________ 
 
Job Number__________________________Scheduled Run Date______________ 
 
Fee Charged__________________________Volume________________________ 
 
Comments__________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________ 
 
Company Sold_________________________________City___________________ 
 
Job Number__________________________Scheduled Run Date______________ 
 
Fee Charged__________________________Volume________________________ 
 
Comments__________________________________________________________
___________________________________________________________________
___________________________________________________________________
___________________________________________________________________ 
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Drop Close Request 
 

Company Names:_____________________________________________  DBA:______________ 
 
Street:________________________________________________________________________ 
 
City:_______________________________ St:____________________ Zip:_________________ 
 
Phone:_________________________________ Fax:___________________________________ 
 
Business type:__________________________________________________________________ 
 
Met with:__________________________________________ Title:_______________________ 
 
Other owner/officers/partners:____________________________________________________ 
 
Date of interview:___________________________ Fee quoted:__________________________ 
 
Number of employees:_______________________ Volume:_____________________________ 
 
Problems discussed:_____________________________________________________________ 
 
_____________________________________________________________________________ 
 
_____________________________________________________________________________ 
 
Date of last contact:_________________________ Result:______________________________ 
 
Client’s major objection:__________________________________________________________ 
 
Client description (personality):____________________________________________________ 
 
Best time to reach client:_________________________________________________________ 
 
Other information that is useful to close sale (and or comments)_________________________ 
 
______________________________________________________________________________ 
 
______________________________________________________________________________ 
 
Field Rep:_________________________________________ Date:________________________ 
 
BC #:__________________________________ Control #:_______________________________ 
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NO SHOW REPORT WEEK ENDING_________________________ 

 

Sales Rep_________________________ Region____________________________ 
 

Primary BC_________________________ Marketing Manager______________________ 

 

Prospect                          Company                  City                    Phone                          BC 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
If you have already given your “no show” to a BC for callback, write “done” next 
to the lead so that it is not called again.                 
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FIELD SALES REPORT 
 

DATE: 
 

TO: 
 

FROM: 
 

PROBLEMS NEEDING ATTENTION 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
 
___________________________________________________________________ 
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MEMORANDUM 
 

DATE:  MAY 17, 2007     (Revised March 2010) 
 
TO:   ALL SENIOR AREA MANAGERS 
 
FROM: LISA RODRIGUEZ 
 
RE:   EXPENSE REPORT GRACE PERIOD 
 

 
Effective January 1, 2007, there is a 4 week period in which expense vouchers can 
be submitted.  After 4 weeks, expense reports will not be processed.  In addition, 
expenses must be turned in by Sunday night prior to the week expenses will be 
paid, according to the Sales Department expense schedule.  Expenses submitted 
after Sunday will not be paid in the same week.  Please direct any questions to 
Lisa Rodriguez at  224-676-7007 or 800-531-9585. 
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GETTING OFF TO A FAST START 
 
Even though SMS has developed the best lead generation system in the management 
consulting business, you should not expect that all your appointments will come from our 
telemarketing operation.  Generating appointments is not like turning on a faucet and filling a 
glass.  There will always be variations in the number of appointments which can be produced 
for any given week.  In addition, it is foolish to let your income be entirely dependent on 
someone else setting appointments for you.  It is doubtful that you can reach your income goals 
by relying solely on telemarketing generated leads.  The compensation package provides a 
higher payout on the back-end for self-generated and hybrid sales.  (A hybrid sale is where you 
drop in to see the business owner, leave a note that your assistant will call to set up an 
appointment, and then pick up a card to send to your Business Coordinator who calls to set the 
appointment.)  It is expected that you will take advantage of the potential for large consulting 
bonus payouts and generate some of your own business.  Prospecting is a critical money-
making skill needed for success. 
 
One of the traits that successful sales professionals have in common is that they take control.  
Taking control of your financial destiny means developing a plan to make money from self-
generated sales and hybrid sales.  Moreover, the best Business Coordinators only call for Senior 
Area Managers who are sending in hybrid cards.  So if you want to be teamed up with a top BC, 
you must participate in the hybrid program. 
 

GOAL SETTING FOR SELF-GENERATED SALES 
 
It is important to set realistic goals—goals which are achievable.  Then, you must break down 
the goals into activity which will produce the goals.  Plan to spend 10-20 hours a week on 
prospecting activities—a minimum of 2 hours a day seeking appointments and picking up 
hybrid cards.  Set for yourself a goal of picking up 10 hybrid cards a day—50 per week.  As a 
company we convert approximately 18% of hybrid cards into appointments.  Just by hybriding 
every day, you should gain up to 2 appointments a day, or 10 extra appointments per week. 
 
To help you pay for your car expenses and to drive more hybrid sales, we will pay you $100 as 
an expense reimbursement every week for sending in 50 qualified hybrid cards which are 
accepted by the Hybrid Director, as long as you have a sale during the week.  That’s worth 
$5,000 in non-taxable car expense money, just for going out and picking up 10 cards a day for 
50 weeks of the year while running your leads to help your BC book more appointments. 
 
If you are just average, you should be able to turn the $100 a week for picking up 50 hybrid 
cards into an extra $26,000 in additional income.  Here’s how:  If you hybrid 50 cards a week for 
50 weeks of the year, you will be paid $5,000 in expense money and will have turned in 2,500 
hybrid cards.  Over a 12 week review of hybrid card activity, the average conversion of all cards 
received by the Hybrid Department to appointments for all sales reps was 18%, which would 
result in 450 additional appointments.  The average conversion rate from gross appointments 
to net sales by all sales reps in the company was 11% over the same time frame, giving you an 
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extra 50 sale for the year.  If your run rate was just half, or 50%, that would produce and extra 
25 runs.  And if you sold them for the next run date and the bonus for that run date was “sell it 
for $500 to get $550” you would earn $13,750 in commissions.  If those 25 survey runs were 
converted 44% of the time to a Go-Ahead, producing an average of $27,500 per Go, there 
would be $302,500 in cash collections from consulting services paying you 2.7% at the lowest 
level for hybrid bonus, or $8,186, for a total of $26,918 for your hybriding work. 
 
  Hybrid Cards:   $5,000 
  Sales Commissions:  $13,750 
  Hybrid Consulting Bonus: $8,168 
  Total from Hybriding  $26,918 
 
The only thing that will prevent you from earning this extra $26,000 is your willingness to get 
out of your car to pick up 10 cards a day!!!  This extra $26,000 is, should we say, easily within 
arm’s reach!!! 
 
Keep in mind that the record for sales by a Senior Area Manager is over 700 sales per year, 
which is about 14 sales a week on average—almost 3 sales a day. 
 
The goal of hybriding is not to pick up 10 cards a day but to gain a self-generated presentation 
right on the spot.  While you are hybriding, set yourself a goal of setting 2 self-generated 
appointments each week and 2 self-generated sales each month—24 per year.  Achieving this 
goal will increase your yearly income by $20,000 or more.  In addition, set a goal to close 6 self-
generated large accounts during the year (one every other month).  You can equal that figure to 
$20,000 in self-generated income sales when you take into account the minimum 3.6% cash 
collected for all self-generated sales.  To accomplish this goal, you should break down the 
prospecting activity necessary to achieve these goals on a monthly and weekly basis. 
 

Monthly Self-Generated Sales  Monthly Self-Generated Appointments 
2    8 (2 per week) plus 2 Large Accounts 

 
 

To generate 2 appointments for yourself each week, you will need to ask 10 business owners 
every week for an appointment.  If you are better than average, you may generate more 
appointments out of each batch of prospecting calls you make.  Moreover, you can accomplish 
these monthly goals using a variety of prospecting techniques. 
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MEASURE YOUR PERFORMANCE AGAINST YOUR GOALS 
 
 
A study by the Harvard School of Business found that those who write down their goals are 
more successful than those people who establish general goals.  It’s important to put your 
weekly and daily goals for prospecting on paper.  Only then can you measure your performance 
against your goals.  Each week you can measure whether you have achieved your sales goals: 
 
 

  Plan 10-20 hours of prospecting per week. 
 

 Pick up 10 hybrid cards a day. 
 
 Make 4 presentations a day—either telemarketed or self-generated. 
 
 Commit to making 5 cold calls a day for each presentation you need to make your 

daily goal of 4. (In other words, if you get 2 sits from your BC, you commit to make 
10 cold calls to find 2 more sits that day) 

 
 Ask 10 business owners a week for an appointment. 
 
 Make 2 self-generated sales each month and 1 large account presentation. 
 
 Close 2 self-generated sales each month and 1 large account every other month. 
 
 Close better than 10 percent of gross appointments and 25 percent of all 

presentations. 
 

 
Track your performance.  Share your performance with your managers.  The more you can close 
the more leads you will receive. 
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OVERALL SALES GOALS 
 
T/H SALES/MO. YEAR SELF-GEN/MO. YEAR  LARGE  TOTAL 
 
 
10   120  2  144  6  150 
 
 
15   180  2  204  6  210 
 
 
20   240  2  264  6  270 
 
  
Similar numeric goals should be set for ET/EH and SP sales. 
 
 

SOURCES FOR PROSPECTING 
 
To start your initial prospecting you should use the “1-2-3 punch” power-packed system on 
prospecting.  For every appointment you receive from your Business Coordinator, plan to call 
on one business to the left, one business to the right and one business across the street.  Set a 
goal of making 4 presentations a day.  For each sit that you lack each day, commit to making 5 
cold calls each day to generate a self-generated sit in the field.  In other words, if you receive 3 
appointments from your Business Coordinator and you have 2 sits and a no show, then you 
would be committing yourself to making 10 cold calls to generate 2 more sits.  If you don’t get 
the sit, you pick up the hybrid cards to accomplish your 10 hybrid cards for the day. 
 
Keep this in mind; do not wait until the end of the week to send in your hybrid cards.  The 
purpose of the hybrid activity is to create a warm-call.  Your Business Coordinator has a much 
higher probability of getting through to the business owner and getting an appointment if the 
Business Coordinator calls the day after you visited the business.  Moreover, the Hybrid 
Department can’t handle 200 reps sending in all 50 cards on Friday night.  Therefore, it is a 
requirement that you fax in your hybrid cards each night.  There is also a practical reason which 
benefits you directly for sending in your hybrid cards each night.  If you waited until the end of 
the week to fax in all 50 of your hybrid cards, your Business Coordinator would not be able to 
make the calls until next week.  Most business owners will forget about you by the second 
week, and the Business Coordinator won’t get past the gatekeeper.  Result: fewer 
appointments from your hybriding activity, fewer hybrid sales, and lesser income.  Send them in 
each night for a higher return on your activity in both sales and income. 
 
There are two primary ways of developing a prospecting list, if you want to target qualified 
businesses rather simply walking door to door.  You can go to the library and access a local 
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business directory such as Dun & Bradstreet.  There are other sources such as Reference USA, 
which is the library division of Info USA, as well as manufacturer and service directories for each 
individual state.  Spend some time becoming familiar with the variety of business directories 
available in your area.  Ask questions of the reference librarian to get a complete picture of 
your prospecting potential. 
 
There are advantages and disadvantages with every list.  The D&B list provides the dollar 
volume for many companies as well as the names of corporate officers.  Therefore, it is easy to 
eliminate those companies which fall below our minimum standards for survey sales.  The D&B 
list, however, does not cover all potential businesses. 
 
Info USA (parent company of Reference USA) includes more businesses than D&B.  Info USA 
develops its list by calling all businesses which are listed in the phone book.  Other sources, 
such as directories put out by associations, offer you the advantage of targeting a particular 
part of the business marketplace for your prospecting and may include businesses not found in 
the more general business directories.  However, the disadvantage is that most of these 
directories do not include annual sales volume information and may even lack the name of the 
corporate officers.  You may have to do more work to gain a qualified prospect. 
 

PURCHASING A QUALIFIED BUSINESS LIST 
 
We have a database of nearly 2 million businesses which we have purchased from D&B, Info 
USA, Equifax and other sources.  Info USA has agreed to provide our Senior Area Managers 
leads at our wholesale rate, which is a considerable savings over what you would pay if you 
called as a retail customer. 
 
If you are interested in purchasing a list of qualified business leads for survey sales, contact Info 
USA, 303-390-1800.  Please be sure that you indicate you are an SMS employee and want only 
those SIC codes which we purchase for our BC’s, with a sales volume of at least $1 million and 
10 employees.  The advantage of purchasing a list of businesses for prospecting from Info USA 
is that you will be getting a list which has already been screened for SMS survey sales to 
eliminate the vast number of businesses which either fall below our $1 million minimum 
volume or businesses we have decided are inappropriate for our services, e.g., branch offices, 
SIC codes on our “do not buy” list such as investment firms, accounting firms, all government 
agencies, schools and so forth.  In other words, you will be getting a list filled with contractors, 
manufacturers, job shops, machines shops and so forth which are already qualified by volume 
to do business with SMS.  Info USA eliminates for SMS all branch offices of large corporations, 
franchises, financial planning firms, accountants, regulated industries like brokerage firms—just 
to name a few.  Keep this in mind; we purchase less than 10 percent of business listings 
available from both D&B and Info USA.  Therefore, if you prospect from a general list of 
businesses, you will be spinning your wheels more than you will be selling surveys since the vast 
majority of businesses are BMS.  Similarly, if you go to the library to download the list from 
Reference USA, you will be getting all the businesses from Info USA, including many which will 
not be qualified for our services. 
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CREATING YOUR OWN LEAD CARDS FOR PROSPECTING 

 
You can either use bound volumes for D&B or the online access to Reference USA, both of 
which can be found at many local libraries. Reference USA, is the library division of Info USA. 
D & B and Reference USA provide easy places to start for beginning Senior Area Managers since 
they include both the dollar volumes and corporate officers. 
 
The D&B directories come in two different forms: 1. organized by zip codes, 2. organized by SIC 
(standard industry codes). In the beginning you will want to work from the D&B zip code 
directories to organize yourself better geographically. As you become more knowledgeable 
about selling particular industries, you can move up to the SIC directory for particular target 
markets. 
 

PROSPECTING 4 X 6 CARDS 
 

1. Select several zip codes within your targeted area which meet our minimum hybrid 
standards, i.e., $1,000,000 in annual sales volume. 

 
2. Make a copy of the business listing. 

 
3. Scratch off any businesses that don’t qualify. Note: We cannot sell to a branch office. 

The D & B business listings include branch offices which are denoted with a “BR” 
designation. You should be looking for HQ (headquarters) and SL (single locations) 
designations. 

 
4. Cut out each qualified business listing and glue stick it on a 4 x 6 card. Using a 4 x 6 card 

will allow you to keep detailed notes on each of the contacts you make to secure an 
appointment and follow-up efforts to close the sale. If you just run leads from the 
printed list, you will have no space to write the information you need for following up. 

 
5. Organize the cards by street address within each zip code to minimize your drive time 

when cold calling or warm calling after sending a letter. This will also allow you to make 
use of your prospecting leads when you have a BC lead in the same zip code. Instead of 
making just one call, you can make several knowing you will be dropping by to see a 
qualified prospect whose corporate officers you will know by name. Having a stack of 
lead cards creates a comfortable way to overcome cold calling. When you have a card in 
your hand, you have a sense of purpose. It’s no longer a cold call, but a sales mission. 
Grab the card: run the lead. You are now controlling your own destiny. 
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PRE-QUALIFY YOUR PROSPECTS 
 
Even though published business directories, such as Reference USA and D&B, are some of the 
best sources of getting your initial list of prospects, the information may be incorrect. 
Therefore, if you are planning to send letters to set up a warm call either by phone or in person, 
be sure to call the business to verify both the president’s name and the current address.  
 
Keep in mind that you are not the only sales person using the lists for prospecting. Therefore, 
think of ways to maximize your advantage. What can you do to set your letter or call apart from 
the “umpteenth” sales rep who has called on your prospecting list? 
 

RECORD YOU’RE PROSPECTS ON 4X6 CARDS 
 

1) The map location, if you are unfamiliar with the area. 
 

2) The name of the receptionist/secretary. Being friendly opens doors. 
 

3) The type of vehicle the prospect drives. (Look for the president’s space). 
 

4) The best time to call (drop by). Ask, ask, and ask 
 

5) The date of every visit or call as well as your comments concerning visit. 
 

6) Any additional information that will help you close the sale. 
 

FRONT AND BACK OF 4X6 PROSPECTING CARDS 
 

(FRONT – This can be just cut and pasted from a copy of your list) 
 

Company Name – Business Type                                                  # of Employees 
Street      City       Zip                                                                        Sales Volume 
Map Location                                                                                    Secretary/ Receptionist 
Executive Name/Title                                                                      Telephone (Best time to call) 
Problems, Concerns, Area of Improvement  
 

(Back of Card) 
 
List of dates and times you called on the company and any other relevant comments to get an 
appointment and/or a sale. 
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Making Big Money Means Selling Large Companies 
 
Every sales rep for any company wants to earn big commissions. And in any endeavor, there is a 
path for success which has already been paved by the reps who have figured out how to do it. 
SMS is no different. However, many sales reps blindly follow the path in front of them, rather 
than spending a little time discovering what road they should be on to earn a big commission. 
The key to earning big commissions is selling large companies – companies whose annual sales 
volume is $5 million or more. There are a number of reasons for this sales maxim. 
 
First, many reps have forgotten that we pay higher commissions for larger companies. When a 
company with $5 million in annual sales is sold for a survey fee of $ 1,300 the commission is not 
the normal 91% of the fee, but $1,820. In addition, the back-end bonus for consulting is paid at 
3.6%, rather than the .9% for telemarketing sales or 2.7 – 5.5% for hybriding. 
 
Second, large companies are more likely to have used consultants in the past, recognize the 
value of consulting, and are more open to the idea of bringing in an outside of bringing in an 
outside expert to gain a third- party , objective point of view. 
 
Third, large companies have the financial resources to fix the problems uncovered by the survey 
and pay for a tax project as well, leading to jobs which can bill hundreds of hours. 
 
However, if you think you can just sit back and wait for your BC to book a large company to 
collect a large back-end bonus, think again. While large companies are the best at running large 
consulting projects, they are the hardest for a BC to book an appointment straight out of the 
database. Why? They have excellent gatekeepers. 
 
Just think about our own company.  Do you think a telemarketer from any company gets put 
through from our switchboard to the Managing Director directly? Of course not. Calls to the 
Managing Director are screened to determine their relevance with the most never getting 
through. But consider this. Let’s say someone walked in from the street and while failing to 
meet our Managing Director decided to leave some information about his company, and left a 
personal note expressing his regret that he missed him, but would have his associate call back 
to set up an appointment. 
 
What do you think our Managing Director would do? He’d quickly review the literature and 
when the associate called back, he might, just might, take the call – if he found the material of 
interest. While nothing is guaranteed, the follow-up call using a “double contact” hybriding 
sales approach has a higher probability of getting through than one simply dialed directly out of 
our database. Why? When a personal element is introduced to differentiate the sales rep from 
everyone else who calls, it increases the odds of getting through for an appointment. 
 
The strategy for getting through to a CEO of a $5 million plus company is no different. Calling 
out of a database is a low percentage chance compared to calling a local body shop where the 
owner is likely to be answering the phone as he works the counter. That’s why your BC gets you so many 
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small companies. It’s not that the larger companies don’t exist: they are just harder for a BC to crack 
calling cold out of our database of 2 million leads. 
 
However, if you develop a “double contact” strategy to hybrid the larger companies to increase the 
number of $5 million companies you will see each month, you can significantly increase the number of 
large companies you can sell. Why? Because you are no longer dependent upon someone else to control 
your income and success. 
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If you want big paychecks from hybriding, you have to work smart by targeting all the companies over 
$5 million in your territory, as you hybrid both large and small businesses. You can find them online by 
using Reference USA, a division of Info USA, one of our database providers. Or, you can walk mindlessly 
up and down the street picking up hybrid cards from the nearest 10 businesses you see each day just to 
cash in your cards for $100 in gas money. The choice is yours: Fuel your car or fuel your dreams. 

 

ASKING FOR REFERRALS 
 

Asking for referrals is one of the habits of successful salespeople. Call me crazy, but the 
numbers speak for themselves. Suppose four people give you three different referrals each for 
a total of 12. And suppose that, of those new referrals, 50% turn around and give you three 
referrals, too. That’s 18 times three, or 54 new prospects. Now, if of the 54, fifty percent give 
you 3 referrals each … you get the picture. 

 
Sales people usually are terrified to ask the person in front of them for referrals. Once the 
presentation is over it is time to get the fast exit, but you are leaving your piece of candy in his 
candy dish by not asking. 
 
How can you make referrals work for you? Let’s say your goal is to get five new prospects a 
week. Use the referral sheet after each meeting and simply say, “Mr. Prospect, I’m willing to 
bet there are people in your industry, area, or related businesses who could benefit from my 
talking to them about our service? 
 
(Present the referral sheet. This makes the task comprehensible and immediate.) Do you know 
3 to 4 people I could talk to?” 
 
You can profit enormously when it comes to referrals by taking the initiative and just asking for 
what you want. 
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REFERRALS 
 
As you know, my business depends upon referrals. I would appreciate your taking a moment 
now to jot down the names and phone numbers of 3 to 4 people in your industry, suppliers, or 
customers you feel might benefit from talking to me. Of course, if you do not wish me to use 
your name when contacting these people, all you have to do is indicate that in the provided 
space. 
 
Thank you, and here’s to continuing success for both of us. 
 
 
 

Name                 Phone Number    Use your name Y / N 
 
 
 
1._________________________________________________________________ 
 
 
 
 
2._________________________________________________________________ 
 
 
 
 
3._________________________________________________________________ 
 
 
 
 
4._________________________________________________________________ 
  

 
 
 
 
 
 
 
 
 



Sales Training Information. 

58 
Edition XLI © Copyright SMS, 2017 All Rights Reserved 

PROSPECTING: JUST DO IT 
 
There is no sales rep in the world who loves to cold call. Nobody gets up in the morning with a burning 
desire to knock on 25 doors or call 100 businesses off a prospecting list.  Yet prospecting is a critical skill 
needed to be a successful sales rep. 
 
The key to successful prospecting is to approach it like exercise. You must establish realistic goals, pace 
yourself, and discipline yourself to perform your “prospecting” exercises a little bit every day. Nobody 
can exercise 8 hours a day – it’s too much. Prospecting is much the same. Prospecting 8 hours a day 
would lead to sales burn out. The key is to establish a regular program of prospecting activities that you 
will do each week without fail, no matter what the hurdles. Keep in mind that all the hurdles to 
prospecting are in your head. Just like exercise, you often have to “force” yourself to get started. But 
once you get going, you get into a good rhythm. Look at prospecting as “selling aerobics”. No pain, no 
gain. If you want to have selling endurance, you have to exercise your prospecting skills every week. 
Build some cold calling muscle. Stretch yourself. 
 
Just do it. 
 
While you want to spend 15 to 20 hours per week on prospecting activities, you want to do a variety of 
activities – some door knocking, some phone calling, some letter writing. The more variety you schedule 
into your prospecting exercises, the more endurance you will build up and the more likely you will stay 
with it to see the fruits of your labors. 
 
Set some realistic goals – 15 to 20 cold calls in the field each day. You can easily accomplish this by 
planning to cold call 3 – 4 businesses around every SMS lead that you run. This way you maximize your 
time management. You waste no time driving to your cold calling area. You will already be there. 
 
 Get comfortable with the idea that you are just going to drop by to introduce yourself, leave some 
literature, and set up an appointment for a future date, and pick up a hybrid card if you fail to set the 
appointment on the spot. However, when given the chance to meet the president, learn to comfortably 
switch gears. Assert yourself and ask to meet with him for a few minutes right then. That’s how cold call 
sales are made. 
 
Remember, even though we talk about the goal of picking up 10 hybrid cards a day and 50 per week, the 
goal of hybriding is not the cards – it’s the appointment. In fact, you need to think of the success of a 
hybrid card as a failed cold call attempt. In other words, if you don’t get the appointment on the spot, 
you can send in the business card as one of your 10 hybrid cards a day – 50 per week – for your BC 
(Business Coordinator) at the home office to call back to set the appointment. 
 
If you are planning some cold calling off your prospecting lists, either in the field or over the phone, plan 
to “block” time. Decide how much time you are going to spend and set appointment goals, e.g. 1 
appointment for every 1 to 2 hours of active prospecting. The numbers are in your favor, but you have 
to spend the time to get the numbers. 
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COLD CALLING: Getting the Opportunity to see the Owner 
 

ATTITUDE: Enter expecting the owner, president not to be there to take away the fear of the cold call. 
Should you find yourself in the presence of the owner, THEN GO TO WORK. This is where you start to 
win! 
 
Upon entering a business, and when you are greeted by the “gatekeeper,” simply state your name, 
company and what your purpose is. Your purpose is to see the president or the owner of the company. 
DO NOT present your business card at this time because you do not want the gatekeeper to have any 
preconceived idea as to what your company does.  Make your point clear and that your objective is to 
meet the president or owner. 
 
At this time, the gatekeeper will do one of the following: 
 
                   1) Simply contact owner/president. Before you know it, you are standing in front of  
                       him. 
 
                   2) Ask you for a business card. If this happens do not hesitate to present one. The  
                       gatekeeper may ask, “What does your company do?” Simply state that you are a  
                     “business development company.” DO NOT add anything else (remember, no  
                       preconceived ideas). The gatekeeper will either let you see the president or the 
                       owner or inform you that he is not there or is in a meeting. At this time, get the  
                       name of the owner on a business card, letterhead, or envelope. Many times the  
                       gatekeeper will give you the direct line phone number to the owner’s office. 
 
When standing in front of the president or owner, introduce yourself and your company in a 
professional manner matching his position. Ask for some of his time to sit down and talk. (This is your 
main objective and point.) If the president or owner asks, “What does your company do?” state that you 
represent a business development company and would like a few minutes of his time to tell him about 
your company, and how it is that we can be of benefit to him and his company. Upon saying that, you 
want to take a slight step forward or lean forward to indicate that you would like to go to his office or 
conference room. Your tone of voice, body language and eye contact should all indicate that you want 
to go to his office or conference room. 
 
If the president or owner says, “What precisely is it that you do?” simply state to him, “In the next 60 
seconds I can sum up what it is that my company does and then you can determine whether you would 
be interested in spending any more time with me. Is that fair?” The normal response is “Yes” and a 
chuckle because they do not believe you can do it that quickly. 
 
“Let me ask you a question first. If you have been working on a problem for quite some time in your 
business and one day one of your employees said to you, ‘I think I have solved the problem you have 
been working on.’ You would take the time to listen to him, wouldn’t you?” (Response is yes.) “And if 
you agreed that the idea had merit and in fact would resolve your business problem and be of benefit to 
you and your company, you probably would even go ahead with the idea or recommendation, wouldn’t 
you?” (Response is yes.) “That is exactly what my company does except on a professional level. I would 
like to take a few minutes of your time to tell you how we do it and how you will benefit. Is your office 
or conference room better?” (Do not ask a yes or no question here. You must give a choice – office or 
conference room.) 
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Remember, body language, eye contact, and tone of voice should indicate that you want to go to his 
office. Lean forward or step slightly forward and do this with an attitude that you are going to get the 
sit. Expect Success! 
 
The purpose of using this approach is not to answer any questions: it is to build a level of curiosity 
regardless of how big or small. This way the president or the owner will allow you the time and privilege 
to spend with him discussing the opportunity. Do not get into a situation where you are answering a lot 
of questions, unless you are in a position to sell – eyeball to eyeball where there are no distractions. 
Then you can discuss SMS and its benefits. 
 
In using this approach of cold calling on 30 businesses, you should expect to see 10 to 12 business 
owners or presidents. The only time that you should not get a sit with the president or owner is when he 
is not there or already in a meeting. In the event you find yourself in front of a manager, apologize for 
the inconvenience of being presented to him and explain that unfortunately the type and style of 
business you conduct is only authorized by the president or owner or someone on the Board of 
Directors. Then ask, “Could you direct me to that person?” 
 
REMEMBER!!! You can walk in and get time with anyone to discuss any purpose with these three things: 
 

1) Right Attitude 
2) Body Language 
3) Presentation 

 
However, if you fail to gain an appointment when you meet either the business owner or a non-decision 
maker such as a general manager, or if you only have the opportunity to see the receptionist or other 
administrative personnel, turn the failed attempt at a cold call into a hybrid opportunity. 
 
Remember, the best definition for getting a hybrid card is a “failed attempt at a cold call.” Too many 
sales reps look at hybriding as the end in itself. The purpose of going into a business should not be to 
pick up a business card to get your 10 hybrid cars for the day. Rather, the purpose of walking into a 
business is to get an appointment with the owner. Those who focus only on picking up hybrid cards will 
miss the golden opportunities to develop self-generated sales which pay 3.6 to 5.5% on the back end for 
Consulting Services cash collected. 
 
Keep this in mind: cold calling and hybriding go hand in hand. We developed the hybrid process to help 
you turn more of the failed attempts from cold calling into sales by giving your BC a warm lead to call. 
Warm leads will produce more appointments from your BC than cold calls out of our database. 
However, in your quest to pick up your weekly quota of hybrid cards, don’t forget to develop the skills 
you need to turn cold calling into self-generated sales where you can maximize your earnings with our 
progressive payout which rewards self-generated sales. 
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SCHEDULING APPOINTMENTS DURING BUSINESS CANVASSING 
 
“Hi, I am John Smiley with SMS.  We are a national business analytical firm which helps business 
owners improve their profitability.  I am in the area meeting with other business owners.  Who 
is the president of your company?” 
 
“What I would like to do is introduce myself to Mr. Cash and set up an appointment for a later 
date. Also, I have some literature I would like to give him. Could you let him know that I am 
here and would like to set up an appointment to meet with him?” If the president comes out to 
meet you, give him the choice of spending 15 minutes with you now or setting an appointment 
for a later date. Encourage him to meet now. If you can’t meet the president, ask to speak with 
the person who sets his appointments. Ask for a tentative appointment, subject to your calling 
back to confirm. Or, leave some literature and call back for the appointment. If the president is 
out of the building, you can try the “drop by later” approach. “Tell him I will be back at 2:30pm 
to see him.” Leave the literature with a note about your planned return time. 
 

CREATIVE DOOR OPENERS 
 
Some sales people are more comfortable in using creative door openers. It is up to you to 
decide whether you want to use a straight forward approach or play some sales mind games 
with prospects. For example, one sales rep asked tells the receptionist that he is here to talk 
about the company’s competition. When the sales rep sits down with the president, he explains 
how waste, inefficiency, and mismanagement have more impact on the bottom line than 
actions by competitors. We can show the owner how to beat the competition by being better 
managed from the inside. Close with Sam Walton story (controlling costs and using incentives 
better than competitors, see Power Closes.)  
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TELEMARKETING SCRIPT FOR SENIOR AREA MANAGERS 
 
Good morning/afternoon. I’m ____________ the (city/state) representative for SMS. 
 
The purpose of my call is to briefly introduce you to my company. SMS is a business 
development company which focuses on helping small and mid-size companies improve their 
profitability. 
 
What’s made us successful are our innovative management tools. We’ve been able to show 
most companies how to increase their net profits without increasing their operating costs, 
including many companies right here in _________________________. 
 
I’m calling you today because I am going to be meeting with other business owners and 
executives in your area this week and would like to stop by for 15 – 20 minutes to show you 
how we can improve your bottom line. 
 

ASSUME THE APPOINTMENT BY USING ALTERNATIVE CLOSE 
 
                     What would be more convenient for you, morning or afternoon? 
 
                      Do you have a pen handy? My name is (spell your name). 
 
                      I have your company listed as (company name and address). 
 
                      What is your fax number? (send appointment confirmation fax). 
 
                       You are the (president/owner) correct? In your business, do you alone make 
                       business management decisions or do you make them together with a partner? 
                       (If together, then ask: Will you and your partner be available to meet me?) 
 
                       I will be looking forward to meeting with you on (day / time). 
 

PHONE TIPS 
 
Use benefit statements to generate interest. Let the prospect know that he will benefit just by 
meeting you. At the very least he will learn something. Focus on the prospect, not yourself. Let 
him know that all you need is 15 minutes of his time. If the meeting lasts longer it will be at his 
request. Do not apologize for calling. Do not appear weak on the phone. You are offering the 
prospect a valuable service. Be confident. You have to believe in your heart that the prospect 
will benefit from meeting you. Focus on selling the appointment, not the analysis on the phone. 
Don’t shoot all your bullets on the phone. 
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OVERCOMING OBJECTIONS TO APPOINTMENT 
 

RECOGNIZE OBJECTIONS AS A SELLING OPPORTUNITY 
 

    PREPARE BENEFIT STATEMENT TO OVERCOME THE RESISTANCE 
 

“MY COMPANY IS DOING FINE. WE DON’T NEED YOU.” 
 
I’m glad to hear that Mr.____________________. You are very fortunate. However, sometimes 
when you are very close to the daily operations, you can’t see the financial forest for the trees. 
It’s often beneficial to get an objective, outside view of one’s business to sharpen your own 
internal vision. We can provide you a telescope to see problems coming over the horizon. I 
think you will find a 20 minute introductory meeting could be profitable. (Day/time close) 
 

I HAD A BAD EXPERIENCE WITH ANOTHER CONSULTING COMPANY. 
 
Let me ask you this. Have you ever bought a lemon for a car? That did not stop you from buying 
another car, did it? No, it stopped you from doing business with the car company which would 
not stand behind its product. We are different from most consulting firms. We focus on short 
term projects that do not tie you up with a long term relationship. You can see the immediate 
benefits of our work. We focus on improving the profitability of our clients and place a great 
deal of emphasis on satisfying your needs. Why don’t we get together for 15 – 20 minutes so 
that you can get a better understanding of the benefits of working with a client-oriented 
consulting firm? (Day/time close). 
 

WHAT IS THIS GOING TO COST ME? HOW MUCH ARE YOUR SERVICES? 
 
Our analytical services are economically priced and usually run less than a thousand dollars for 
a preliminary study. (Day/time close) 
 

WHAT IS THIS CALL REGARDING? 
 
I sent Mr._________________ a letter and I am just following up. I would appreciate if you 
could put me through. 
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I’M NOT INTERESTED 
 
Let me ask you this. What is your biggest business problem? Can you tell me how much this 
problem is costing you in lost profits? Most of our clients know what their problems are, but 
few know how much it’s really costing them. SMS’s business analysts are experts in figuring out 
how much is being lost in a business due to unresolved problems. After you know how much 
these problems are costing you, you are in a better position to determine what course of action 
should be taken to correct them. 
 
We have helped thousands of clients turn problems into profits by taking corrective action. 
 
Don’t you think it would be worth 15 – 20 minutes of your time to find out how SMS has helped 
other companies fix their problems and improve their profitability? (Close with an open date.) 
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SMS BUSINESS PRESENTATION  
 
SMS is a leading provider of business development services for small to medium- size 
businesses.  The professional staff of our related companies has helped thousands of business 
owners improve their business operations, control costs, accelerate growth, improve employee 
productivity, decrease their tax liabilities and increase their profitability by developing 
methods, systems, controls and productivity-based incentives. 
 
We understand that every business owner thinks differently regarding their business operations 
and we respect that. I will define the services of our related companies and then determine 
which of them are most important for your business. It all depends on where your business is in 
its life and what you want to determine where SMS will fit in. 
 
We’ve found that an overwhelming majority of our clients are paying more than their fair share 
of business and personal taxes. We have also found that most of our clients have not taken the 
necessary legal steps to protect what they have worked so hard to build – they have not taken 
the time to do any “asset protection” or planning or restructuring of their business. Our tax-
related company, STA, will work directly with you to develop a strategic tax plan that can 
minimize your tax burden and maximize your after tax dollars. STA also handles succession, 
exit, and estate planning, as well as asset protection strategies. 
 
We help business owners obtain financing to expand their operations. We can also provide you 
with a business valuation to find out how much your business is worth, as well as develop a 
plan to increase that value with our exclusive Business Value MappingSM  service. 
 
We can put you on the cutting edge of technology by developing an online business strategy to 
increase revenues and lower your costs using an innovative website. Our consulting services 
division develops marketing strategies for our clients who want to increase their sales volume, 
market share or client base. Growth is our forte. The key to that is to grow your business in a 
controlled, sustained and profitable manner.  We feel we’ve “walked that walk” in terms of 
knowing how to grow a business successfully. We are able to recommend methods, systems, 
controls and incentives that business owners can put in place so that their growth is more 
controlled, sustained and profitable than it has been in the past. For those businesses where 
growth is not the number one priority, we concentrate on ensuring your company is as 
efficient, effective, and profitable as possible. In other words, we focus on maximizing your 
profitability. 
 
All the professionals who provide services to you are bonded for $2 million dollars. When you 
use our services we typically look at the last four years of your financial statements as well as 
your most recent tax return, which is why we sign a confidentiality agreement. We want you to 
feel comfortable sharing that information with us and know that we will not share it with 
anyone else. We don’t provide specific references due to the confidentiality agreement. We can 
help you manage your growth by better managing your employees, particularly issues 
concerning productivity. Our bottom line is to help you improve your profits, cash flow and  
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ease of operation. The goal is to improve the quality of your life, especially if you are working 
more hours than you would like. 
[Segue into Fact Finding] So tell me about your business. How long have you had the company, 
how is it going, and which of the areas I mentioned sound of interest to you? 
 

FACT FINDING 
 
Use “spin selling” techniques. Find out about the company. How long has he had the company? 
How did he get started? Does he have any partners? 
 
Use the industry rating sheets to go through all or most of the issues. Engage the client in a 
conversation about each issue. Find out what he wants from his business that he is not 
currently getting. 
 
The questions for each of the issues are: 
 
On a scale of one to ten where would you rate your company on marketing (or whatever the 
issue is)? 
 
Where would you like to be? 
 
How long have you been a 5 (or whatever the number is)? 
 
What have you tried to improve? 
 
How has that worked? 
 
How much is it costing you? 
 
How soon would you like to fix this? (Create urgency with this question) 
 
If you improved in this area, how would that affect your business and life? (This question is 
getting them to think beyond the problem to the benefit they will get when it is fixed. We 
consider this the “GO” question) 
 
If we could give you information or tools to help you improve this issue would you consider that 
valuable information? 
 
(After going through the industry rating list, make a list of the client’s primary issues and have 
the client prioritize them from most to least important. This helps you throughout the rest of 
the presentation so that you know what to focus on. After he prioritizes his list, do a final trial 
close asking) If we could help you improve on these issues, you would find that to be valuable 
information, wouldn’t you? (When he says “yes” you say) Then this is what the primary focus of 
our analysis would be. 
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CREDIBILITY 
       

 Client testimonials (DVD and Focus Brochure) 
 

 Six questions blue sheet: reinforces profit, productivity, cash flow and quality of life 
 

 Six building blocks: segue into what happens during the analysis 
 

THE PROCESS 
 
Our approach is to bring in a senior business analyst for 1, 2, or 3 days to conduct an in-depth, 
comprehensive analysis of your business. At the beginning of the analysis, the analyst will meet 
you (and your partners) for about an hour and a half for an opening conference. The closing 
conference, typically the second day, is arranged around your schedule. 
 
What the analysis specifically includes: 
 

1. A financial trend analysis to assess your understanding of true operating costs (Does the 
client feel he has a good understanding of the true operating costs of running the 
business?) 

2. A cash flow analysis to examine accounts receivables and collection techniques, and 
evaluate overhead costs and debt management. 

3. Break – even utilization: We will show you your break-even point and how to use that 
information to manage your business more effectively in order to increase sales and 
profit. 

4. Interviews with employees and a discussion of the benefits of using a productivity-
based, excess profit incentive system for employees: Also, the analyst discusses hiring 
and training information. 

5. Strategic Planning: This includes the basic goal setting, organizational re-engineering, 
succession and exit planning, asset protection, tax planning and the potential need for a 
valuation. (Does the client have a strategic plan for his business? Is it written down or in 
his head?) 
  

6. Review sales and marketing plans: Does the client have an action plan for growth? 
 
 

7. Benefits of a flexible budgeting process: Does the client plan for profit or simply work 
out of his checkbook? 
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8. Reviews online business strategy and website: Does the client have a plan to use a 

website as a tool to generate revenue from both new and existing customers? SMS has 
partnered with Website Pros to bring the client some of the best tools to turn his Web 
presence into a source of new revenue. The services include placing his site higher in 
major search engines, online “yellow page” submissions, and development of a email 
marketing program to make it easy to send monthly newsletters, coupons, or special 
discounts to generate new business, as well as collect receivables from past due 
accounts. It cost less to generate new sales from existing customers than to find new 
ones 
 

9. A Tax Illustration: The analyst performs a “preliminary tax savings and exposure” 
illustration for the client. This is prepared from the most recently filed business and 
personal tax returns; the tax illustration quantifies the amount of income, payroll and 
estate taxes an owner can save with the use of Strategic Tax Planning. The illustration 
will also quantify the amount of asset exposure relative to the client’s present structure 
so that a proper asset protection plan can be developed by our tax division. 

 
You can sum it up for the prospect by saying: In a nutshell, what we do is compare the business 
systems you are using to those systems used by the best managed and most profitable 
companies in the business today. How do we know those systems are? We analyze thousands 
of companies every year. We know what works and what doesn’t. 
 
(Show the “Factors Driving Your Business” sheet and incorporate it into your presentation.) 
 
When the business analysis is over, our analyst will meet with you to go over his findings and 
recommendations. We will identify your strengths because business owners often fail to 
capitalize on their strengths to achieve maximum results. We will identify ANY and ALL 
weaknesses in the business and show you how much those weaknesses are costing you in real 
dollars. This is valuable information as it allows you to prioritize what you want to work on. 
 
At the conclusion of the findings meeting, you and the analyst will decide how you want to 
proceed. You can implement the recommendations on your own, if you have the time and 
expertise, or, you can hire us to implement them for you. Some business owners do a 
combination of both: you implement some and use us to implement the rest. We are project 
oriented, not retainer driven. If you choose to use us to implement the recommendations, we 
do it on a project basis. We will not recommend SMS to implement a project unless we feel we 
can find a significant return on investment for you. 
 
Let me show you how we do business (show client 44). This is our authorization. It’s written as 
if it were a letter from you to our company asking us to perform an analysis. (Review the 
authorization form 44 with the client, word for word. Allow him time to read it by himself, if he 
wishes.) 
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Clearly Mr. Client, the areas we have been discussing is the same business concerns we help 
business owners with every day. 
 
Certainly you would agree this makes a lot of sense for your business! (Allow for his positive 
response. Transition to the phone to get the Senex on the line to schedule a date for the 
analysis.) 
 
The next step in our process would be to find out from the senior executive how quickly we 
could get the right analyst for your type and size of business. I need to call my office. The 
number is 224-676-7210. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
. 
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TWO MINUTE DRILL 
 
SMS is recognized as a leading provider of business development services that works with small 
to medium-size businesses.   
 
We have an exceptionally strong tax-related company that looks to find ways to reduce your tax 
burden, maximize your after tax dollars, and ensure that your assets are well protected. We 
have, through our related professional service companies, the ability to provide you with expert 
succession, estate and exit planning services. We can also provide you with professional 
services to obtain financing, perform business valuations and assist in preparing a business for 
sale. Our related consulting services company has an exclusive Business Value MappingSM 
service that develops a plan to increase the value of your business throughout its business life. 
We also can build a website and develop an online business strategy to increase revenue and 
reduce cost. 
 
Our related consulting services company is strong in sales and marketing. Growth is our forte. 
We develop systems for controlled, sustained and profitable growth. We find solutions to 
maximize your profitability, based on your current volume and help with hiring, training and 
any productivity issues. Our bottom line is to help you improve your net profit, cash flow, ease 
of operation and quality of life. 
 
Every professional service provider we use is covered by a two million dollar bond and will 
execute a legally binding confidentiality agreement that ensures we will never discuss or 
release your information. 
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Suggested Questions: 
 
How many employees do you have?____________________________________________ 
 
What is annual sales volume (ballpark)?________________________________________ 
 
What is the trend?  Has this figure been increasing, decreasing or holding?_____________ 
 
__________________________________________________________________________ 
 
What do you consider your three main problem areas or areas where you would like to see 
improvement in your company? 
 
1.__________________________________________________________________________ 
 
2.__________________________________________________________________________ 
 
3.__________________________________________________________________________ 
 
How long have these problems been in your business?__________________________ 
 
___________________________________________________________________________ 
 
What have you tried to do about them?____________________________________________ 
 
____________________________________________________________________________ 
 
____________________________________________________________________________ 
 
Do you know how much these problems are costing you?______________________________ 
 
____________________________________________________________________________ 
 
 
What are your personal goals for your company, or where would you like to be in the short 
term?  Long term? _____________________________________________________________ 
 
____________________________________________________________________________ 
 
____________________________________________________________________________ 
 
Are you satisfied with the amount of leisure time you have away from the business?________ 
 
____________________________________________________________________________ 
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DOES YOUR PRESENTATION PASS THIS TEST? 
 

1. DID YOU TALK TO THE DECISION-MAKER? 
 
Did you ask if he alone made the P/L decisions or whether other partners were involved? If 
others were involved, did you move to include them? 
 

2. WERE YOU ABLE TO SPEAK WITH THE OWNER PRIVATELY IN AN OFFICE? 
 
It is essential that the interview be conducted in privacy. Business owners will not talk candidly 
about their business in front of their employees. If you can’t engage them in a candid discussion 
of their problems and how it is negatively impacting their bottom line, you won’t get the sale. 
 

3. WERE YOU SEATED? WERE YOU IN CONTROL? 
 
If you don’t have the prospect’s full attention you can’t close him. Counter interviews are 
difficult to close for this reason. Assert yourself in the beginning that you need his full attention 
and his office would be the best place to meet. Once there, were you in control with a 
structured presentation and disciplined closes? 
 

4. DID YOU GET THE 3 MAJOR PROBLEMS? 
 
Problems mean lost profits and are the key to selling a business analysis. No business owner is 
going to spend money for an academic analysis. He will only go forward if you can show him 
that the analysis will benefit him in some tangible way. The path to the sale is through the 
discussion of his problems. Make sure you know how to make the prospect visualize how 
tangible his problems are. For example: Sales are down (profits down); Overhead too high 
(profits being squeezed); Inventory too high (profits being squeezed); Cash flow a problem (ask 
him how it’s affecting his business – probe for the real cost to your prospect). 
 
What does the prospect want? Profit! He is not getting it because his sales are down. His costs 
are increasing and his inventory is not moving, which means more costs. How are you going to 
get him to take action? By showing him the urgency of action. The urgency is going to be 
triggered by making him discover the daily costs of his problems. Does he know? Probe for both 
his problems AND their costs. 
 

5. DID YOU DO A TRIAL CLOSE AFTER AUTHORIZATION OFFERED? 
 
A trial close should always be done after the prospect has read the authorization. After trial 
close, you will get the real objections. “Mr. Owner, does this make sense to you? We may have 
an analyst available for you as early as tomorrow to help you find the solutions to your 
problems. Would you like to meet with him at 8 AM or 9 AM? 
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6. DID YOU KEEP ON TRACK OR GO OFF ON TANGENTS? 
 
To get the sale you must be in control. Do not wander off the deep end of selling. You must lead 
the prospect through a structured series of benefits of the analysis. You must keep the prospect 
focused on the cost of his problems. If he has problems, but does not know how much they are 
costing him in lost profits, he needs an analysis. Stay focused, stay in control, and close the sale. 
 

7. DID YOU LISTEN TO THE CLIENT? 
 
Listening is a great selling skill. The more you listen, the more you will learn what the prospect 
wants. You get the sale by showing him you can get him what he wants.  Listen and then talk. 
 

8. WERE YOU ORGANIZED OR DID YOU FUMBLE ALL AROUND? 
 
If you fumble all around during the sales presentation you will lose the sale. 
 

9. DID YOU CLOSE 5 OR MORE TIMES TO GET THE SALE? 
 
Simply asking the prospect if he wants to do it 5 times is not the same as “closing” the prospect 
5 times. Every close should be choreographed with a purpose. You have to lead the prospect 
through a “selling story,” or a series of benefits to get him in a positive buying mode. Once you 
have done this, you have a closing opportunity. Only then do you ask him to buy. Effective 
closers condition their prospects before asking the closing question. 
 

10. DID YOU TREAT OBJECTIONS AS RIF’S (REQUESTS FOR INFORMATION) AND 
OVERCOME THEM IN A RELAXED MANNER? 

 
Objections simply indicate the prospect doesn’t have enough information to make a positive 
decision. Relax. Treat every objection as a “Request for Information.” Give him the information 
he needs, and then close the sale. 
 

11. DID YOU ASK 12 OR MORE QUESTIONS? 
 
The more questions you ask the more sales you will close. Take the time to write out key 
questions. The more questions you ask, the more you will learn about the prospect. The more 
you learn, the more likely you will find the “hot buttons” for the sale. Once you push the hot 
buttons, all you need to do is ask the closing question. Ask and you shall receive the sale. 
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THE MORE OF THESE SELLING TOOLS YOU USE IN EACH PRESENTATION THE MORE LIKELY YOU 
ARE TO GET THE SALE. 

 
1. Does this make sense to you? Don’t you think this would be worth $850 to … 

 
2. Let me ask you this. Let me show you this. 

 
3. Ask about problems and their cost in lost profits. 

 
4. When was the last time you had an outside firm do a comprehensive analysis? 

 
5. Do you know the cost of your problems? 

 
6. Do you have incentives for your key employees? Tell me about them. 

 
7. Most businesses use profit-sharing plans incorrectly as a reward rather than as an incentive for 

employees to produce more profit. What’s the purpose of your plan? How is it working? Don’t 
you think it would be worth it to find out how the best managed and profitable companies use 
their incentive plans effectively? 
 

8. The best business managers are those who combine both their own subjective view of their 
business with an objective view from the outside. 
 

9. Would you agree that you need both a subjective and objective view to get the full picture? 
 

10. Let me show you some testimonial statements (show the client testimonial DVD). 
 

11. What drives your business? What’s the driving force for success? (Lead prospective client into a 
discussion of incentives and how the proper use of incentives can become a powerful driving 
force within the business. Incentives don’t cost money; they pay for themselves out of either 
reduced costs or improved productivity.) 
 

12. Tell the Sam Walton story about being better at controlling costs and using incentives better 
than competitors. 
 

13. Show prospective client the “blue sheet” for his industry. 
 

14. Show prospective client the “ratings scale” for factors driving his business. 
 

15. Ask more and more questions about the prospective client’s 3 major problems. Ask him to tell 
you what he has done and how he has tried to solve the problems and challenges he is facing in 
his business. Ask him if he can tell you how much each of these problems has cost him. 
 

16.  Is this beginning to make sense to you? 
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QUESTIONS TO ASK CLIENTS ABOUT AREAS WE CAN REVIEW 
(Provides insight as to how we improve business operations) 

 
1. ADMINISTRATION: 

 
A.Is there a straight flow of authority in your organization? 
B.Is there any conflict or overlapping of authority? 
C.Who is in charge of keeping your organization chart up-to-date? 
D.How often do you update your job descriptions? 
E.Are your costs broken down for each department? 
F.Do you have adequate operating responsibility that enables you to plan on a sound 
basis and check effective costs? 
G.Do you know the actual costs vs. estimated costs? What methods do you have for 
encouraging suggestions from department heads, supervisors, foremen and other 
employees? 
 

2. OPERATIONS: 
 

A. Does your management information system deliver data you need, when you need it, 
to make crucial decisions, or is it just another waste factor? 
B.Do you know estimated and actual costs for each department or by operating unit? 
C.How long has it been since all records and forms were checked for simplification and 
avoidance of duplication? 
D.What was your labor turnover for last year? And how does it compare with 
comparable industries in your area? 
E.Have you studied the effect of labor turnover on production and costs? 
F.What is your cost to sales ratio and the impact it has on profits? 
G.What is your costs in profits lost from lack of inventory on special purchases? 
H.What type of procedures for sales forecasting do you use? 
I.What is your percentage of contribution of customer base to gross sales? 
 

3. PRODUCTIVITY: 
 

A.Are skilled people required to do jobs which could be performed by less expensive 
labor? 
B.How much productive time is lost due to :( 1) waiting for materials? (2) waiting for 
parts? (3) waiting for tools? (4) incomplete instructions? 
C.Do you know the cost of production? 
D.Do you know the cost of manufacturing? 
E.Do you know the cost of labor, both direct and indirect? 
F.Do you know the cost of raw materials, supplies, and small tools? 
G.Are you aware of dollars lost through idle machines and idle employees? 
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4. LABOR: 
 

A. How do you determine employee’s best capabilities? 
B.Any systematic records kept to tabulate causes of employees leaving, discharged, or 
laid off? 
C.What was your labor turnover last year? 
D.How does it compare with the industry average? 
E.How many accidents were there last year that cost you damages? (compensation 
insurance and damages awarded, wages paid during incapacity?) 
 

5. OVERHEAD: 
 

A. Are you utilizing office / plant space to its best capabilities? 
B.Do you have a flow through materials chart and time study done for your business? 
C.Do you have any backtracking or crisscrossing in your work flow? 
D.Is material storage located most strategically? 
E.Could you use blank side of machines for banks of materials, thus better utilizing space 
to gain accessibility and eliminating excess handling? 
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WORKING WITH THE SALES SENEX TO MAKE MORE SALES 
 
The Sales Senex (Senior Executive) in the Sales Department will be your main contact 
with our headquarters when you are out in the field trying to close a sale. The Senex has 
primary responsibility for working with clients over the phone when a Senior Area 
Manager calls for help from the prospect’s office. Also, the Senex is responsible for the 
“quality” of the sale – making sure the sales rep has obtained authorization from a 
qualified business client. 
 
Developing a comfortable way to involve the Senex in a conversation with your prospect 
is a skill that will pay dividends. The Senex will not only answer questions for the 
prospect which you may not be able to answer, but he will also help you close the sale. 
When you call the 800 sales line, it is important that you let the person answering the 
phone know whether you are ready to schedule or need help in closing a sale. 
 
If you have already closed the sale, say to the receptionist in the Sales Department, “I 
am (your name) and I am with a client who is ready to schedule.” This will put you in a 
priority mode with other callers who may be calling to talk to their Senior Executive 
about general sales issues. Client calls always take priority in the Sales Department. If 
you are not ready to schedule but need help closing a sale, say to the receptionist, “I am 
(your name), I am with Mr. Prospect of the Big Deal Wholesale Company. He has a 
question about our services and I would like to talk to one of our Senior Executives to 
get him the best possible answer.” 
 
In either case, when you reach the Senex, you must merchandise the client and the 
problems to the Senex. Keep in mind, everything you say will either take you closer to 
the sale or take you farther away from the sale. Do not make the mistake of telling the 
Senex how good the client is doing. That will only move you further away from the sale. 
You want to merchandise the client’s problems and challenges for which we can provide 
assistance to the client. 
 
Never ever talk to the Senex about why the client is unavailable to perform the analysis 
immediately, regardless of what the client told you. By merchandising scheduling 
problems of the client to the Senex, you are unwittingly playing the role of being the 
client’s advocate for delay hurting our ability to get the survey booked for the next run 
date. Sales which are not booked for the next run date pose a real risk the client will 
change his mind and cancel prior to the scheduled run date. 
 
During the call with the client, the Senex will look for an opportunity to close the sale. 
Before you know it, the Senex has booked the client for a conference with a senior 
business analyst! 
 
One of the ways to make a smooth transition from presentation to calling the Senex for 
help with closing the sale is to let the prospect know early in the presentation that you 
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may give the client a chance to talk with one of our Senior Executives at our 
headquarters to answer any questions. This will help put the prospect at ease when you 
suggest that one of SMS’s Senior Executives be called to help the prospect better 
understand the value of an analysis. Be sure to let the prospect know that w have an 
800 line so that it won’t cost the prospect any money. 
 
One effective technique in getting cooperation from the prospect to call the Senex is to 
suggest to the prospect that you would like to call your home office on the 800 line to 
find out when an analyst would be available. We will always have an analyst available, 
but you can use this transition to get on the phone with the Senex who will help nail 
down the sale and gain an agreement on the date. 

 

SELLING WITH AN OPEN DATE 
 
It is mandatory that you sell with an open date. Do not schedule the date with the 
client. Tell the client you don’t do the scheduling and that you don’t know when the 
best analyst for him will be available. It just makes common sense that the home office 
would do the scheduling so you will not have any problem getting the client to accept 
this. Tell the client that you have to call the home office to find out when the analyst 
with the right experience and background to help solve the client’s particular problems 
will be available. Let the home office set the date. This will get your jobs to run sooner 
so that you can get paid faster. If you screw in the date, it makes it more difficult for the 
Senex to get the job to run for the next survey date, which is our goal. You should also 
be aware that when jobs are set for the next survey date they rarely cancel. But surveys 
which are scheduled more than two weeks out have a 50 % cancellation rate. Those 
Senior Area Managers who set their own dates have higher cancellation rates than 
those reps that let the home office do the scheduling. There is always an exception to 
every rule, but make the rule you don’t do the scheduling. 

 
CALLING IN THE SALE TO THE SENEX 

 
When you have made the sale, you need to call the home office to report the sale. The 
sale is confirmed by an executive in the Sales Department. Before calling the 800 
number, know why the client wants to do the analysis and what are his 3 major 
problems, concerns or challenges. Make sure you have the lead with you. The lead will 
have the company control number which will become the project number for the client. 
This number will track the client throughout all the departments from Business 
Coordination to Consulting Services. If possible, have the client sign the authorization 
before calling in the sale. 
 
You will be asked for the control number, BC number (so your BC gets paid for the sale) 
and the fee. Know your codes: T, H, O, Z, and so forth, so you will get paid correctly. If 
you fail to mention the proper code for the sale, it will most likely be put in the sales 
database as a “T” sale. If the sale was a hybrid, and you forget to mention the “H” 
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designation, you won’t get your hybrid sale bonus for Consulting Services hours which 
are billed and collected. Commissions are paid on the basis of what is reported at the 
time of sale. In addition, each sale is coded with an A or B depending on the volume of 
the company with A designating a company which has $2 million or more in revenue 
and a B sale indicating the company has less than $2 million in revenue. BC’s are paid 
more for companies whose revenue is $2 million or more. Be sure to report the codes 
for your sales accurately to ensure proper payroll accounting for all involved. 
 
Keep this in mind; a sale is not a sale until the job is confirmed by a Senior Executive at 
the home office. Gaining the client’s signature is not enough. 
 
When you call the Senex with a sale, he will have a NOTICE OF SALE form either on his 
computer or in paper in front of him. Most of what he will ask you will be the same as 
the information on the authorization signed by the client. 
 
NOTE: The Sales Rep is required to report to the Senex the name and number of the BC 
who set the appointment, as well as the control number on the lead form which becomes 
the job number. If you do not have this information handy, you must call the Senex OP 
(off premise) so that it can be recorded on the Notice of Sale immediately. This is 
necessary for payroll purposes. Your BC works for commission just like you. Therefore, 
make it your business to give credit where commission is due. 
 
The Senex will also ask you the price of the analysis you have just sold. Some sales reps 
add the survey price at the end of giving the BC’s number. If the BC’s number was 5629, 
the Sales Rep would report the BC number is “5629 dash 850”. If you discounted the 
fee, you should note that to the Senex so that it can be included on the Notice of Sale. 
 
Discounting can be used to create urgency with the client. You may offer your own 
discount if the client will sign immediately. However, avoid the temptation to become a 
used survey salesman who will discount at the kick of a contract. Sell the survey on its 
benefits, not on low price. There is a fine line between closing a deal on price and 
“selling” on price. Sell benefits, close on price. 
 
The Senex will want to know the major problems the client has. These will be listed on 
the Notice of Sale so that the Senex in the Survey Department can help the analyst in 
the field find the handle to get the Go-Ahead. Keep in mind that this is a team effort. As 
a Senior Area Manager you are not just selling an analysis, you are setting the table for 
the analyst to get a Go-Ahead. Sell the analysis with an eye toward the Go-Ahead. 
 
The Senex will also ask you who has authorized the analysis. It’s important that you 
know the title of the person you are dealing with and whether the person is the sole 
owner or has other equity partners in the enterprise. Find out who all the partners are 
and whether they are active in the business. You only need one partner to sign the 
authorization and agree to the time for the opening conference. However, when the 
analyst presents his recommendations at the conclusion of the analysis in the “findings 
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meeting’” you will need to ensure that a majority (minimum 51% of the equity interest) 
of the partners will be available. 
 
It is important that you condition the client for the phone confirmation with the Senex. 
Before calling you want to tell the client what will happen. For example, “What I need to 
do now is call my office to talk to one of our Senior Executives to find out when the next 
analyst will be available. After summarizing what we have talked about here, I’ll pass the 
phone over to you. He will want to ask you a few questions about your business so that 
he can assign the right analyst. He may also ask you a few questions about the 
ownership structure of your business. The analyst will want to meet all the key people in 
your company, especially the owners, and give them an opportunity to have some input 
into the analysis and its result.” Remember, it’s your obligation to make sure the 
majority ownership is willing to participate in the analysis. You want to help the analyst 
get all the owners together for the finding meeting. If there is a problem in getting the 
majority of the owners together, e.g. absentee ownership, you need to tell the Senex 
during the confirmation process. 
 
After the client talks to the Survey Senex and the sale is confirmed, you must fax a copy 
of the signed 44 back to the Senex who took the sale. Be sure to ask for his fax number if 
you are not sure. Give a copy of the signed 44 to the client and keep a copy for your 
records. Also, give the client a copy of the FOCUS BROCHURE.  This will make the client 
feel good about the decision he has just made. GIVING THE CLIENT A COPY OF THE 
“BUSINESS ANALYSIS Q&A AND FAXING THE AGREEMENT IS MANDATORY. The signed 
44 (the survey authorization) must be in the client’s file prior to the job opening. 
Sometimes the client will tell the analyst that he wants to cancel. If the Survey Senex 
can fax a copy of the signed authorization, that’s often enough for the analyst to get the 
survey open. When you fail to fax a copy of the signed 44 to the Sales Senex, the Survey 
Senex has little leverage over a client to open the survey. Moreover, failing to send in a 
signed 44 prior to the survey opening will decrease your commission to only 50%. Make 
it your business to get a signed 44 on every sale, including callbacks. 
 
MANDATORY BUSINESS ANALYSIS PREVIEW: Before you leave the client, there is one 
more thing you must do. If the client has the time, you should help him fill out the 
“Business Analysis Preview”. This form is to be filled out by the client and left for the 
analyst. Think of this form as the “road map” to the Go-Ahead. The analyst will find out 
in the first 10 minutes what his problems are and what he expects to gain from the 
analysis. The analyst will also find out if you have thrown him any curve balls that he 
needs to hit. You will get more Go-Aheads and less NFC’s if you make it a priority to get 
the client to fill out the form. Take control, fill it out with him. If he doesn’t have the 
time, then you should leave it with him to fill out before the analyst arrives. 
Keep in mind. Your job is not merely to sell surveys. You are responsible for setting the 
table for the analyst to get a Go-Ahead. The “Business Analysis Preview’ form is 
essential to creating better opportunities for the analyst. Many NFC’s are the result of 
miscommunication. If the sales rep makes a promise the analyst can’t deliver, he needs 
to be forewarned. 
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OPTIONAL SALES ANALYSIS 
 
You may also fill out the “sales analysis” form prior to the opening date of the survey 
analysis. If the job does not open for several days, you can mail a sale analysis. The 
purpose of the sales analysis is to provide the Survey Senex detailed information about 
the client and his business, including important relationships which the sales rep 
discovered, or any other information the Senior Area Manager deems important to 
getting the Go-Ahead. This may be done on the form in the Sales Training Manual or on 
a regular sheet of paper. The Senior Area Manager may also call OP (off premise) after 
the sale to add useful information to the Notice of Sale. Keep in mind that the “Sales 
Analysis” will not be given directly to the analyst. It will be placed in the job file for the 
Survey Senex who supervises the analyst. The relevant information you provide will be 
communicated by phone to the analyst. Because the analysts are always traveling and 
finding their own motels, it would be impossible to try to fax such information to the 
analyst before the job opens. 
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MEMORANDUM 
 
DATE:          APRIL 16, 2008 
 
TO:              ALL SENIOR AREA MANAGERS 
 
FROM:       TOM RYAN 
 
SUBJECT:   BUSINESS ANALYSIS PREVIEW AND  
                    SALES ANALYSIS FORMS 
 
There are two forms we use in the sales department to communicate all 
essential information to the Senior Business Analyst running the survey – 
the Business Analysis Preview form and the Sales Analysis form. 
 
Both of these forms can be found in your Sales Training Manual and are 
attached to this memo for your convenience. Moreover, these forms are 
critical to the running of a survey, but have two different purposes. 
 
First, the Business Analysis Preview form is designed to be filled out by you 
and the client after the sale has been confirmed over the phone with a 
Senior Executive and the 44 has been signed. The purpose of the Business 
Analysis Preview form is to give the Senior Business Analyst a road map for 
the survey as soon as he meets with the client. That is why the form says, 
“Please give this form to our analyst at the opening conference.” 
 
After you fill out the form with the client, fax a copy of the Business 
Analysis Preview form to your Sales Senex so that a copy can be placed in 
the file for the Survey Services Director to read and review. However, its 
primary purpose is to provide a road map to the Senior Business Analyst 
when he first sits down with the business owner at the opening conference. 
This form gives you the power to control how the survey will begin by 
putting in writing a list of the “major business problems or concerns” and 
what the client expects “to gain from the business analysis.” In other 
words, this form creates a discipline for both you and the business owner to 
write down what you talked about with the business owner so there is no 
confusion as to what the issues are and what the client wants. It also gives 
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you a chance to get the business owner back on track if he indicates to you 
that he wants something out of the analysis which is really a consulting 
project. 
 
For example, if the client tells you when filling out the Business Analysis 
Preview that what he expects from the analysis is a list of deductions he 
may have missed which will reduce his taxes, you can re-open the 
discussion about how the analyst is not a tax attorney and that his 
recommendations will be more focused on a strategic tax plan rather than 
a review of what deductions his CPA may have missed. This discipline in 
putting what you have discussed in writing will provide you the opportunity 
to ensure the business owner has a realistic understanding of what the 
analysis is designed to do – find problems, assess their impact on the 
company, and recommend a course of action to correct those problems. 
The analysis is not the fix for the problems in the business. 
 
Once you have completed the Business Analysis Preview, fax it to your 
Senex and give a copy to the client, telling him that he should give the form 
to the Senior Business Analyst when he arrives. Now you have properly set 
the table for the analyst and limited the risk that the client has an 
unrealistic expectation of what the analyst can do. 
 
The Sales Analysis form is designed for you to provide to the Survey 
Services Director a more candid understanding of the survey you sold and 
whether there are issues, problems, relationships, or other matters which 
the SSD or the SBA may need to know to run the survey and get the Go- 
Ahead. The information you provide on this form will only be seen by the 
SSD in the home office who will use his or her discretion as to what 
information on the form will be told to the analyst. Too often the Senior 
Area Manager will write something that can actually run the survey into the 
ground rather than further the chance to get a Go-Ahead. When a Senior 
Area Manager writes, “This guy was a real jerk. Thinks he knows everything 
and says he’s not interested in management services. Just wants some 
ideas to increase his sales,” it’s not likely the SSD is going to communicate 
that information to the analyst. If he did, he would more likely get the 
analyst in a negative frame of mind for a “No Go” rather than running the 
type of survey needed to get a Go-Ahead. 
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Therefore, the SSD is going to use discretion as to what he tells the analyst. 
What you write on the Sales Analysis form is important to running the 
survey, but you must let the SSD decide what the analyst needs to know 
and what he shouldn’t know. 
 
The key to a higher run rate and cash collections is to discipline yourself to 
complete a Business Analysis Preview with the client on every sale and a 
Sales Analysis when you believe there is more information you need to 
provide the SSD and SBA than what was communicated to your Sales Senex 
during the confirmation which will help the team – the SSD and SBA – get 
the Go – Ahead. Remember, running the survey involves more than just the 
analyst; it also involves his or her teammate in the home office, the SSD. 
 
The bottom line: The key to better communication between the Senior 
Area Manager and the Senior Business Analyst starts with using the 
communication tools which have been designed to get all the relevant 
information for running the survey and getting the Go-Ahead into the 
hands of the team actually running the survey. And that means using both 
the Business Analysis Preview and Sales Analysis forms for every survey 
sold. 
 
See the following pages for the Business Analysis Preview and Sales Analysis 
forms. 
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BUSINESS ANALYSIS PREVIEW 
 

To help us better serve you, please tell us your major business concerns 

and what you would like to gain from our analysis. Please give this form 

to our analyst at the opening conference. 

 

List Major Business Problems Or Concerns 
 

1. ___________________________________________ 

 

2. ___________________________________________ 

 

3. ___________________________________________ 

 

4. ___________________________________________ 

 

5. ___________________________________________ 

 

What Would You Like To Gain From The 

Business Analysis? 

 

______________________________________________

______________________________________________

______________________________________________

_____________________________________________ 

   _______________ 

             Client Signature 
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Sales Analysis 
 (Fax to 847-808-7519) 

 
Company___________________________  Job Number ______________ 
 
Name/Title of Client(s)__________________________________________ 
 
Senior Area Manager__________________ Survey Date______________ 
 
Company Background__________________________________________ 
____________________________________________________________
____________________________________________________________
____________________________________________________________ 
 
Key Employee Relationships_____________________________________ 
____________________________________________________________
____________________________________________________________
____________________________________________________________ 
 
Client Background, Personality and Other Insights____________________ 
____________________________________________________________
____________________________________________________________
____________________________________________________________ 
 
Problems, Attempted Solutions, Effectiveness and Costs 
 

 

 

 
What Caused Client to Buy?_____________________________________ 
____________________________________________________________
____________________________________________________________ 
 
What Promises Did You Make to Get the Sale?______________________ 
____________________________________________________________
____________________________________________________________
____________________________________________________________
____________________________________________________________ 
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THE SELLING EDGE: ATTITUDE 
 
It has been said,” Attitude is a small thing that can make a big difference.” The 
difference between successful reps and those who fall by the way side of sales can often 
be traced to attitude. The attitude gap between individual sales reps is often greater 
than the skill gap. 
 
Do you look at the appointment glass as half empty or half full? 
 
Do you motivate yourself to self-generate your own business to maximize your earning 
potential or do you depend on someone else to create all your opportunities? 
 
Do you look at “no shows” and cancellations as problems to complain about or 
obstacles to overcome? 
 
The most successful sales reps take control of their imperfect world. They often have a 
different attitude – adapt, improvise and overcome to make the sale. They have 
developed an attitude that gives them an advantage – the selling edge. 
 

THE SELLING EDGE (EXAMPLE #1) 
 
One of the most successful sales reps had a Monday appointment set for him with the 
owner of a construction company at a job site. The appointment turned out to be a “no 
show”. But instead of kicking the dirt in disgust over a bad appointment, the sales rep 
decided to adapt, improvise and overcome. He found out that the best time to catch the 
owner at the construction site was 6:00 AM. He decided to “show” for the “no show” 
until he made the presentation. 
 
On Tuesday the sales rep rose early and got to the job site by 6:00 AM. The owner never 
showed. He drank his coffee. 
 
On Wednesday the sales rep rose early and got to the job site by 6:00 AM. The owner 
never showed. He drank his coffee. 
 
On Thursday the sales rep rose early and got to the job site by 6:00 AM. The owner 
never showed. He drank his coffee. 
 
On Friday the sales rep rose early and got to the job site by 6:00 AM. The owner 
showed. He got the sale (and then drank his coffee). It was “attitude” that nailed the 
contractor, not skill. The right attitude rewarded him with his fourth sale of the week. 
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THE SELLING EDGE (EXAMPLE # 2) 
 
The sales rep had three appointments to run, 8, 9:30, and 2:30. The first at 8 AM was a “no 
show”. The worker in the office reached the owner by radio. Something came up, he said. He 
couldn’t meet today. Before leaving, the sales rep found out the owner drove a beige truck. 
 
The sales rep’s 9:30 AM appointment turned out to be a “no show” as well. The worker in the 
office called the owner by cellular phone. The owner said she made other plans because the 
appointment was never confirmed as promised. 
 
Two appointments, two no shows, two choices: the sales rep could get angry, or adapt, 
improvise and overcome. The sales rep then drove back to the 8 AM appointment looking for 
the beige truck. It was not there. 
 
Then it was back to the 9:30 AM “no show.” The sales rep caught the owner eating lunch and 
reading Time Magazine. She said she didn’t have time to meet. The sales rep said, “I’ve got 
something a lot more important than Time Magazine. I’ve got news about how to improve the 
profitability of your company.” 
 
The sales rep made the presentation. (The sale was closed two weeks later.) 
 
The 2:30 PM appointment was 40 miles out of town, the owner was there and the sales rep 
closed the sale. 
 
It was 4:30 PM when the sales rep arrived back in town. He had a sale; he could have called it a 
good day. But there was still time to swing by the 8 AM “no show”. The sales rep arrived at the 
business at 5 PM. The beige truck was parked out front. The sales rep went in. The owner said 
he didn’t have time to talk. The sales rep told the owner he didn’t have to talk just listen. The 
sales rep left after an hour and fifteen minutes. The sale was closed the next day. 
 
The difference between the sales rep having 3 appointments and 3 sales, or having 3 
appointments, one sale, and two no shows was “attitude” not skill. 

 
DO YOU HAVE THE RIGHT ATTITUDE TO SUCCEED? 

 
There are two things you need to be successful: the necessary selling skills and the right 
attitude. More people who fail do so because they don’t have the right attitude, not because 
they don’t have the necessary skills. 
 
What’s the right attitude? Some people think it’s being “positive”. Clearly, that is important. But 
merely having a positive attitude is not enough. A positive attitude is the foundation, but it 
won’t give you the selling edge. 
 
Having the right attitude means, no matter what obstacle is placed in your path; you stay in 
control of your emotions and remain focused. Having the right attitude means that you take 
control of your own destiny. Adapt, Improvise and Overcome. It’s the proven path to success. 
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A GOOD SALE 
 

A good sale is defined as follows: The client 
understands what a business analysis is; the client 
understands that the Analyst will be meeting with 
him for approximately an hour or two to start, in 
order to determine a focal point of the analysis; that 
the Analyst will need access to financials in order to 
quantify what the client’s problems are costing him; 
that the Analyst will be on his premises for one to 
three days; that there will be a fee for the services; 
that the client has at least $1 million in revenue; that 
the client understands that SMS and its related 
companies offer full management consulting 
services. 
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A GREAT SALE 
 
A great sale is defined by the following components: 
The client understands what a business analysis is; 
the client has defined to the Sales Rep current 
challenges he is facing within his business; the client 
understands that the Analyst will be meeting with 
him for approximately an hour or two to start, in 
order to determine a focal point of the analysis; that 
the Analyst will need access to financials in order to 
quantify what the client’s problems are costing him, 
and that the client should ask the Analyst as many 
questions as possible, as the Analyst has a wealth of 
information to share as part of the fee for the 
analysis; that the Analyst will be on his premises for 
one to three days; that there will be a fee for his 
services; that the client has at least $1.5 million in 
revenue; that the client understands that SMS and 
its related companies offer full management 
consulting services. 
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OWNER FUNCTIONS 
 

1. To get a group people to work harmoniously                        
     together to produce a profit.             
 
2. To manage, i.e. To control 
               A) Review reports 
               B) Act on information 
 
3. Sell! 
 
4. Utilize organizational structure; keep it well  
     oiled. 
 
5. Plan for tax avoidance and utilization of profit. 
 

    6. Enjoy the fruits of their labor. 
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COMMON QUESTIONS ABOUT THE ANALYSIS 
 
1. WHAT ARE THE CREDENTIALS OF YOUR ANALYST? (Can I see them?) 

 
We have over 200 analysts working throughout the US and Canada. All of our analysts are 
experienced in business and many of them have advanced degrees such as an MBA. Many have 
been senior executives in business or have owned their own businesses. Unlike some other 
consulting firms, we do not recruit on college campuses. Academic achievement is not enough. 
We look for analysts with real world experience. 
 
When choosing an analyst for your company, we assign one who is capable of giving you an 
objective perspective. We match our analysts with our clients on the basis of two primary 
criteria – type and size of company, and the type of problems you have identified which need 
review. If a client has severe financial problems, we may decide to assign an analyst who has a 
financial background to perform the analysis. It doesn’t make much difference whether the 
client was a manufacturer, wholesaler, retailer or contractor. Therefore, it’s not necessarily 
determinative that the analyst has direct experience in the client’s type of business. The analyst 
may have other qualities which make him a good fit to give you an objective perspective. 
 
Every week our senior executives go through our pool of available analysts and match them up 
with our clients. Since we would like to become your business consultants as long as you 
remain in business, it would be foolish for us to send you an analyst who was not qualified to 
give you an objective analysis of your business. 
 
The reason we cannot tell you in advance who will be sent to analyze your business and 
forward you his or her resume for review is that our job assignments are made the day before 
the job is to begin. Each of our analysts runs a minimum of two jobs per week, one beginning 
Monday and the other on Thursday. Since we serve clients all over the United States, it is 
impossible for us to know in advance who would be available until the day before the job is to 
begin. Logistics also play a role in how we assign analysts. If we have to send someone to 
Florida on Monday, it’s not likely we would want to fly him to Los Angeles on Thursday. We will 
be making our selections from the analysts who are closer to the job site when we make that 
final decision on Wednesday for the Thursday job. Getting you a resume the week before is just 
a practical impossibility. 
 
Rest assured: we will send you a competent analyst. It’s in our mutual best interest. 
 

2. I DON’T KNOW ANYTHING ABOUT YOUR COMPANY? 
 
The executives who formed SMS have built some of the fastest growing business development 
companies in the United States and Canada.  We do business from coast – to – coast, from New 
York to California and from Halifax to Vancouver. Our international headquarters is located in a 
northwest suburb of Chicago. We focus on improving the profitability of small and mid-size 
businesses with annual sales volume of $1 million to $100 million. We have been very 
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successful working with companies like yours because we have a client-friendly consulting 
methodology structured to make business consulting services affordable to the small business 
owner. That’s the reason I am here. 
 

3. HOW LONG WILL THE ANALYSIS TAKE (Will it disrupt my business?) 
 
Our analysis will take 1 to 3 days to complete. In the beginning the analyst will need about an 
hour and a half of your time. We call this the opening conference where he will be asking you a 
lot of questions about your business. After that he will work around your schedule and meet 
with you as your time permits. We are very much aware that you need to run your business 
while we conduct our review. We are experts in conducting an analysis without disrupting you 
or your workers from your daily tasks. 
 

4. HOW DOES HE DO IT? 
 
The analyst gathers data from personal interviews and company records. We use both a 
quantitative and qualitative methodology. The analyst focuses on six critical areas of the 
business which impacts the bottom line – management, operations, cost controls, finance, 
marketing and tax. The analyst will also perform a complete financial trend analysis as well as 
conduct a review of employee attitudes and perspectives on the business operations. 
 
The purpose of the analysis is to discover problems which are having a negative impact on 
bottom line profits, find out how much these problems are costing you in lost profits, 
determine the cost of fixing the problems, and most importantly, estimate the benefits which 
you will receive, both in terms of increased profits and improved business operations, if you 
take the recommended action to fix the problems. 
 
The analysis itself will not fix your problems. The analysis will determine the course of action 
you need to take to overcome these problems in your business. The analysis is designed to give 
you the facts you need to take corrective action so that you can earn the profits you deserve in 
your business. 
 
Are you interested in a better quality of life? Are you interested in spending more time with 
your family? Are you interested in removing the business pressures you have been facing? 
That’s what your analyst will help you do. 
 
We’ll give you the road map to where you want to go, but you decide how you want to get 
there. 
 

5. WON’T YOUR ANALYST JUST DUPLICATE WHAT MY CPA DOES FOR ME? 
 
Your CPA is qualified to prepare your financials. What does he know about sales and marketing, 
production, and the operational aspects of your business? He has many types of clients and 
cannot be expected to have the expertise you need to resolve the problems we have identified 
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in the analysis. If he was capable of solving these problems, he would have already solved 
them. Am I right? 
 
CPA’s are backward looking. We are forward looking.  Your CPA and our analyst, looking at the 
same financial data, will come up with two different perspectives. He’s looking at putting the 
numbers into a report. We are looking at trends to show you where you are losing money. 
When I say “losing money,” I don’t mean red ink. Your CPA can find that. What I am talking 
about are problems which we can identify which prevent you from maximizing your profit 
potential in your business. If you are earning only 90% of what could be made, why not earn a 
100% for the same amount of effort? 
 
As you can see, we bring an entirely different focus to your business than your CPA. We don’t 
want to be your CPA. That’s not our role. Nor can your CPA fill our shoes as expert business 
consultants. You need both of us. 
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TECHNIQUE FOR ANSWERING OBJECTIONS: R – Q – C – Q – C – C 
 
One of the main characteristics of a strong closer is the ability to overcome objections and close 
sales. The R-Q-C-Q-C-C method is practical, effective and not high pressure. Whenever you hear 
any objection, this method can be applied. 
 

RELAX 
 
First, when a prospect objects, you must relax. 
 

QUESTION 
 
Pause, and then say I am not quite sure exactly what you mean. Could you explain a little bit 
more about (give objection back to prospect in their own words)? 
 

CONCEDE 
 
After listening to his explanation, say, ‘That’s a good point. I understand exactly how you FEEL. 
Many of my client’s FELT exactly the same way until they FOUND …” Listening builds trust. 
 

QUALIFY 
 
Other than the fact that (objection), there is nothing else that’s stopping us from doing business 
today. Is that right? 
 

CAPITALIZE & CLOSE 
 
Pull the appropriate tool from your tool kit and close him. 
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CLOSING SALES WITH A POWER CLOSE- 

WE TURN PROBLEMS INTO PROFITS 
 
There are two types of sales professionals, those who try to get the sale by “winging it’ and 
those who bring to the prospective client’s office a sales “tool box” to close deals. Those Senior 
Area Managers, who become proficient in using all the tools found in the sales training 
materials, will become experts in nailing down the sale. Think of the training materials as a 
“sales garage” with a workbench and racks of sales tools. All the tools are here for you to be 
successful, but you have to decide to spend the time sharpening your skills in using them. You 
also have to decide what to put in your toolbox to take to the prospect’s office. You will miss 
many closing opportunities if you leave the tools you need in your sales garage. 
 
One of the most important tools at your disposal is the “problem identification” tool. By 
identifying the prospect’s problems and challenges, you create an advantage for yourself in the 
selling process and lay the foundation for a “power close.” During the presentation ask the 
prospective client, “What are your three biggest problems or challenges you face today?” 
 
If the prospect answers, “I don’t have any problems,” you might use some pointed humor to 
open him up: “That’s your first problem, now what are your second and third.” If that fails to 
open him up, you should suggest that he probably has some hidden problems which have not 
yet surfaced. Gain his agreement that hidden problems more than likely exist in his business. 
 
Most prospects will tell you their three biggest problems or challenges. It’s important to ask for 
them early in the presentation. Asking a prospect to tell you his biggest problems is like asking 
someone in a poker game to show you his cards before you play the hand. It gives you the 
advantage. Ask for the problems: take the advantage in the sale. 
 
Once a prospect tells you his problems, you have a “sale” sitting in front of you. Any business 
owner who has problems should get an objective, expert opinion on how best to solve them. 
It’s up to you to persuade him that SMS is the company to provide him what he can’t provide 
himself – an outside, objective perspective on what action he needs to take. All you have to do 
is work with your sales tools to nail down the sale. “Mr. Business Owner, every business owner 
needs two points of view – a subject, internal point of view, which only you can provide, and 
from time to time, an objective, external point of view, which by definition, you can’t provide. 
 
After you have identified his three major problems, you should ask one important follow-up 
question. “Let me ask you this: Have you ever figured out what each of these problems is 
costing you in lost profits? Most prospects will say “NO”. If the prospect answers “yes”, probe 
further as to the specific dollar losses for each problem. It’s doubtful that any prospect will have 
such detailed cost figures on his problems. 
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Avoid the temptation to immediately begin talking to him about his problems. You want to hold 
the information you have just received in reserve to close the sale. Continue with your 
presentation and chisel away the minor objections raised during the selling process. Now it’s 
time to pick your spot for the power close. However, you can’t power close a sale unless you 
know how to use a power tool. A power close can be defined as a question with only one logical 
answer – yes to the sale. Some sales professionals power close their sales instinctively, but all 
sales reps can learn to handle these power tools of selling. 
 
The first thing you must do is take control. This is no longer a time for freewheeling discussions. 
You now need to gain an agreement to do business. You will not take “no” for an answer. But 
more importantly, you are not going to ask a question where “no” is even a rational answer. 
 

PLUG IN THE POWER TOOL FOR THE POWER CLOSE 
 
“Mr. Owner, you mentioned earlier in our conversation that your three biggest problems are 
1.________________, 2._______________, 3._____________________. But more importantly, 
you said that you didn’t really know how much these problems were costing you in lost profits.” 
 
The problems you are having are quite common to small and medium size businesses. Our 
company analyzes over 10,000 businesses a year and we know what the best managed and 
most profitable companies have done to solve the very problems and challenges you are facing. 
So there is no doubt in my mind that my analyst will be able to give you recommendations to 
solve the very problems and challenges you are facing. We will show you how to turn your 
problems into profits. 
 
Most of our clients know what their problems are. But few know what these problems are 
costing them in lost profits. If you don’t know what the problems are costing you, it’s difficult to 
make an intelligent decision on what is the most cost-effective way to solve them. 
 
You have identified three problems which are causing your business to leak profits. But, on the 
other hand, you don’t know how much they are costing you. 
 
Don’t you think it would be worth $850 to find out? (as you offer the authorization to the 
client). 
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CLOSE ANALYSIS WITH OPEN DATE 
 

Now that you have the business owner agreeing to go forward with the analysis, you need to 
create a sense of urgency to do it now. You will find many business owners agreeing it’s a good 
idea, but wanting to put you off into the never-never land of callbacks. After you have power-
closed your prospect into agreement, you need to get the survey scheduled at the earliest 
possible date. The farther out you schedule a job, the greater the risk of cancellation. 
 
The cancellation rate is lowest for jobs which are scheduled within a few days after the sale is 
made. There are two ways to sell with an open date. 
 
“Mr. Owner, I’m glad you want to go ahead with an analysis. What I need to do now is call my 
home office to find out when the right analyst for you will be available.” 
 
(Option A: Go right to the phone and call 1-800-531-7626 and tell the receptionist you are with 
a client. The advantage here is that you go right to the phone, call in the details of the sale, and 
then turn over the client to a Senior Executive (Senex) to schedule the sale. The Senex will be 
very assertive in getting the client to do the job as quickly as possible. The disadvantage is that 
you don’t have a signed agreement before you call.) 
 
(Option B: “Why don’t we go ahead and fill out the paperwork first, and then I will call my home 
office to find out when an analyst will be available. I’m sure we can work out a mutually 
convenient date.” The advantage for this option is that you now have a signed agreement – a 
commitment to do business. The disadvantage is that some business owners may be reluctant 
to sign before the date is confirmed.) 
 
To avoid callbacks and cancellations you need to create a sense of urgency with the client. You 
can do this by going back to the problems the client has identified and the costs associated with 
those problems to calculate the cost of waiting. For example, if a client thinks his problems may 
cost him $100,000 a year, then it’s costing him nearly $2,000 for every week, $8,000 a month, 
$25,000 a quarter for failing to take action to solve them. 
 
“Let me ask you a question, Mr. Owner. If the cost of waiting to solve your problems is $2,000 a 
week and $8,000 a month, don’t you think it makes good financial sense to spend $950 now to 
get a handle on these profit leaks in your business? Don’t you think it makes good sense to 
bring in some profit-plumbers to plug the leaks in your bottom line? The sooner you act, the 
better off you will be. We need to get you an analyst in here as quickly as possible. Don’t you 
agree? Let me call my home office and find out when an analyst might be available to give you 
the help you need right away.” 
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SPIN SELLING 
 
One of the keys to our success as a company is the ability to create urgency with the client to 
take action to solve his problems. When we walk away from a business owner who wants to 
think about it, we have lost more than a sale. We are actually doing a disservice to the business 
owner himself. Failure to take action to solve recognizable problems is one of the clearly 
identifiable reasons why businesses fail. Moreover, when we walk away from a business owner 
who wants to think about it, we have done far worse than a simple disservice. We have become 
an enabler to the business owner’s addiction to procrastination as a way of making decisions. 
 
Procrastination is not a business method nor is it a strategy for making decisions. 
Procrastination is a delusion on the part of the business owner that if he delays his decision the 
path to solving his problem will become clearer. The only way a choice could become clearer 
would be if the business owner were engaged in a focused effort to acquire additional 
information to make an informed decision. However, when business owners say they want to 
think about it, they rarely follow through with anything more than just a modicum of review. 
 
Creating urgency for the sale of the survey can be difficult and requires a special set of skills for 
the Senior Area Manager. Unlike the Senior Business Analyst who has access to company 
financials, reports and individual employees for confidential interviews, the SAM is with the 
business owner for an hour or less. The SAM has neither the advantage of time nor access to 
information to use as leverage with the business owner to create urgency to make an 
immediate decision to solve his problems. In fact, many business owners are reluctant to admit 
the severity of their problems to the SAM. 
 
The key to creating urgency for the SAM is to ask questions – questions which are designed to 
get the business owner to admit to the truth. One of the most effective sales techniques for 
asking questions is called “SPIN SELLING”. Spin is an acronym for Situation, Problem, 
Implication, and Need – Payoff. 
 
Neil Rackham, author of the SPIN Selling Fieldbook, found that the most successful sales reps in 
a variety of industries asked more problem questions and the least successful sales reps asked 
more situation questions. While situation questions are important, the key to success is to be 
economical with situation questions and move more quickly to the problem questions. 
 
Once the problems have been identified, implication questions are asked to draw out the pain. 
Implication questions are powerful because they show the business owner the consequences of 
his actions or inactions, and in so doing, make the business owner eager for a solution to take 
the pain away. By asking implication questions, you can hold back from giving away too soon 
the solution to the problems, and therefore, build a higher level of pain. The higher the level of 
pain, the stronger the need for the solution will be. This leads to the closing of the sale with 
Need – payoff questions. The final set of questions asks about the value or usefulness of a 
solution to the business owner. Need-payoff questions are the mirror-image of Implication 
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questions. A skillful questioner can use a Need-Payoff question to get the business owner to sell 
himself on seeing the need for a Business Analysis. 
 
Need-payoff questions have a unique function – they get the business owner to talk about the 
benefits of having a senior business analyst come in to perform a business analysis rather than 
forcing you to explain every benefit of the survey. The skillful use of Need-Payoff questions 
allow the business owner to sell himself on the value of SMS’s analytical services. 
 
The key to success in our business, for both Survey and Sales, is the skillful asking of questions. 
Only by asking questions can you discover the truth and getting the business owner to tell you 
the truth is the most effective means to create the urgency for closing the sale on the first call 
and getting it scheduled for the next run date. 
 
Learn more about SPIN Selling techniques during the Spin Selling Conference Call which focuses 
on developing SPIN Selling skills for closing sales. Check with the weekly conference call 
schedule which is emailed each week. 
 

THE BEST CLOSE OF PHIL GERWIG 
 

1. FACT FINDING 
 

A. Use Industry Rating Scales 
B. Most important challenges previously stated 
C. We can better explore challenges by using 4 questions 

 
1. Why is it a challenge? 
2. How long has it been a challenge? 
3. What have you done about it? 
4. When do you wish to eliminate this challenge? 

 
2. As you are using your rating scales and challenges and the client gives productivity a 7-8 

or lower, use this close: 
  

A. Ask “WHY” 
B. Ask “What was your labor cost last year?” If the client doesn’t know, ask, 

“What was your payroll for the week or month?” (The labor cost for 
contractors is usually 40-50% of their volume.) If the client managed a 
company with one million in annual revenue and had labor costs of 40%, the 
amount spent on labor would be $400,000 a year. If the client rates himself as 
a 7 on the productivity rating scale, that means he is 70% efficient. To find the 
lost profits, take the labor cost for the year times the efficiency rate of 70% 
($400,000 x .7=$280,000). Then subtract the value of the productivity from the 
total labor cost to find out how much the client is losing in lost productivity for 
the year ($400,000 - $280,000 = $120,000). The client in this example is losing 
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$120,000 per year in profits as a result of his 30% inefficiency. Now ask the 
client: “Do you think that’s too much of a loss? Do you want to stop your 
losses by improving productivity and capture your lost profits?” 

 

Trial Close. If we could bring the information and recommendations to move 

this challenge forward, would that be important to you? 
 

              3.       Ask the questions on every problem or challenge. You can expand on the    
                 answer. 
 
                 Write every answer down!!! (You will be using this information on the 
                 summary and close.) 
 
       4.     Some clients will say, “Everything is great!” In such a case, say: “Mr. Client, I  
                appreciate what you are saying but, with all the turmoil in the economy, every  
                business has a challenge! Think about it!! There must be some challenge you  
                are facing or you have just a special desire for your company? BE SINCERE!!! 
                Now you can go back to the Why, How long, What, How and When, and then  
                trial close.                                  
 
       5.     After you have completely discussed all the challenges and wants – and have  
               written them down, you can explain the process, who we are, and  
               what we have accomplished. Start by saying, “Let me explain who we are! 
               Use whatever presentation or description you have been taught and makes you  
               comfortable.  
 
       6.    Now you are ready for the summary close. 
 
               a.  Write down the challenges the client has discussed on the back of the  
                    Industry Rating Sheet or Business Analysis Preview Sheet. 
             
              b.  “Mr. Client, you have identified the following!” 
 
                          1. How long it has been a challenge for the client 
 
                          2. How it has been affecting the client and the company 
 
                          3. What the client has done about the challenge 
 
                          4. When the client wants effective recommendations to move the  
                               challenge forward! 
 

Remember - Go through this process on every challenge! 
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Take the listing of the challenges on the Industry Rating Scales or Business Analysis 
Preview page (that you wrote), hand it to the client and ask the client to prioritize the 
challenges 1-5 in importance to him/her or the company.  
 
“Mr. Client, if we could bring you better focus, information and recommendations to 
move these challenges forward, would that be worth ___________? (Quote your fee) 
If client says “no”, ask why? Then re-identify the answers the client gave you. A client 
can’t object to his own answers – only to your statements! Then ask, “Do you mind if I 
use your phone?” 
 
You do not have to explain for what your using the phone, unless the client asks why or 
says “NO”. Then say, “We have quality control in our company as you have in yours. I 
need to let the company know I’ve given all the information to you: then they might ask 
you if you have any questions.” 
 
Now market the client’s challenges and answers to the Senex exactly the way the client 
prioritized them to you one-by-one using, why, how long, how this affects the client and 
his business, what this client has done about it, when the client wants the 
recommendations and information to move forward with these challenges. 
 
Be sincere and passionate with the client and marketing to the Senex! And remember, 
EVERY SIT TO THE SENEX!!! 
 

THE BEST CLOSE OF RICHARD GULINO 
 

“LET’S ASSUME THAT YOU DO DECIDE AND NOW IT’S A YEAR LATER” AND, “ARE YOU 
GOING TO BE AROUND THE OFFICE” 

 
Rep: Ok, So the most pressing issues are sales, cash flow, and rising overhead costs,  
         Right? 
 
Owner: Right. 
 
Rep: Ok, Let’s assume that you do decide to have us come in and take a look at these  
         issues for you. Now it’s a year later . . .  your sales are up, your cash flow has  
         greatly improved and your overhead costs are much easier to manage. How is this  
         going to help and what will you be able to do then that you can’t do now? 
 
Owner: (laughs) I’ll sure sleep better. 
 
Rep: Seriously, how is this going to help you, personally? I want to know. 
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Owner: Well, it would allow me to take a little time off. Maybe give myself a raise. 
 
Rep: I want to make sure my notes are right. Sales are down but when we get them up,   
         your cash flow will improve, right? (Wait for an answer). 
 
Owner: Right. 
 
Rep: And when your cash flow improves you’ll be able to pay your bills earlier and spend  
        more time with the kids. Is that right? (Wait for an answer). 
 
Owner: Yes 
 
Rep: And when your overhead costs are minimized, you’ll be able to sleep better and  
         give yourself a raise. That’s right too? (Wait for an answer) 
 
Owner: That’s right 
 
Rep: Are you going to be around the office the next week or two? Or are you taking  
         any out if town trips or vacations that you know of? 
 
Owner: Not that I know of. (It doesn’t matter what they say) 
 
Rep: (Pointing at the phone) May I use your phone? 
 
Owner: Sure 
 
Rep: (Get on the phone. It’s not always necessary for the Client to realize they are  
         about to be scheduled. Call in to “check availability” or “to schedule” and keep  
         casual eye contact with Client while merchandising). The “let’s assume that you 
         decide” statement is also effective if it’s hard to pull pain out of a prospect.  
         Example: “Let’s assume that you do decide to have us take a look at two or three  
         things in the business. What would you want us to look at or what would you hope  
         we could accomplish for you?” 

 
BEST CLOSE OF RICHARD HUNTER 

 
Rep: Mr. Client, you are to be congratulated for “hanging in there” during this current  
         severe recession that is affecting this area, your industry, and the entire country.  
         A lot of business owners like you are seeing their entire life’s work literally collapse  
         around them in these troubled times. However, you have indicated that your 
         business is not where you want it to be. Sales volume is down, isn’t that right? 
 
Owner: Yes 
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Rep: profits are shrinking to almost nothing, true? 
 
Owner: Yes 
 
Rep: Some of your bigger competitors are aggressively seeking work that once might  
         have gone to you. Isn’t that correct? 
 
Owner: Yes, that is true. Even finding jobs to bid on is getting harder and harder to do 
               and then making a profit when I’m forced to low bid for work is nearly  
               impossible. 
 
Rep: Well I don’t know for sure that we or anyone has the answers for all of your  
          concerns, but if we had someone who could help, do you think it might be useful  
          to get some fresh insights from somebody who knows your type of business and  
          who has access to some of the best systems, methods, practices that the most  
          successful businesses in your industry are using? 
 
Owner: It couldn’t hurt, but that person would really have to understand my business 
               in order to be of any help to me.  
 
Rep: Of course. We didn’t get to be #1 in our industry by merely preaching the  
         ABC’s of business 101.  Our senior executives have helped thousands of business  
         owners since we began by bringing the right talent to the right job to present  
         precise, meaningful solutions to the specific concerns you are facing right now. One  
         of my favorite testimonials, and we have hundreds of them, states that comparing  
         what we do to consulting is like labeling a neurosurgeon a doctor. We are the  
         specialists that actually do the surgery. Isn’t that what you need? 
 
Owner: Yes, that makes sense. 
 
Rep: Like I said earlier, I can’t say for sure, of course, if we have the right specialist or if 
         we have all the answers you need, but could I use that phone to make an 800# call 
         to my headquarters to see if an executive there could take a look at your situation 
         to see if there might be some way we could help? 
 

THE BEST CLOSE OF CRAIG KARR 
 

“Time Factor” Close 
 
Mr. Business Owner, now that we have discussed the strengths and weaknesses of your 
company, the impact on your bottom line and your personal life, and you have heard 
how my company has helped thousands of business owners correct the things you 
mentioned, I would like to ask you a question. How much of your time each week is 
wasted dealing with these issues? How much time would it take for you to discover the 
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possible solutions, analyze the cost effectiveness and implement the necessary solutions 
or systems? 
 
Mr. Business Owner, knowing that we can discover the appropriate solutions for your 
business in less than 2 days time, and possibly implement them in less than 2 weeks, 
would you agree that it makes a great deal of sense to use a professional firm like ours 
to provide you with a complete diagnosis and list of recommendations? Shall I call my 
headquarters to see who is available to help you? 
 

THE BEST CLOSE OF BILL KUBECKI 
 
Rep: Business owners have an awesome responsibility. They are expected to know  
         everything about all aspects of business. No one can. Bill Gates doesn’t, Henry Ford 
         didn’t, nor did Ray Kroc or Sam Walton. Yet every business owner has the potential 
         to become one of these successful owners. Most of them had little or no formal  
         education. They did, however, have an open mind and were not afraid to ask for  
         help and to admit they did not know everything. Do you have an open mind? 
 
Owner: Yes 
 
Rep: Good, How long have you been in business? (owner answers), Ok, if you could go  
         back in time and start your business over, you’d do things differently, wouldn’t  
         you? Because you’ve learned some things the hard way, yes? Many times as a 
         business owner, you make decisions without having the necessary information in 
         front of you, true? And sometimes those decisions turned out to be wrong, yes? 
         And sometimes, you’d find out a few years down the road. You’d find a better 
         option that existed years ago, but that you didn’t know about it at the time. 
         And what would it have meant to have had the option a few years earlier? 
         Is this one even the best? The point is, you may spend a very long time finding the 
         BEST option, and because you are not an expert in every aspect of business, you  
         may never. 
 
What would it be worth for you to have the systems, procedures, methods and controls 
that the best managed, most successful, most profitable companies have right now? If 
you had this now, would it be worth (fee quoted)? (If yes, then get to the phone. If they 
say they are not sure, continue.) A few minutes ago you admitted you have an open 
mind. Would you be willing to let us show you these with SMSolutely no risk to you or 
your company and with no money up front? (Client can’t but say yes: get the client to 
the phone to schedule.) 
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THE BEST CLOSE OF BILL KUBECKI II 
 

“Finding the Keys to Your Competitor’s Business” 
 

If I accidentally left the keys to your best managed, most successful, most profitable 
competitor on this desk (drop keys on the desk), and you knew he was not going to be 
back for two days, wouldn’t you be tempted to take the keys and look into your 
competitor’s business to see how he got to where he is and what he is doing differently 
than you? I am giving you this opportunity with no risk of having to do something illegal 
and at absolutely no risk to you. Is this a fair way to do business? (Reach for the phone.) 
 

HALF, HALF, DOUBLE, DOUBLE 
By Tom Ryan, Director, Marketing 

 
We teach our clients that there are two paths to success in business. Either you can 
blaze your own trail or follow a proven path of success by modeling yourself after a 
business which is successful. One of the challenges sales reps face is how to make our 
success in growing the best management consulting company for the owners of small 
and medium-size business into a $100 million company to an average client who does 
$1.2 million in annual sales, or about $100,000 a month in revenue. 
 
Talking about our success can be a double-edged sword. While noting our growth and 
size can help establish credibility, the client is not likely to make the connection 
between our success and his business unless the sales rep makes an effort to show him 
the relevancy. In other words, why would a $1.2 million job shop owner think that the 
methods, systems, controls and incentives we have implemented to become a group of 
companies with revenues over $100 million can be applied to his business so that he can 
grow and be more profitable? 
 
This closing technique shows our success can be a relevant model for any business 
owner who wants to grow his business and make more money. If you have made your 
presentation and tried your standard closes without success, try the following closing 
technique: 
 
“Mr. Business Owner, when we started our business operations in 1991 we did about a 
$100,000 a month in revenue. By 1995 we did $25 million in revenue, in 1997 we did 
$53 million, and in 1999 we achieved $105 million in revenue and we have continued to 
do over $100 million a year ever since. Now, I am not telling you this to be boastful or to 
brag about our accomplishments. I am telling you this because if you would install just 
half the methods, systems, controls and incentives we have employed in our business to 
grow from a $100,000 a month to over $100 million a year, and implement them only 
half as effectively as we have, you ought to be able to at least double your sales and 
double your profits.” 
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“In other words, you could go from (plug in his numbers to make it personal to him and 
double them) $1 million to $2 million, and make twice as much money for you and your 
family. Now let me ask you this, Mr. Business Owner, wouldn’t you be interested in 
learning how you could accomplish that? (Wait for affirmative response) 
 
“Great. Now all we have to do is call the office to see how quickly we can schedule an 
analyst for your business. Can I dial an 800 number directly from this phone or do I need 
to dial a 9 first?” 
 

THE BEST CLOSE OF TOM RYAN II 
 

“What If . . . Would It Be Worth?” 
 
The “What if … Would it be worth?’ close can be one of your most effective closes. Ask 
every prospective client what percentage increase in sales he is projecting for this year 
compared to last year. Make sure he gives you a percent, not a dollar figure. Whatever 
answer he gives you, add 5 percent. Here is how it works: 
 
Rep: Mr. Business Owner, what is your goal for increasing sales this year over last year?  
         Can you tell me the percentage increase in sales you are planning for this year? 
 
Owner: Given the uncertain economy, I am planning for 5% growth. 
 
Rep: Let me ask you this, Mr. Owner, What if we could show you how to increase your  
         sales 10 % annually, would that be worth (plug in a fee) dollars? As soon as he says  
         yes, transition going to the phone. 
 
Rep: Great, all I need to do is call one of my Senior Executives to find out how soon we  
         can schedule a Senior Business Analyst to meet with you to perform an analysis 
         and provide you with the recommendations to grow your business at an annual 
         rate of 10 percent. I have an 800 number for my home office. Can I dial our 800 
         number directly on this phone or do I need to dial a 9 first to get an outside line? 
 
Note: When you call in the sale to schedule, make sure you explain how you sold the 
client so you don’t blind-side the analyst. You can’t just tell the Senex he wants to grow 
his business. Be specific about what you promised – increasing his growth rate 5% more 
than he has targeted. 
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THE BEST CLOSE OF LOUIS SAEZ 
 

“Would You Be Open To New Ideas, Suggestions, Recommendations?” 
 

The would you be open to ideas, suggestions, recommendations close has worked for 
me consistently due to the fact that very few people would like to be considered closed 
minded. 
 
Here’s how I implement it: 
 
Rep: Mr. Client based on last year’s sales of a $1 million ballpark figure what was your 
         bottom – line profitability? 
 
Owner: I’m not sure. I don’t know. (It doesn’t matter what the client says.) 
 
Rep: Would you say around 10 %? 
 
Owner: Yes 
 
Rep: That’s about $100K. Where would you like your bottom line profitability to be? 
 
Owner: oh say at least 15%. 
 
Rep: Assuming that your revenues remain constant this year as compared to last year  
         that additional 5% represents an additional $50,000 bottom line profitability. So  
         what we have here is a $50,000 shortfall from where we are and where we should 
         be, would you agree? (Must get client to acknowledge.) 
 
        Let me ask you a question, would you be open to some ideas, suggestions, and  
        recommendations on how to capture that $50,000 that you are leaving on the  
        table? 
 
Owner: Yes, Certainly, anyone would. 
 
Rep: If I were to hand you $50,000 right now, would you give me (plug in a fee) back? 
 
Owner: Yes 
 
Rep: Fantastic. As I mentioned to you earlier, my job is to present myself and my  
         company well, determine if there is a basis to do business together and my  
         responsibility to you as my client is to make absolutely certain that we get the 
         best available analyst for your size and scope of business. We work on schedules 
         just like you, and we have a scheduling department that coordinates our analysts. 
         May I use your phone to see when the analyst’s availability would be? 
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Note: When merchandising to the Senex specifically state the 5% and the $50,000 
shortfall. i.e. percentage and absolute dollar amounts in front of the client so that he 
hears and acknowledges what you are saying. 
 
 

THE BEST CLOSE OF CHERIE BULL 
 
Mr. Client, are you at least open-minded to receive information from a leading 
management consulting company that could have a profound impact on your bottom 
line? 
 
Do you really need time to think about receiving information? 
 
After you receive the information is the time to think about how and if you can use this 
information. 
 
Just put your ego in the closet for a couple of days – thousands of other business 
owners can’t be wrong! 
 

SAM WALTON 
 
Here’s a story that is ready made for the theater of selling. Sales guru Tom Hopkins says: 
Presentations tell: stories sell. The Sam Walton close will bring the curtains down to a 
signing ovation. 
 
Let me tell you a story about Sam Walton. If you wanted to start a retail store and grow 
it into the largest retailer in North America, would you open your first store in 
Bentonville, Arkansas? Of course not, you would want to open it in a big market, such as 
New York, Chicago, Dallas, or Los Angeles. 
 
But Sam Walton did start his business in a small town, in a small state and grew it into 
the largest retailing company in North America. What do you think the odds were that 
he could accomplish this when he first opened his business – a billion to one, slim to 
none and Slim has left town? 
 
There were certainly hundreds of thousands of people who knew more about retail 
business than Sam Walton when he opened his first Wal-Mart. What did Sam Walton do 
that was so special? He certainly did not invent discounting. There were a lot of large 
retailing companies with discount stores who had a lot more experience and money to 
fuel their growth. He didn’t do it by bringing in better quality merchandise to compete 
with existing retailers. But Sam Walton still beat them. 
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So how did he do it? When Sam Walton became more and more successful, the analysts 
on Wall Street began taking a closer look at Wal-Mart to see why it was out-pacing the 
competition. What they found was that Wal-Mart did two major things better than its 
competitors – not 10 things, not 15 things, not 20 things – just two things. 
 
Do you want to know what those two things are? 
 
Number one, Sam Walton learned how to control his costs better than his competitors 
and, number two, Sam Walton used incentives with his employees to drive the business 
forward better than his competitors. 
 
Helping businesses control their costs and developing productivity-based incentive plans 
for employees is what we do for our clients. 
 
Let me ask you this question, Mr. Business Owner, do you know whether or not you are 
controlling your costs better than your competitors? (There is no way he can answer 
yes.) (No) 
 
Mr. Owner, let me ask you a second question, do you know whether or not you are 
using incentives to improve productivity better than your competitors? (No) 
 
Don’t you think it would be worth $850 to find out? (Yes. Game over.)  
 
Keep in mind that our management service personnel are experts in putting into place 
cost control systems and incentive plans to maximize profitability. We know what 
systems the best managed and most profitable companies use to control costs and 
maximize profitability. It’s our business to know. We analyze over 10,000 businesses 
every year. 
 

MARRIOTT HOTEL 
 
One of the reasons you want to tell stories to sell our services is that a well-developed story can 
vividly portray the benefits of an SMS business analysis. The more you can get the client 
emotionally involved, the more likely it is you will get the sale. You don’t want prospects who 
are “thinkers”: you want prospects that are moved to take action. The best way to accomplish 
this is to get them emotionally involved. 
 
There is no better example of this selling maxim then the Marriott Hotel power close. 
 
This powerful story is used to demonstrate the benefits of using breakeven analysis to improve a 
business. An MBA might be able to give a better technical explanation of breakeven analysis to a 
business owner than you can, but technical explanations of business management principles do 
not close sales. However, stories which graphically portray the benefits of business principles 
compel a prospect to make an emotional decision to buy do close sales. 
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In every analysis we do, we perform a breakeven analysis of the company. Moreover, our 
management services personnel are capable of putting systems in place which will allow the 
business owner to manage his business better by using the break-even analysis. 
 
Here’s how to present the benefits of the breakeven analysis to your prospects. 
 
Mr. Owner, one of the benefits of our business analysis is that we perform a breakeven analysis 
of your business. Breakeven analysis is used for three primary purposes: improving profitability, 
improving market penetration, and for the monthly management of profit and expense control 
objectives. The Japanese companies have used breakeven analysis to increase market 
penetration and the German companies have used breakeven analysis to increase profitability, 
and we have become a leader here in the United States and Canada in teaching small business 
owners how to use breakeven analysis to manage their profit and expense objectives. 
 
Once you know what your breakeven point is in your business, you can make better decisions 
about your business. You can out-fox your competition and have a bigger piece of the pie for 
your business lunch. Did you know that the entire hotel industry was turned upside down 
because one hotel chain figured out how to use a breakeven analysis to improve their 
profitability? 
 
Today we take for granted that you can get a week-end room at a hotel for 50% off the week-
day rate. However, that’s not the way it used to be. Hotels used to charge the same for a room 
on the weekend as they did during the week. Hotels used to figure out what their total costs 
were and then calculated what it cost to rent one room for one day. They looked at the costs as 
being constant no matter what day of the week it was – they had to get so much money for 
each room to cover the costs which they had assigned to that room. 
 
However, the hotel executives who perpetuated this cost accounting system knew nothing 
about the financial power of breakeven analysis. Along came the Marriott Hotel chain. Some 
sharp executive did a breakeven analysis on their business and found that they had covered all 
their expenses for the week by Friday – in other words, they broke even. Therefore, every room 
rented on the week-end was pure profit after covering any variable expenses directly associated 
with the cost of renting the room. 
 
Marriott Hotels realized they could now offer a steep discount to customers on the weekend. By 
understanding how to use breakeven analysis, they came up with a weekend special, e.g. 50% 
off. 
 
While customers were flocking to the Marriott Hotel on the weekends improving the 
profitability of their business, their peers in the hotel industry were snickering in their board 
rooms. They thought Marriott was selling rooms “below cost” and would ultimately lose their 
shirts, if not the hotel bed sheets. But little did they realize, Marriott executives knew exactly 
what they were doing – riding the profit elevator all the way to the top. 
 
Mr. Business Owner, let me share something with you. We analyze over 10,000 businesses per 
year. Do you know what we find? Very few business owners know how to use breakeven 
analysis – a powerful financial management tool – to run their business. The break-even point is 
the critical point at which all the expenses have been absorbed and you begin to make money. 
Our profit and expense control systems let business owners know where their breakeven point 
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is, where it should be, and what key people or department heads are falling down on the job 
when the two points are out of sync. Without knowing your breakeven point, you will never be 
able to achieve maximum profitability. 
 
Mr. Owner, let me ask you a question, “Do you currently perform a breakeven analysis on your 
business every month to manage your profit and expense objectives? Mr. Owner, do you use a 
breakeven analysis to increase your market penetration? Mr. Owner, do you use a breakeven 
analysis to increase your profitability? Mr. Owner, don’t you think it would be worth $850 to 
find out how a breakeven analysis can drive your business forward?” (Slide authorization 
forward and close the sale.) 
 

 
 

Is the Price Too High Or You Just Don’t Believe Me? 
Tom Ryan, Director, Marketing 

 
The process of closing a sale for a first time close is a combination of providing the business owner the 
information he needs to make a decision and employing the right technique to get a decision during 
your initial presentation. 
 
Insuring that the business owner has all the information he needs to make a decision on the merits to 
bring in a Senior Business Analyst to perform a business analysis on his business is the primary purpose 
of the presentation and fact finding.  Moreover, asking a series of probative questions is not only useful 
to you as a sales representative, but it also sharpens the issues for the business owner to make an 
immediate decision.   
 
While you may think your presentation is complete enough for a business owner to make a decision, 
that assumption is just a supposition.  It may be your belief, but unless you ask a series of probing 
questions about the business, the business owner, the challenges he faces, and what he has tried on his 
own to solve the problems, you will not develop in the mind of the business owner the critical thinking 
that is necessary for the business owner to believe he is ready to make an informed decision 
immediately.   
 
In other words, engaging the client in a series of questions becomes part of the conditioning process 
which provides the business owner the comfort level that he is ready in his own mind to make a 
decision.  Moreover, without engaging the client in a series of in-depth fact finding questions, you will 
not be prepared to show the client convincingly that there is nothing left for him to think about.   
 
It is that “hidden” objection that he thinks he needs to get more information before he is capable of 
making a decision which often stands in the way of a first call close.  Yet, we all know from experience, 
that the business owner, no matter how well intentioned he may be, is not going to spend any more 
time after you leave, either gathering information or thinking about it.   
 
The time for making a decision is when you are there with the business owner.   Therefore, you need to 
insure you have probed and asked every question which you know will lead to the disclosure of all the 
relevant information the owner needs to immediately evaluate both his problems and challenges as it 
relates to your offer to bring in a business expert to give him specific recommendations to solve his 
problems and discuss benefits he would derive by taking such action.   
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The mere fact that he has unsolved problems and challenges facing his business should be enough to 
close every sale.  However, we all know from experience that logic does not always ring the bell of the 
business owner to decide to go ahead with the business analysis. 
 
And, there are many reasons why such simple logic does not close sales. Many business owners are not 
comfortable in making immediate decisions. They don’t know why, but they just don’t feel comfortable.  
Or, they fear that if they make a decision during your initial presentation they will end up regretting 
what they have committed to. Their fear of loss trumps their desire for gain. 
 
When you have gone through several trial closes where the responses lead you to believe the client is 
holding his cards close to his vest and you are not sure where you stand with the client, the prospect of 
closing the sale solely on the basis of the benefits you have described will seem more and more remote. 
 
This is the time when you need to recognize it is time to change the game plan to gain agreement to go 
forward by using a decision-making technique to bring a decision to the forefront.  Just like asking 
questions is a technique in fact-finding which can lead you to a sale, there are also techniques for 
getting the business owner to make a decision by showing him he truly is ready to make a decision and 
does not have to put it off for another day. 
 
One valuable technique focuses on getting the business owner to commit to telling you what is the 
hidden objection which is giving him second thoughts about making an immediate decision.  One 
effective question to bring out the hidden objection is the following:   “Mr. Business Owner, what I have 
found in all my meetings with other business owners is that there are only two reasons why you 
wouldn’t do this.  Either you think the price is too high, or, you don’t believe me.  Now tell me, which is 
it?” 
 
Pause, KEEP QUIET, and let the business owner respond!!!!  99 times out of a 100, the business owner 
will answer the question truthfully and tell you what is keeping him from doing business.  In his answer, 
the business owner will show you the path to the sale.  
 
If he says the price is too high, you know that he has not perceived enough benefit to pay the price you 
have quoted him.  At this point, you have two choices.  You can attempt to show him greater benefit, 
which might work, but that carries the risk that you will never get above the needed threshold to close 
the sale, or you can call your Senex and let him drop the fee so that the benefits will outweigh the cost. 
 
If he says he doesn’t believe our company can deliver the benefits you promised in your presentation, 
you now realize that you have a credibility problem. But underlying the credibility problem is the client’s 
fear that he is going to waste his money on something of dubious value to him.   
 
Overcoming this objection is best accomplished with a two-prong approach.  First, show the business 
owner the 44 where it says that “Payment is made upon satisfactory completion of the business 
analysis.”  You may have mentioned it before, but he either didn’t remember, or didn’t believe you 
when you said it.   
 
Remind him that there is no money up front and that he is in control.  Don’t say, “If you are not satisfied, 
you don’t have to pay.”  If you do, some clients will take advantage of you and just not pay.  Rather, say, 
“What this means, Mr. Business Owner, is that we have to deliver benefit and value to you before you 
pay the fee, and you determine the benefit and value.  In other words, Mr. Business Owner, if you 
receive benefit and value from the analysis of your business—new insights, new understanding, new 
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ideas, new ways of looking at things—then we would expect you to honor the agreement and pay the 
agreed upon fee.  However, if after the analysis you truly believe in your heart of hearts that you 
received no value, and it as completely worthless to you, I wouldn’t expect you to pay.  Mr. Business 
Owner, let me ask you this:  Is that a fair way to do business?”   
 
As soon as he says “yes,” you immediately transition to the phone.   
 
What you have effectively done is to take away the risk that he will spend money and get no value by 
giving him the assurance that he determines whether he receives value and benefit before paying the 
fee.  In other words, you can let him know that we are assuming all the risk in the transaction because 
we are spending our time and money, and perform all the work, before he has to pay the fee for the 
business analysis. If he objects to this straight forward removal of his monetary risk, then you can 
transition into showing him one of the client videos. It just takes pushing “one button” to show one of 
our clients who can attest to the great benefit and value we will provide your prospective client. 
 
When someone does not believe you, the best way to show your credibility is with a past client who can 
explain just exactly how he benefited from our services.  By showing the client testimonials there is a 
high likelihood that your prospective client will relate to the business situation and experiences shared 
by the satisfied client.  And, that is the purpose of the client video testimonials.  
 
Why? There is nothing you can say or do which can top the believability of a client who actually received 
the benefit.  Think of yourself as a starting pitcher.  Sure, you can pitch a complete game and you have 
done it before.  But you can’t be a top pitcher in the league without getting help from your bullpen, and 
that is who our video clients are—the closers in your bullpen ready to close out the game. You are 
judged by wins, not how many innings you pitched in games you lost.  It’s your choice—being 
bullheaded or using your bullpen.  One feeds your ego; the other feeds your income.   
 
It’s just that simple!!! 
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BUDGETING FOR PROFIT 
 
 
Let me show you two equations: 

 
                                         A                                                                   B 
 
                                      Sales                                                             Sales 

                             - Expenses                                                    - Profits 
                               Profits                                                         Expenses 

 
Let me ask you this. Which one of the two equations represents how you run your business? 
 
Let me ask you another question. Where does your CPA or CFO put your net profits on your 
balance sheet, on the top line or the bottom line? (Answer will always be bottom line.) 
 
Just what I thought.  Most business owners look at their profits as the “bottom line” – what’s 
left over after all expenses are paid. This bottom line attitude for profits is a big mistake. It 
comes from years and years of CPA accounting. CPA’s are focused on putting financial records 
together. They are not focused on running a business. If you wanted to take a year off from 
your business, would you choose your CPA to run your business while you were gone? Probably 
not. It doesn’t make sense to take advice on how to manage your business from someone who 
couldn’t run your business. CPA’s know how to do accounting, but most don’t know how to 
manage a business. What does a CPA know about creating employee incentives to increase 
productivity? If your CPA did, he wouldn’t be your accountant. He’d own his own business – not 
doing someone else’s taxes. 
 
So here we are. Instead of putting profit first, you are putting it last – on the bottom line, as a 
leftover from expenses. You have become a prisoner to profit principles set forth by some 
forgotten and nameless accountant who first set up the modern business financial statement 
decades ago. He probably put profit on the bottom line as a by-product of doing the math – 
revenues minus expenses equals profit. Doing simple math does nothing to drive your business 
forward into the future. 
 
There is another way. As a business development company we focus on how we can help you 
make more money, not keep your financial records in order. We focus on what we call 
“managerial accounting” techniques. We show our clients how to budget for profit by making 
profit the first line of “expense.”  Our whole system of profit and expense control is built 
around this powerful idea – you as the business owner need to get paid first, not last. When 
profits are your first line of expense and must be paid just the same as the cost of materials, 
heat, light, air conditioning, and labor, there is an entirely new discipline that is brought to bear 
on running the enterprise. When profit must be paid first, all other expenses must be controlled 
with a tighter leash or they will turn around and bite you. 
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CPA driven operating statements tell you what it costs to do business, but they don’t tell you 
what it should have cost to do business. We show business owners how to develop those 
benchmarks by using a “managerial accounting” system for better management control. Once 
you know what things should have cost, you can determine the proper benchmarks for profit 
accountability by key personnel and by departments. 
 
There are two types of business owners. Most business owners manage activities and treat 
profits as a residual – what’s left over at the end of the year. However, the most successful 
business owners manage profit. Profit should not be what is leftover: profit should be planned 
and budgeted. 
 
These are the guiding managerial principles which have allowed many small enterprises to grow 
into very large businesses. These are the managerial principles upon which all successful 
business models are built. These are the managerial principles which we can show you during 
the course of our analysis of your business. 
 
Don’t you think it would be worth $850 to learn how the best managed and most profitable 
companies maximize their profits by treating profit as the first line of expense? 
 
I can have one of my analysts meet with you. What works better for you, 8 AM or 9 AM? 
 

MEASURE, MANAGE OR GO BELLY UP 
 
One of the keys to closing more sales is asking more questions. The more questions you ask the 
higher your IQ (“intelligent question” quotient). One of the golden keys to the sale is to ask the 
following question: “How many things do you measure (monitor) in your business and how 
often?” If you ask this question early in your presentation, you can come back to close the sale 
with your skillful use of another “power tool”. 
 
It’s a management axiom: If you don’t measure it, you can’t manage it. 
 
Mr. Prospect, you said that you measure 6 things in your business: overhead, labor costs, price 
of raw materials, commission costs, travel expenses and bottom line profits. And you said you 
monitor them on a quarterly basis. 
 
One of the truths of the business management is that if you don’t measure it, you can’t manage 
it. But how do you as a business owner know what to manage? Are you sure you are measuring 
and managing all the critical numbers in your business? How did you decide to measure just 6? 
Why not 8 or 10 or 12? What’s the financial and competitive risk of not measuring and 
managing all that you should in your business? 
 
Most small business owners don’t know what to measure when they begin. They just figure it 
out as they go – by trial and error. That’s risky business. Some figure it out, but most businesses 
fail within 10 years. According to Dun and Bradstreet, only 6 percent of all businesses survive 10 
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years. That’s more errors than successful trials. Few entrepreneurs have a goal to go belly up in 
10 years. 
 
We analyze over 10,000 businesses a year. We show our clients what the best managed and 
most profitable companies measure in their business. We know the critical numbers that every 
business owner needs to track to manage his business profitably for the present and the future. 
Every industry is different and we analyze them all. 
 
You said you are measuring 6 things in your business on a quarterly basis. What if the best 
managed and most profitable companies in your industry are measuring 12 on a monthly basis? 
If that were the case, you’d never maximize your profits. And more importantly, you’d be 
risking failure over the long run as the competitive game becomes more difficult to play 
profitably. 
 
I’m not an expert, but I can get you an expert to analyze your business. I don’t know what you 
should or shouldn’t be measuring, monitoring, tracking in your business. But I do know this: You 
need to know whether or not you are measuring, monitoring and managing all the critical 
numbers in your business. We can do that for you. 
 
“Don’t you think it would be worth $850 to find out what the best managed and most profitable 
companies in your industry measure and manage in their business? What works better for you, 
8 AM or 9 AM?” 
 

TWO PATHS TO CHOOSE 
 
There are only two known paths to success in business. One is to be the first one to do 
something. The second is to model yourself after someone else’s success. The first is highly 
risky, while the second is money in the bank. However, when people focus on finding a 
successful business to model, they often overlook modeling the management. People tend to 
think only in terms of modeling the goods or services sold rather than the management 
techniques of a successful business. 
 
We at SMS help business owners find the most successful management models for their 
business. We are successful in helping business owners avoid the pitfalls of trying to invent the 
management wheel because we analyze over 10,000 businesses per year. 
 
One of the important truths of the past decade is that business has to play at a higher level to 
succeed than was the case 10 years ago. Just because you have been successful in the past 
pursuing one business strategy, doesn’t mean that will carry the profit ball across the bottom 
line for you in the future. 
 
Football is a great analogy. Vince Lombardi won championships by grinding out one yard at a 
time. But just because he was successful with a ground game in the 1960’s doesn’t mean that is 
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likely to succeed in the pass-oriented NFL of today. The San Francisco 49’ers have changed the 
rules of the game with their West Coast offense. 
 
How do you know whether or not your business is stuck with an outmoded business game 
plan? How do you know whether or not you can get to the next level of play which will be 
demanded of you in the future? We can help you get there with an analysis of your business. 
 
The management systems being developed today are being driven by internal and external 
analysis. Let me show you just what I mean. Here are 2 advertisements which both appeared on 
the same day in the Wall Street Journal. Each of the advertisements was seeking to add an 
internal consultant within the company. 
 
(Stop and read part of each advertisement – make a copy of the advertisement found on the 
next page of the Sales Training Manual to take with you in the field.) 
 
Bill Gates, who is worth billions of dollars, clearly understands the value of getting advice 
through objective analysis. He’s hiring people full time to act as outside consultants inside the 
company. He knows the value of doing rigorous analysis on his own company. 
 
If you can afford $95,000 a year per person for a staff of analysts, you probably should do what 
Bill Gates is doing. I can’t argue with his success. But if you can’t afford to spend that kind of 
money, then maybe you should model Bill Gate’s success by having SMS arrange to have a 
professional analysis performed for your business for $850. 
 
The choice is yours: Do you want to spend $85,000 or $850 for an objective analysis? 
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SMG—A STRATEGY FOR CLOSING MORE SALES 

Tom Ryan, Director, Marketing 
 

The key to increasing your sales is to become a disciplined closer.  All too often the prospect will 

try to steer you off on the detours of "no sale."  Therefore, it's important for you to have the road 

map in front of you so that you can get back to closing the sale.  First, you need to have a clear 

understanding of what the client wants.  That comes from a series of probing questions.  Second, 

you need to focus the client on how the analysis will help him achieve what he wants. You 

need to emphasize this over and over again so the client truly understands.  Just hearing it 

gets you a “I want to think about it.”  Getting the client to believe it gets you a sale with a 

signed 44! 

 

There are three things every business owner needs:  a positive cash flow (in the short term), a 

profitable business (in the long term), and ease of operation (for both the short and long term).  

You need to ask a variety of probing questions to find out whether he has achieved these 

objectives.  If he hasn't, you need to find out what problems in each area are preventing him from 

achieving these very worthwhile objectives.  Once you have identified the problems, you need to 

convince him that we can help him solve these problems.  If he has already achieved a positive 

cash flow, a profitable business and ease of operation, then you need to offer our assistance in 

protecting these achievements from the risks associated with a constantly changing business 

world. No business, no matter how successful, is immune from the impact of unforeseen changes 

in business conditions and marketplace competition.   We can help him guard against those 

dangers by giving him what many business executives fail to seek out--objective advice. 

 

After you have asked the right questions and explained the features and benefits of our services, 

you will find that there are only three reasons business owners buy our analysis.   

 

(S)--They want to get their problems Solved; 

(M)--They want to make more Money; 

(G)—The satisfaction Guarantee (They don’t want to take the risk.) 

 

The SMG method of closing allows you to challenge the prospect for the sale.  It gets you 

focused on the final drive to the goal line.   It’s a game you can win with both logic and emotion.  

All of this assumes that you have already spent considerable time selling the benefits of the 

analysis: objective vs. subjective; company goal planning; benefits of key employee interviews; 

review of company records and data; benefits of financial trend analysis, break-even analysis and  

employee incentives.  Here’s the two-minute drill to close the sale. 

 

Solving the Problems: Close hard on the fact that the prospect has problems (which you 

have already identified).  "Mr. Business Owner.  Let me summarize what we are going to 

do for you.  First, you are not the first business owner to face the types of problems you 

have described to me (mention his top three).   We analyze over 10,000 businesses per 

year and know what the best managed and most profitable companies have done to solve 

the very problems you are faced with today.  There is no doubt in my mind that my 
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analyst can give you recommendations to solve the problems you and I have been talking about 

(list the 3 major problems he gave you to personalize it).  The first step to solving your problems 

is to get an analysis of your business so that we can recommend corrective action to solve your 

problems.  You've got the problems; we've got the answers.  These problems are probably 

costing you thousands of dollars in lost profits.  Doesn't it make sense to find out how much 

these problems are costing you so you can turn your problems into profits?” 

 

Finding the Money:  Close hard on the fact that we will find additional profit potential for his 

business.  "Second, Mr. Business Owner, in a typical business, we will find $40,000 to $50,000 

in additional profit potential.  Our analyst will make recommendations for profit improvement 

and the action you need to take to realize these gains.  Don't you think it would be worth $950 to 

find $40,000 to $50,000 in additional profit potential?"  Remember, additional profit can come 

from a variety of strategies: cost reduction, productivity-based incentives to increase sales, and 

tax strategies to lower tax liability, just to give 3 examples. 

 

Guarantee of Satisfaction:  If you have told the prospect we will help him solve his problems 

and we will find an additional $40,000 to $50,000 in profit potential but have not gotten the sale, 

there is only one reason--he doesn't believe you.  He will not come right out and tell you, but you 

have not overcome his skepticism.  You now have found the real barrier to the sale--disbelief.  

Talking about more benefits will only compound the real issue confronting you--his disbelief.  

You have to hit that objection head on.  Disbelief is not an objection which can be overcome by 

deflection.  There is only one way to overcome his skepticism and disbelief--taking away any 

risk he perceives in spending his hard-earned dollars and not getting any value or benefit in 

return, by offering him a guarantee of satisfaction.  

 

"Mr. Business Owner, the third thing we are going to do is provide you a guarantee of 

satisfaction.  “Do you see our “satisfactory completion” clause written in the agreement?  

Payment is made upon satisfactory completion of the analysis.  This means that payment of our 

fee is contingent upon your satisfaction.  I am offering you a no risk opportunity to improve your 

business.  In other words, you have to receive benefit and value before you pay us the fee. And, 

you are the one who determines satisfaction.  If after the analysis, you truly believe you received 

nothing of value and it was absolutely worthless, then you don’t owe us a nickel.  I would not 

expect you to pay.  You can give my analyst a handshake instead of a check.  Why?  Because 

when I spend my hard earned money in the marketplace, I expect to get value in return and I 

deliver no less to my clients.  I am willing to take all the risk.”  Note: you have to set the bar: 

“nothing of value and it was absolutely worthless.”  He may not like what he hears, but that has 

nothing to do with us providing him value.  You have to set the standard. 

 

Alternative Close #1: “ Let me ask you this, is that a fair way to do business? (yes)  (If he says 

yes, then you have a sale.)  All we have to do is call the office to find out when we have an 

analyst available.  What works better for you, 8AM or 9AM in the morning?” 
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Alternative Close #2:  “Now on that basis, tell me why we can’t do business today?”   (You will 

either get the sale or get your final objection to overcome.) 

 

Alternative close #3: (Stand up and reach across the desk with your hand out-stretched to shake 

his hand and say to your prospective client:)  “Can you do this?  If you don’t receive any benefit 

or value from the analysis, can you shake my analyst’s hand instead of giving him a check? 

(Shake his hand--make it real.  When he shakes your hand, he’s shaking on the close of your 

sale.)  Now all we have to do is call the home office and find out when an analyst will be 

available.  Let me ask you.  What works better for you, 8AM or 9AM in the morning?” 

 

Keep this in mind: If you can close the sale simply by selling the benefits, you never have to 

point to the satisfactory completion clause.  The “satisfaction guarantee” close is not meant 

to be your first close. It’s designed to be your last close, if you can’t get the sale by selling 

“value” alone.  In other words, this is your “2 minute drill” at the end of the game--similar 

to a quarterback who has to score a touchdown in the last 2 minutes of the game. In other 

words, just like a team doesn’t quit when it is behind by 6 points and there is only 2 

minutes left in the game without going into its “2 minute drill,” you should not walk away 

until you have used this close as your last drive of the game.  

 

When you say, “Mr. Business Owner, let me summarize what we are going to do for you.”  

This is the 2 minute warning going off in your head.  You now need to take control, just 

like a quarterback takes control of the game in the last 2 minutes.  You are not going to 

answer any more questions or allow the client to divert you from the goal of putting the 

ball in the end zone.  You must be totally focused and intent on running a well-disciplined 

offense where you are directing every play. It is now your game to win or lose.  Never grab 

for the door handle before grabbing for the satisfaction guarantee.  When you grab for the door 

handle, you have no more chances for a sale that day with that client.  You have just given up.  

You want the client to buy the satisfaction guarantee before you buy the callback.  Challenge 

the prospect’s logic. Our “satisfaction guarantee” is in writing.  At this point in the game, this 

should be a no-brainer, both for you and the client.  The payment of the fee is contingent upon 

the client’s satisfaction. Get the prospect engaged with some emotion. To get the client 

emotionally involved, you yourself have to show some emotion in this close just like a 

quarterback does when he’s trying to lead his team to victory in the last 2 minutes of the game.  

You have to go all out.  But to be successful, you have to believe yourself that this is a no-

brainer. This is a no risk opportunity to improve his business and find an additional $40,000 to 

$50,000 in profit potential.  The above promise to provide recommendations of $40,000 to 

$50,000 is for a typical client doing $1 million in sales.  When promising profitability 

recommendations, you can use these ranges for clients with the following sales volume. 
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While the problem costs will vary widely among businesses, use the following as guidelines 

when promising profitability recommendations to the business owner a minimum 5%, with 

exceptions, as noted below: 
 

Annual Sales   Profitability Recommendations 

$800,000 to $1 million  $40,000 to $50,000 

$1 million to $3 million  $50,000 to $150,000  

$3 million to $10 million  $150,000 to $500,000  

$10 million plus   $500,000 minimum 

 

Emphasize with the client that this is the minimum profitability recommendation! 

 

Selling satisfaction is being used more and more by businesses as a sign of confidence in their 

products and services.  You must, however, make your offer believable.  Be genuine.  You must 

show both sincerity and conviction.   

 

Alternative Close #4: “Mr. Business Owner, I don’t understand how you could not accept this no 

risk offer to provide you with recommendations to solve your problems and make more money.  

Is it because you don’t believe me?  (pause for his agreement that you have hit the objection)  

What I would like to do is call one of my senior executives in the home office and have him 

verify to you that what I am telling you is the truth--this is a no risk opportunity for you to find 

out how you can solve your problems and make more money.  Can I dial an 800 number from 

your phone?”  (After the client says yes, take control, call the office to have the Senex confirm 

what you have said is true and close the sale.) 

 

Cautionary advice:  This is a cash collected business.  If we don’t get paid, you don’t get 

paid.  If your NFC (no fee collected) rate is more than 10%, you are selling the “satisfaction 

guarantee” too hard.  Re-evaluate how you are using this close and make the needed 

adjustments.  Keep this in mind: This is a “closing” strategy, not a presentation strategy.  

You need to have built the value of all our services, including strategic tax planning, during 

your presentation before you use the SMG close. If you have built the value, the SMG close 

provides a quick summary of the specific benefits you have already discussed with the 

client during your fact finding.  If you fail to establish the benefit to the client before using 

the SMG close, you will end up with an NFC.  If you fail to make a good presentation, the 

client will only by buying the guarantee.  If you make a good presentation, the client will be 

buying the benefits.  Which do you think is the stronger sale?  To use a sports analogy, in 

golf it’s often said “Drive for show and putt for dough.”  Your formal presentation is the 

driver in your golf game while this can be your money stroke once you are on the green for 

a birdie put.  Don’t be a fool and try to drive with the putter. 
 
 
 
 
 
 
 

 



Sales Training Information. 

124 
Edition XLI © Copyright SMS, 2017 All Rights Reserved 

“WAKE UP AND SMELL THE COFFEE” CLOSE OR, 
“WALK IN THE DOOR WITH A STARBUCKS” CLOSE 

TOM RYAN, DIRECTOR, MARKETING 

 
Sometimes the difference between success and failure is simply having the wisdom to 
seek an objective, third-party point of view. The one thing that you can’t provide 
yourself is an objective point of view. No matter how smart you are, your view will 
always be subjective. In business the failure to seek out an objective, third-party point of 
view from time to time can be the difference between success and failure. Failure 
doesn’t have to mean closing the doors: failure can mean missing an important 
business opportunity, or, perhaps, the opportunity of a lifetime. 
 
25 years ago if you asked a person what brand came to mind when you said the word 
“coffee”, he most likely would say Folgers or Maxwell House which dominated the 
coffee market. Today if you asked a person what brand comes to mind when you say the 
word coffee, it’s more likely than not the person will answer Starbucks. 
 
Starbucks has revolutionized coffee consumption in the U.S. because of one man – 
Charles Schultz, now Chairman of Starbucks. In the early 1980’s Schultz was working for 
a Swedish house wares company in New York when he noticed that a small coffee 
company in Seattle was ordering more coffee makers than anyone else. He flew out to 
Seattle to investigate, became its marketing director, and on a trip to Milan for an 
international house wares show observed that there was an espresso bar on every 
street in Milan. The idea for Starbucks as we know it today was born – from the synergy 
of an outside view brought to the company by a supplier turned marketing director and 
the exposure to a new way to drink coffee from outside the United States I Milan. Today 
the specialty coffee market is a multi-billion dollar industry and Starbucks has a market 
share of over 40%. 
 
Now, let’s step back to the 1980’s when the coffee market was dominated by Maxwell 
House and Folgers, both of which are owned by large multi-national corporations. 
Maxwell House is owned by Kraft, which is part of Phillip Morris, and Folgers which is 
owned by Proctor & Gamble. The executives running Maxwell House and Folgers were 
smart people. They dominated the coffee industry for decades. They built their brands 
into the dominant coffee products in supermarkets around the country. They were at 
the top of their industry. Certainly, they knew their business, knew their products, knew 
how to grow their business, and knew their customers. Or did they??? 
 
How did they miss the biggest change in the coffee industry in a generation? How did a 
house wares executive outsmart the barons of the brewed beverage industry with a 
formula to quadruple the price of a cup of coffee, transform the industry, and then take 
a 40% share of the specialty coffee market segment, while building a $6 billion 
company?  
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While the bean counters at Maxwell House and Folgers were focused on holding down 
costs with lower quality beans for low-cost supermarket coffee shoppers, Starbucks was 
raising consumer expectations by buying only the best beans and charging a premium 
for each “cup of Joe” they brewed. Actually, the premium price they charged was 
calculated to be more than just marginally higher to cover the cost of the better beans 
to produce a better cup of coffee, it was designed to be more like a double shot of 
espresso to add to their bottom line. And it did! 
 
How could the top executives at Maxwell House and Folgers miss the biggest change in 
the coffee business in a generation? How did they miss the market for premium coffees 
for more than a decade? Folgers has just recently entered the whole bean market with 
its own premium brand of Folgers whole bean coffees – Folgers Gourmet Selections. 
Why did it take them so long? How could they ignore this market opportunity while 
others grabbed a huge market share? 
 
What Starbucks got from the house wares executive Schultz (who on his own knocked 
on the company’s door), was an objective, third party point of view. Even though 
Schultz joined the company as a marketing executive, he was just like an analyst coming 
into the company, offering its original owners the objective point of view on how to 
expand their business which they could not provide on their own. It was his outsider’s 
point of view which he turned a small Seattle based whole bean coffee company into 
the powerhouse coffee brand it is today.  
 
It is rare for an outsider to knock on your door to offer an entirely new understanding of 
one’s business. But when it happens, it can be magic. And, that is what we offer our 
clients. The opportunity to have someone come in from the outside to provide not only 
an objective, third party point of view, but some magic as well. 
 
The risk of not getting a third party point of view may not necessarily lead to outright 
failure, but it may be that you will miss the opportunity of a lifetime. That’s not a risk 
that you should be willing to take, if you can avoid it. Don’t you think it makes sense to 
have us come in to provide you with an objective, third party point of view, to see how 
you can grow your business and what new opportunities may be standing right 
outside your door?  
 
(Immediately after the business owner says “yes”, say to him) “Great! All we need to do 
now is call my home office and find out when the right analyst will be available for you. 
Can I dial an 800 number directly from your phone, or do I need to dial a ‘9’ first? 
 
Note: If you really want to bring power to this story, walk into the business owner’s 
office with a Starbucks cup (filled with coffee or just empty) to use as your story starter 
and your sale closer! And, remember this: Presentations tell, stories SELL! 
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THE BALLOONIST 
 
There once was a balloonist who loses his way and is forced to make an emergency 
landing in an open field next to a road. Upon landing, the balloonist sees a man walking 
alongside the road and yells over to him, “Where am I?” 
 
“You are in a balloon basket in the middle of the field,” is the reply from the man 
walking along the road. 
 
“You must be an accountant,” says the balloonist. “The information you just gave me is 
perfectly accurate, but it is absolutely of no use to me.” 
 
“And you must,” replied the passerby, “must be a CEO. You’re operating a craft over 
which you have no control and want me to tell you where you’re going.” 
 
This is the problem facing most business owners – having the necessary information to 
control their business. We build the information systems to help you manage your 
business by giving you more control. The more useful the information you have in 
business, the more control you have over your business and your financial future. 
While this is a humorous story, it actually underscores the problem facing most business 
owners and what we do to help you improve your business operations. We build 
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information systems to help you manage your business by giving you more control. The 
more useful information you have in business, the more control you have over your 
business and your financial future. 
 
So the question facing each business owner today is, “Do you have maximum control 
over your business? Or, do you need more useful information on how to navigate the 
difficult course in building a profitable business for the long run to secure your family’s 
financial future?” If you can’t answer “ABSOLUTELY”, without hesitation, to the first 
question, then it’s time to have SMS do a comprehensive analysis of your business. You 
have nothing to lose and more control over your business to gain. 
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“NAVIGATING WITHOUT CHARTS” CLOSE 
TOM RYAN, DIRECTOR, MARKETING 

 
Imagine for a moment, Mr. Business Owner, you were the captain of a small to medium 
size passenger ship with a dozen families, whose lives were dependent upon your 
stewardship. And, you were planning to set out on a long cruise to many tropical islands 
to search for your paradise, through waters which you had knew had many treacherous 
reefs hidden below the surface and which had spelled doom to many boat owners who 
have traveled these waters before you. In addition, you had never taken this journey 
before. 
 
As you prepare for this journey, you would prepare the boat with everything you need, 
wouldn’t you? As the captain of the boat, with so many families depending on you 
making the right decisions, you would want to be fully prepared, wouldn’t you? 
 
Do you think in your preparation you would want to purchase some navigation maps to 
determine where the reefs are that could sink your boat and risk the lives of you and all 
your passengers? Do you think you might even want to go beyond the 19th century 
navigation techniques of just reading a map and avail yourself of the latest technology 
by purchasing a GPS system for your boat so you can increase dramatically your margin 
of safety in navigating through areas with dangerous reefs? 
 
Of course you would. Yet when it comes to being the captain of your business, most 
business owners like yourself just plow ahead like the captain of the Titanic, going as 
fast as you can and hoping you will make it to your destination. That’s why so many 
businesses fail. Most business owners don’t take the time to buy the charts, study the 
charts, and navigate using the charts – much less purchase a GPS system for their 
business. 
 
That’s what we do for our clients. We are the cartographers and GPS system builders for 
small and medium size businesses. We have provided business charts to over 150,000 
captains for their journeys and have installed over 75,000 GPS systems for those who 
want the very best information systems for their journey. We provide you with the 
financial and performance benchmarks you need to run your business and the 
management systems you need to keep your business on a safe course. 
 
So let me ask you this Mr. Business Owner, do you have all the charts you need to avoid 
the treacherous reefs in the journey ahead, and shouldn’t you explore the benefits of 
installing a GPS system for your business to provide you the best information available 
for navigating your business in the future? 
Doesn’t it make sense to bring in the best cartographers in the business to help you map 
out your journey and secure the future for your family and employees? 

 
 



Sales Training Information. 

129 
Edition XLI © Copyright SMS, 2017 All Rights Reserved 

BUSINESSES AT THE TOP OF THEIR GAME NEED OBJECTIVE THIRD PARTY 
REVIEW TO MAINTAIN THEIR COMPETITIVENESS 

TOM RYAN, DIRECTOR, MARKETING 
 
When a business is having trouble, losing money or market-share, the need for an 
analysis is readily apparent. However, one of the more difficult objections to overcome 
is when the business owner tells you he is running a successful business and, therefore, 
does not need an analysis of his business. What follows is a proven way to overcome his 
objection and close the sale. 
 
“Mr. Business Owner, take a look at this chart showing the top selling beers in the 
United States in 1973 and again in 1994. Take a look at the beers which were in the top 
ten in 1973, but which were not in the top ten 21 years later in 1994. 
 
In 1973 there were 6 beers in the top ten which did not make the top ten list in 1994: 
Schlitz, Pabst Blue Ribbon, Schaefer, Stroh’s, Falstaff, and Carling Black Label. These 
beers and their breweries were all very successful in 1973. All were selling millions of 
bottles of beer. All were at the top of their game, having moved into the top ten of the 
brewing industry. All had become a national brand. 
 
I am sure that if I had approached all six of the CEO’s back in 1973 to present them with 
the opportunity for an analysis of their business, they would have told me much the 
same thing you are telling me today. They would have told me that they were one of the 
most successful breweries in the nation – producing one of the top ten selling beers in 
the country. And as a result, they didn’t see the need for an analysis. Why would they 
need a review of their business, when they were one of the most successful breweries in 
the nation with nothing but a foamy, frothy, future to look forward to? 
 
However, just two decades later these 6 brewers, who had climbed to the top of their 
industry, had fallen out of the top ten, and several had failed completely. How could this 
happen to such successful brewing companies like Schlitz, Falstaff, and Carling Black 
Label which are no longer in business? (Schlitz is out of business and the name is no 
longer in use, while Falstaff and Carling Black Label went out of business, but sold a 
license for two other brewers to use the names of the Falstaff and Carling beers.) 
 
If you look at the top ten beers in 1994, you will see that 5 of the 6 new beers which 
made it into the top ten in 1994 and replaced the 6 who fell from their lofty perch, were 
all “light” beers: Bud Light, Miller Lite, Coors Light, Natural Light (Anheuser – Busch), and 
Busch Light Draft. Let’s go back and take a look at the 6 who fell out of the top ten: 
Schlitz, Pabst Blue Ribbon, Schaefer, Stroh’s, Falstaff and Carling Black Label. What you 
will find is that these highly successful brewers in 1973, missed the biggest trend in the 
beer industry to come along in the intervening 20 years – the light beer craze. Have you 
ever heard of a Schlitz Light, a Falstaff Light, or a Pabst Blue Ribbon Light? 
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Let me ask you this Mr. Business Owner, how could 6 of the best beer barons in the 
country who were at the top of their game in 1973, running one of the most successful 
breweries in the nation, miss the biggest change in the beer industry to come along in a 
generation? 
 
If any of the CEO’s would have asked you and me what they needed to do to stay on 
top, we could have told them they needed a light beer, right? But even with all the 
smarts and business savvy they had to climb to the top, they forgot one of the most 
important rules in business: Every business needs to obtain from time to time an 
objective third party review of its business. In fact, failure to seek an outside, 
independent review is one of the biggest unforeseen risks for a successful business. You 
can keep an eye on your competition, but one of the most difficult things to do is keep 
an objective eye on yourself. 
 
So let me ask you this Mr. Business Owner, if this can happen to some of the best CEO’s 
in business, don’t you think it could happen to you? (Wait for response) The best way to 
protect yourself from a lack of objectivity is to have us come in and do an analysis of 
your business operations. For businesses doing well, it’s like buying an insurance policy 
on your judgment. Doesn’t that make sense to you? (Wait for positive response and call 
to schedule.) 

 
 

TOP - SELLING BEERS              

           

Here's a look at the 10 best selling beers in the United States:    
           

1973    1994      

1.Budweiser   1. Budweiser     

2. Schlitz    2. Bud Light     

3. Pabst Blue Ribbon  3. Miller Lite     

4. Coors    4. Coors Light     

5. Miller High Life   5.Busch      

6. Schaefer   6. Natural Light (Anheuser - Busch)   

7. Stroh    7. Miller Genuine Draft    

8. Falstaff   8. Milwaukee's Best(Miller)    

9. Busch    9. Miller High Life     

10. Carling Black Label  10. Busch Light Draft    
           

source: R.S. Weinberg & Associates, Beer Marketer's Insights       
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MORE MONEY IS NOT THE ANSWER 

TOM RYAN, DIRECTOR, MARKETING 
KEN SWEET, EXECUTIVE DIRECTOR, CONSULTING SERVICES 

 
Every business owner has two obligations: 
 

-Run the business as if it were for sale every day 
 
-Run the business so that it qualifies for additional financing whenever necessary 

 
 
However, just because a successful business owner runs his business so that he qualifies 
for additional financing whenever necessary, that does not mean that a prudent 
business owner runs to the bank for a loan every time he needs money. In fact, the vast 
majority of the business owners who seek loans don’t qualify. 
 
In 2003 a government study revealed that small businesses made 15.7 million loan 
applications, the majority of which were denied funding. The most common reasons 
loan applications are denied are as follows: 
 
       -The prospects of repayment are poor 
 
       -The applicant lacks a viable plan 
 
       -The applicant has inadequate management skills 
 
       -The business appears too risky 
 
       -There is not enough security for the loan 
 
       -The applicant has a poor credit history 
 
       -The product or market is unproved 
 
       -Not enough equity in the business 
 
Lenders typically have underwriting approval guidelines that include 25 or more criteria, 
which include the following: 
 
Equity to Debt Ratio 
Profit Margin 
Debt to Worth Ratio 
Operational Cash Flow to Current Portion of Long Term Debt 
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Index of Sustainable Growth 
Accounts Receivable Days 
Current Ratio 
Quick Ratio 
Inventory Turnover in Days 
Accounts Payable Days 
Breakeven Percent of Sales 
EBIT Interest Loan Coverage 
Working Capital Coverage 
Profit Before Tax to Net Worth 
Profit Before Tax to Total Assets 
Sales to Net Fixed Assets 
Pro Forma Debt to Net Worth 
Sales to Total Assets 
Operational Cash Flow After Debt Amortization to Total Assets 
Existing Principal and Interest Cash Coverage 
New and Existing Loan Cash Coverage 
Sales Trend Direction 
Sales to Receivables 
Pro Forma Net Worth to Expenses Plus New Total Debt Service 
Altman Z Score 
 
Read the above list to the prospective client. Ask him how he thinks he would stack up against 
these banker/lender benchmarks for loan approval? 
 
Then ask: 
 
“Do you really need another loan payment? What if we could show you a way to manage your 
existing cash flow more effectively? 
 

OR 
 
Do you really need more money, or do you just need to manage your existing cash flow more 
effectively? (Wait for his response). A loan is never a solution to a problem. It is only a means to 
an end. Doesn’t it make sense to have one of our Senior Business Analysts conduct an objective 
analysis of your business to see if we can show you how to manage both your cash flow and 
your business better than you have been able to do on your own? As soon as the business 
owner gives you an affirmative response, call your Senex! 
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MEMORANDUM 
 
DATE:         NOVEMBER 24, 2008 
 
TO:              ALL SENIOR AREA MANAGERS 
 
FROM:        TOM RYAN 
 
SUBJECT:    HOW TO CLOSE MORE SALES USING 
                   “PROFIT INCREASE” or “TAX SAVINGS” 
                     ALTERNATIVE CHOICE TO DO BUSINESS 
 

USE THIS “POWER CLOSE” ON TAXES TO CLOSE MORE SALES TOMORROW 
AND CALL YOUR SENEX FROM THE CLIENT’S OFFICE TO HELP CLOSE TAX SALES 

 
We can help business owners in the United States and Canada reduce both their personal and 
corporate income taxes. However, if you aren’t asking about taxes, you are leaving sales on the 
table. 
 
The key to any sale is to provide a benefit to the client. However, if you are solely focusing on 
getting pain on the table or improving the profitability of the business, you will miss those sales 
where the business owner is successful, does not have any pain, and is making a lot of money. 
The business owner, however, often does not come out and tell you the real reason he is not 
interested in doing business with you because it is human nature to want to avoid conflict and 
confrontation. Therefore, he may listen to you, but in the end will send you on your way with a 
“let me think about it” or “give me a call back”, otherwise collectively known as the “brush off”. 
You lost the sale because you failed to show the client a benefit he needed. 
 
As a quick rule of thumb, if you’re prospective client is paying more than 30% (40% in Canada) 
of his adjusted gross income in taxes, either personal or business; we can help the client reduce 
his taxes through our affiliated company, STA. It is a virtual certainty that the client has failed to 
take advantage of all legal options for tax reduction.  
 
Taxes are one of the most overlooked costs in running a business. Business owners have no 
expertise in tax law and, as a result, have no way of knowing whether they are taking advantage 
of all legal options and strategies. Therefore, they need to rely on outside advice and all too 
often give it very little of their attention. STA has attorneys on staff that can provide our clients 
with comprehensive business advice including advice on tax reduction strategies as part of a 
Consulting Services project. 
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Just talking about taxes, however, will not lead to a sale unless you develop an effective closing 
technique. Half of your sales come from imparting information to a client who sees the benefit 
and decides to buy our services. The other half comes from developing effective closing 
techniques. Therefore, if you are just mentioning taxes, but not developing effective closing 
techniques, you will leave half of your opportunities on the table. 
 
Here is a “power close” designed to close the sale either on increasing profits or reducing taxes 
by letting the client choose which survey door he wishes to open. It’s the traditional 
“alternative” choice close – “Would you like the red one or the green one?” 
 
Mr. Business Owner, let me ask you a question. Are you more interested in increasing your 
profits, or are you already making a lot of money and are more interested in reducing your 
taxes? We can do both of these to help you increase your bottom line. So, are you more 
interested in increasing your profits, or reducing your taxes? (Pause and wait for a response, do 
not let the client go off on a tangent, or ask you more questions, where you will get off on a 
detour to “no sale.”) Once the client answers make the transition to schedule. 
 
Note: There are no “tax only” surveys or Consulting projects. Analysts are not tax experts and 
cannot give tax advice. When STA does a tax project, the benefits are always greater than the 
cost of the STA project and may even pay for the Consulting Services as well. 
 
Remember:  promise the potential for tax savings, not the certainty. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 



Sales Training Information. 

136 
Edition XLI © Copyright SMS, 2017 All Rights Reserved 

STA – TAX SERVICES 
 
STA, Strategic Tax Advisors, provides tax services to our ever-expanding client base. STA is 
comprised of a large group of tax professionals who have come from a variety of professional 
backgrounds, including former IRS tax agents, CPA’s, CFA’s (certified financial analysts), CFP’s 
(certified financial planners), CEA’s (certified estate administrators), MBA’s, LLM’s (masters of 
law), compliance specialists, and enrolled agents who can practice before the IRS. In addition, 
several of our tax professionals have significant experience working for one of the large 
accounting firms. 
 
The focus of STA is to provide a broad array of strategic tax planning for our clients, for both 
their business and personal needs as a business owner, with the goal to effectuate change in 
these 5 major areas: 
 

 Minimize taxable income 

 Reduce marginal tax rate 

 Qualify business for available tax credits 

 Minimize the impact of the “alternative minimum tax” 

 Defer and/or control when tax is required to be paid 
 
STA has developed several models which will provide our clients with tax savings illustrations 
for both one year and five year projections, involving 233 weighted factors for federal and state 
tax liability and 178 factors for estate planning. In addition to helping business owners minimize 
their tax liabilities, STA will also help business owners develop asset protection strategies, for 
both estate planning and personal liability. 
 
In a typical business, STA is usually able to develop a tax plan which will reduce taxes. STA looks 
for savings through strategic tax planning for the future. Developing a tax plan will often include 
tax planning to reduce estate taxes. This is an area often overlooked by the CPA hired by the 
business owner to handle the tax compliance work of the business. Do not promise to the client 
that STA will be looking at re-filing past returns to pick up missed deductions. 
 
Keep in mind that we will not conduct a “tax only” analysis and that the delivery of our tax 
services will continue to be tied to a Consulting Services project. However, when it comes to the 
presentation of our broad range of services, a discussion of our tax division is not only prudent, 
but essential to providing your prospective clients a comprehensive understanding of the many 
benefits we can provide.  
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SELLING TAX to SELL MORE SURVEYS 
 
Sales reps and business owners are alike when it comes to taxes. While business owners often 
overlook the benefits of a tax review to add to their bottom line, sales reps often overlook the 
benefits of STA’s tax services to get a sale – adding to their own bottom line. 
 
Why is that?  
 
How to reduce taxes is a mystery to both the business owner and the sales rep, so the owner 
does nothing and the sales rep doesn’t sell it. All too often we live in the comfort zone of what 
we have always done. Business owners need to look beyond the short term needs of their day 
to day operations of their business to the long term benefits of tax planning.  
 
STA has found that the typical business owner is overpaying his taxes by 15% to 40%. The 
Senior Business Analyst will be able to provide the range in dollars as to the expected benefit 
the client will receive by engaging STA to make the necessary changes in the business to 
produce a reduction in taxes. 
 
Most business owners make the mistake of looking to their CPA to reduce their taxes when tax 
time rolls around every April. However, when the books are closed on the year, nothing can be 
done to lower taxes. Tax liabilities are created from transaction based events which occur 
during the tax year in question. Once the year is over, one can’t change the transactions which 
impact the tax liability for the year. Every CPA must deal with the historical record created by 
the business owner from the prior year. Therefore, the time to take action to lower one’s taxes 
is through the proper tax planning of taxable transactions before the year is over. 
 
In addition to a 15% to 40% reduction of tax liability which can be expected from STA’s tax 
planning, the client will also benefit from an improved positive cash flow. Consider this: If STA is 
able to reduce the ultimate tax liability which will be owed to the federal government in the 
following year, that means the business owner will be required to make smaller monthly or 
quarterly tax payments as required by federal tax law. In other words, a 40% reduction in 
expected tax liability means the business owner can reduce his tax payments by 40%, resulting 
in a significant improvement in the positive cash flow of the business. Few business owners 
foresee this as a benefit of tax planning, which when explained, can help you close more sales. 
 
In addition to lowering current tax liabilities, STA can help business owners plan to reduce the 
estate tax liability of the business owner. One of the biggest reasons why businesses don’t pass 
successfully to future generations is because of poor tax planning by the business owner, or 
worse, no tax planning at all. 
 
Joe Robbie owned the Miami Dolphins, but when he died, his children had to sell the team to 
Wayne Huizenga*, who made a fortune as the owner of Waste Management and Blockbuster 
Video, to raise the capital necessary to pay the estate taxes. Estate taxes run between one-third 
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and forty-eight percent of the value of the estate.  Moreover, estate taxes are due in just a few 
months after the death of the owner. 
 
The failure of proper estate planning is a double whammy for the family of the business owner. 
Not only does the family often have to sell the business to pay taxes, but because the money to 
pay taxes has to be raised quickly, the family often has to sell the business significantly below 
its market value simply to generate a quick sale. Therefore, the family is a double loser having 
to sell the business to pay taxes and having to accept a price below its value. 
 
The benefits of STA need to be presented to every business owner. Poor tax planning will result 
in paying more taxes than necessary and may jeopardize the ability of the business owner to 
successfully pass the business on to future generations. 
 
The bottom line: If you are not selling the tax benefits of STA in every presentation, you are 
leaving sales on the table. 
 
*Wayne Huizenga began as an entrepreneur in 1962 starting Waste Management with a single 
garbage truck. In 1984 he scrapped the garbage business and bought a 19 store video chain 
called Blockbuster Video, which he expanded, nationwide before selling it to Viacom in 1994 for 
$8.4 billion. 
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10 QUESTIONS TO ASK A CLIENT TO SELL A SURVEY WITH AN STA PROJECT GO  
 
1. Describe the level of tax planning you do annually to reduce taxes AND the risk of an audit? 
 

The IRS continues to announce its intent to audit more family and closely held businesses. 
It’s simply a way to raise revenue for the IRS.  
 

2.  How often do you meet with your attorney and CPA to discuss new ideas and opportunities 
      relating to personal and business asset protection and tax planning? 
 
3. Your CPA prepares your financial statements and tax returns, but does you’re CPA have the 
     resources at their disposal to stay current with the seven million word tax code and regulation? 
 
 4. Do you realize that by minimizing taxes across the board you can create a competitive 
      advantage in your market? 
 

If your competition does proactive tax planning, do you realize you have to work harder just to 
keep up? 
 

 5. Do you realize that in a review of tax records from the past decade, the US General Accounting  
      Office stated that 94% of companies paid less than 5% in tax, and 61% paid NO tax at all? 
 

Based on these numbers do you think you are paying more than your fair share of tax? 
 

 6. Has your attorney discussed alternative entity options with you such as LLCs and multi-entity  
      structures that could potentially provide you and your business the ability to better protect your  
      assets AND reduce your taxes? 
 
  7. Has your attorney educated you on the requirements of following corporate requirements to 
       ensure your personal assets are protected from business creditors? 
 
  8. Do you realize if you are not having corporate meetings, updating corporate minutes and 
      records, and avoiding co – mingling corporate and personal assets and funds a court may allow a 
      business creditor to seize your personal assets? 
 
  9. Will you have enough money to retire with AND do the things that you have always wanted to? 
       Do you have the financial base for an early retirement? 
 
 10. How do you plan to exit your business? Has anyone discussed the tax advantaged options 
       available to you? 
 
 Who will help you Mr. /Ms. Client? The answer is simple – STA can. STA can do everything discussed 
above. More importantly STA will educate you on the alternatives and options available and help you 
make the best decisions. Your financial future depends on it. Our Senior Business Analyst can provide you 
a tax illustration during the business analysis to show you on paper how our tax services division can put 
tax savings in your pocket, protect your assets from creditors, and develop a strategic tax plan for you 
and your business so that you can achieve your financial goals for the future. 
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HOW TO USE STA TAX SITE TO CLOSE SALES 
 
STA has expanded its website to include more useful information about finances and taxes 
which can help close more sales. 
 
To access this information, go to http://www.sta-na.com 
 
If you are not talking taxes, you are losing sales. It’s as simple as that. However, it is important 
that you do not, and I repeat not; sell the analyst in as a tax expert. The analyst is not the tax 
expert and cannot give tax advice. Tax benefits can only be achieved as part of a Consulting 
Services project where the STA tax attorneys, CPA’s, former IRS agents, and other professionals 
can provide the needed expertise for the client and his business. Moreover, we will never 
provide a “tax only” analysis. If you understand both the benefits and the limits of what we can 
offer, you can turn our tax expertise into an ever flowing pipeline of sales and greater income. 
However, if you misunderstand the benefits and limits of what we can do, you will mislead your 
clients as to what and how we can achieve tax benefits, leading to an ever-flowing pipeline of 
“No Fee Collected” surveys where there is nobody to blame but yourself. 
 
While the STA tax work must be done in conjunction with a Consulting Services project, the 
monetary tax benefits produced by STA may actually be greater than the cost of the consulting 
project itself. 
 
STA has created a proprietary tax illustration software program exclusively for the use of our 
Senior Business Analysts. This program enables the Senior Business Analyst to input certain 
information from our client’s personal and business tax returns and provide our clients with an 
indication of the potential savings that may be achieved through implementing the tax 
strategies. Remember, as with all consulting, the combined tax strategies presented by STA are 
developed to address the client’s specific business and personal circumstances. 
 
The “Preliminary Tax Savings and Exposure Illustration” presented to the client by the Analyst 
considers the effect of : 233 different factors in arriving at the projected income tax savings, 
178 factors relating to estate/inheritance taxes and fees, 89 retirement planning factors, 22 
succession planning factors, and 38 factors in the area of asset protection. 
 
The illustration depicts tax savings in three specific time frames and reflects the impact the 
strategies will have on income tax savings, estate/inheritance taxes and fees savings, existing 
tax exposure, and asset protection. The specific savings are presented in terms of a range of 
savings. After having run hundreds of illustrations, it is fair to say typical clients can expect to 
see themselves above the middle of the range (by implementing the recommended strategies). 
 
The illustration was designed to target the specific interests of the broad range of clients STA 
encounters. While most clients express an interest in the asset protection number, the late 50’s 
and older clients tend to show more interest in the estate/inheritance taxes and fees savings – 
demonstrating their concern with passing the majority of their assets to their heirs (as opposed 

http://www.sta-na.com/
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to Uncle Sam): while the clients under 60 tend to be more interested in the one year and five 
year savings – demonstrating their focus on growth of their financial assets. 
 
The illustration is something generated for the client during the analysis, and presented to 
him/her during the findings meeting. 
 
STA can help business owners with tax planning to minimize future taxes as well as provide 
immediate assistance to business owners who currently have tax problems. 
 
Tax planning is the process of structuring and conducting business and personal transactions so 
taxes are either reduced to the lowest possible level, or eliminated altogether. The aim of tax 
planning is to maximize “after tax” income. 
 
Tax planning is structuring business or personal transactions so as to accomplish one or more of 
the following five objectives: 
 

 Minimize taxable income 

 Reduce marginal tax rate  

 Qualify for available tax credits 

 Minimize Alternative Minimum Tax 

 Defer and/or control when tax is required to be paid 
 
While planning for “tax avoidance” is legal, planning for “tax evasion” is illegal. STA’s tax 
experts will engage in tax planning to minimize tax obligations and steer clients away from 
strategies which might later be judged as “tax evasions.” The benefits if expert counsel in 
determining the appropriate tax treatment for various accounting strategies and reporting 
requirements has been made ever more important after the Enron and WorldCom business 
scandals. STA can provide our clients with expert advice on the tax implications of their planned 
business and accounting decisions. 
 
In addition to providing tax planning advice, STA is also able to assist clients with a variety of 
other matters which have tax implications: 
 

 Business structure review and recommendations 

 Examine transfer – pricing methodologies 

 Sales and use tax structuring and representation 

 Tax exposure assessments 

 Methods for maximizing shareholder value 

 Succession planning 

 Estate planning 

 Tax deferral and avoidance planning 

 Employee retention planning 

 Employee benefit evaluation and planning 

 Asset protection 
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 Retirement planning 

 Business purchase & sale tax minimization structuring 

 International business planning and structuring 

 Negotiation and arbitration representation 

 Tax review and submissions support 

 Representation in audit and tax controversies 

 Tax defense advisory and representation 
 
The STA tax site provides a variety of financial and tax advice for our clients. The STA tax site is 
more than a site to promote our tax consulting services. It is a resource for useful information 
for all who visit and make use of its many features. The site has articles on a variety of financial 
topics as well as specific information on tax issues, such as rules for deductions for both 
business and personal taxes. The site has IRS tax forms and tax publications which can be 
printed directly from the site. 
 
The site provides advice on a large variety of financial topics and offers a built-in calculator to 
help people use the site to make decisions about taxes, business, personal finances, insurance 
needs, investments, and how to plan for retirement and save for a child’s college education. 
The site also has updates for stock quotes and indexes (displayed on a 20 minute delayed 
basis), while also allowing you to create and track your personal portfolio of stocks directly on 
the site, with access secured by a personally selected password. 
 
Ask your prospective client whether they have access to the web while you are talking with 
them. If they do, you can direct them to the STA tax services website by following the steps 
outlined above. 
 
While some sales come from asking the right question, other sales come by demonstrating the 
long-term value we can bring to the client. By opening the eyes of your prospective client to our 
tax services, you will be able to show the business owner that the benefits we offer goes far 
beyond the initial survey and will continue to benefit the owner far into the future. You can 
turn the survey sale into a relationship sale by opening the door to STA. STA’s tax benefits are 
tangible – something which the business owner can clearly see as beneficial to himself and his 
business. The more tangible you can make the benefits, the more likely you are to close the 
sale. 
 
Most business owners will tell you they already have a CPA or accountant who provides both 
business and tax advice. So why should a prospective client want STA as a long-term business 
resource for tax planning and advice? 
 
First, the scandals involving Enron, Andersen Consulting and WorldCom involved questionable 
accounting practices. In the wake of the Enron/Andersen scandal new rules passed by both 
Congress and the SEC prohibiting accounting firms which provide audits of publicly-held 
companies to also provide consulting advice to the same client on their business practices. It 
was this failure to separate accounting from consulting that lead to the downfall of Andersen 
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Consulting, which was convicted on a charge of obstruction of justice in the Enron case. While 
the new rules separating accounting and consulting only apply to publicly held companies, the 
reason for the separation is applicable to privately held small and medium size businesses as 
well. Accountants should not provide management consulting advice to their clients. 
 
Second, CPA’s often don’t have the time to keep up with the ever-changing world of tax law 
regulations. The federal tax code is comprised of 45,662 pages and contains 1.4 million words – 
that’s 500,000 more than the Bible. The IRS is currently engaged in 250 tax guidance projects, 
whose recommendations will be made public as they are completed. STA’s business is tax law, 
not accounting. 
 
See attached illustration for example of what the Business Analyst will show the client when 
you have identified tax issues as one of the major concerns of the client. 
 

TAX PLANNING – WHAT’S IT ALL ABOUT? 
(FROM STA’S WEBSITE) 

 
Simply stated, Tax Planning is the process is the process of structuring and conducting business 
and personal transactions so taxes are either reduced to the lowest possible level, or eliminated 
all together. The aim of Tax Planning is to maximize “after tax” income. 
 
As to the propriety of tax planning, U.S Federal Court Justice Learned Hand stated quite 
succinctly: 
 
“Over and over again courts have said that there is nothing sinister in so arranging one’s affairs 
as to keep taxes as low as possible. Everybody does so, rich or poor, and all do right, for nobody 
owes any public duty to pay more than the law demands: taxes are enforces exactions, not 
voluntary contributions. To demand more in the name of morals is mere cant.” 
 
Over the years, U.S. court decisions unequivocally and consistently supported U.S. taxpayer’s 
right to pursue courses of conduct in their business affairs that result in legally minimizing tax 
liabilities.  
 
Tax Planning is “all about” structuring business or personal transactions so as to accomplish one 
or more of the following five objectives: 

 Minimize taxable income 

 Reducing marginal tax rate 

 Qualify for available tax credits 

 Minimize Alternative Minimum Tax 

 Defer and /or control when tax is required to be paid 
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What Tax Planning isn’t . . . . 
 
It is important to differentiate between “tax avoidance” and “tax evasion”. Planning tax 
avoidance is legal. Tax evasion employs some form of deception, a ruse, or concealment, lacks 
a bona fide or substantive business purpose, and is employed solely for the purpose of reducing 
or eliminating tax payment obligations. Tax evasion is illegal. Tax planning does not involve tax 
evasion. 
 
A finding of tax evasion by the IRS is typically accompanied by a determination of fraudulent 
intent on the part of the taxpayer. IRS publications indicate IRS examiners focus on the 
following as being indicative of possible fraud: 
 

 Failure to report substantial amounts of income, regardless of the reason 

 The claiming of fictitious or improper deductions (typically overstatement of 
deduction or the inability to verify them) 

 Allocation of income to a related taxpayer in a lower tax bracket 

 Accounting irregularities and reporting inconsistencies 
 
IRS agents are also trained to closely scrutinize business dealings where the parties to the 
transactions are family members, or in some other way related. Often, an IRS audit of a closely 
held corporation will be combined with an audit of the owners and/or principal officers. One 
special focus of such a combined audit would be to determine if there was an attempt by the 
parties to shift personal expenses to the corporation. 
 
The IRS Criminal Investigation Division (“CI”) is the law enforcement arm of the IRS. CI 
investigates tax crimes, as they relate to legal – source income and illegal-source income. 
“Legal-source Tax investigations involve taxpayers in legal industries and legal occupations, who 
earned income legally, but choose to evade taxes by violation of tax laws. Fraud in legal 
industries and legal occupations has been termed “white collar” crime because it involves 
income tax violations by individuals who are not involved in other criminal activity. 
Investigations and convictions in this area are the core of Criminal Investigation’s efforts to 
encourage voluntary compliance with the tax laws.” “Publicity on convictions of individuals in 
legitimate professions sends a message to non-compliant associates that the IRS is serious 
about enforcing the tax laws.” The Department of Justice prosecutes cases referred by CI. (Press 
Releases on civil and criminal actions against promoters of schemes, scams and cons can be 
found at: http://www.ustreas.gov/irs/ci/tax_fraud/2002hearings/doj_releases.htm) 
 

 
 
 
 

http://www.ustreas.gov/irs/ci/tax_fraud/2002hearings/doj_releases.htm
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THE HAZARDS . . . .  
 
In assessing the appropriateness of the reporting classification of a specific transaction, absent 
any specific statutory prohibitions, the IRS is compelled to review the transaction as it relates to 
certain criteria and applying certain tests, some of which lend themselves to discretionary 
interpretation. 
 
Application of the “substance-over-form” doctrine is one means employed in arriving at such a 
determination. In the event the “substance” of the transaction is inconsistent with the formal 
structure of the transaction, the deduction in question may be disallowed and tax assessed. The 
substance, not the form, of the transaction is the key factor in determining if there is a taxable 
event. Labeling a transaction as something it is not, or through some other means disguising 
the nature of a transaction, is not a sufficient basis upon which tax obligations may be reduced. 
 
The IRS has been known to apply the “step transaction” doctrine in arriving at the conclusion 
that the substance of a transaction is different from its form. This doctrine determines the tax 
results of a series of steps in a transaction by viewing the overall transaction as a single event. 
The intermediate steps (and their independent tax implications) are disregarded if they are 
determined to be economically meaningless and pre-arranged/designed to accomplish a 
specific tax result. 
 
The “facts-and-circumstances” doctrine is also routinely applied, absent an existing legal 
precedence, letter ruling, etc, the IRS is relegated to arriving at a determination based on its 
discretionary interpretation, after evaluating the “facts and circumstances” of a specific 
transaction. Typically, the IRS relies on a number of established factors and criteria that must be 
considered in weighing the “facts-and-circumstances” of a particular situation. No one factor is 
decisive, and some obviously do not apply to every situation. The factors which do apply are 
weighed against each other to determine whether, overall, a particular situation falls within, or 
outside of, a particular status. As we might expect from IRS policy, these factors typically lean 
toward a finding of “status.” 
 
Unless there is a statute or case law “directly on point”, no simple answer exists. The specific 
facts must be weighed and a “best judgment” decision made. In some cases, there are court 
decisions and IRS rulings to assist you in the process: in some cases there are none. Before 
proceeding, it is prudent to discuss the contemplated course of action with competent advisors 
to determine, if, in their opinion, the contemplated approach passes what legal circles is 
referred to as the “smell-test.” 
 
Time permitting, a letter ruling may be requested from the IRS. In this event, the precise facts 
and circumstances in question are presented, along with a request for a ruling. Such a ruling is 
an opinion of counsel from the IRS on your particular facts and circumstances, and its 
conclusions bind the IRS with respect to that express situation. 
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THE SECRET . . . . 
 
Many taxpayers mistakenly believe that real savings come from identifying some mysterious 
new deduction or finding an undiscovered tax loophole. It does not. The secret to reducing tax 
obligations comes from evaluating the tax impact and consequences before entering into a 
personal or business transaction. Typically, there are many options and alternatives from which 
to choose, each with varying degrees of impact on the amount of tax liability. In all planning, 
due consideration must be given to both tax savings as well as the cost of implementation and 
administration.  
 
Remember: The ultimate aim of tax planning is not to reduce taxes, but rather to maximize your 
“after tax” income. 
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MOST COMPANIES PAID NO TAXES DURING THE BOOM 
 
With corporate tax receipts at a 20 year low, the GAO took a look through the books and 
found: 

 94% of all U.S. companies paid less than 5% in taxes 
 

 61% paid no taxes at all 

 
Think about this as you sign that check to Uncle Sam next week: More than 60% of all U.S companies 
paid no federal tax at all during the boom years of 1996 to 2000, the General Accounting Office reports. 
 
In 2000 alone, 94% of all U.S. corporations paid less than 5% of their total income in corporate taxes, the 
GAO said in a report released Friday. Among the largest corporations – the 1% of all corporations that 
owns 93% of all corporate assets – 82% paid less than 5% of their income in taxes. 
 
And it wasn’t just American companies avoiding a bill. About 70% of foreign-owned companies doing 
business in the United States paid no federal tax in the late 1990’s, the GAO said. The GAO report 
covered 2.1 million returns by U.S. companies and 69,000 foreign-owned companies. 
 
The federal corporate tax rate is 35%, but tax credits and loopholes can dramatically shrink the tax bill. 
Companies may not report U.S. income tax because of current year operating losses, losses carried 
forward from preceding tax years, tax credits and improper pricing of intercompany transactions. 

 

They’re big on refunds, though 
 
Corporations are also footing less of the total tax bill. In 2003, corporate taxes were 7.4% of 
overall receipts, the lowest level since 1983, IRS data shows. Individual taxpayers forked up 45% 
with the rest coming from employment and excise taxes. 
 
Despite that, more than 21% of the $302 billion in tax refunds distributed last year went to 
corporations, IRS data shows. 
 
 

 

Companies with a tax bill of zero 

Tax Year Foreign Returns U.S Returns 

1996 46,791 (67.6%) 1,360,566 (60.3%) 

1997 50,625 (71.7%) 1,331,638 (60.9%) 

1998 50,671 (71.8%) 1,335,000 (61.0%) 

1999 50,149 (72.3%) 1,310,280 (61.2%) 

2000 50,688 (73.3%) 1,332,239 (63.0%) 

Source: General Accounting Office 
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Gaping Loopholes 
 
The study was requested by Democratic senators Byron Dorgan of North Dakota and Carl Levin 
of Michigan as a follow-up to one done in 1999 and confirmed the earlier findings. 
 
Dorgan said the results showed Congress needed to make major changes in U.S. tax laws to 
close “gaping loopholes,” that allowed foreign-owned companies “to move billions of dollars in 
profit overseas, on income generated in the United States.” 
 
“They don’t pay their fair share, and the net result is that average taxpayers – working families 
– wind up paying more to make up that difference,” Dorgan said. 
 
President Bush’s budget forecasts corporations will pay $168.7 billion in income taxes in 2004 
compared with $765.4 billion paid by individuals. 
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ONLINE BUSINESS STRATEGY POWER CLOSE 

TOM RYAN, DIRECTOR, MARKETING 
 
One of the keys to selling a Business Analysis is finding a need that the owner has which he 
can’t do himself.  Many of our clients see themselves as “self-fixers.” Even though we know he 
can’t fix many of the internal business problems he admits to you in your initial meeting, he 
thinks he can! One of the unique advantages you have when talking about whether the client 
has an “online business strategy” is that you will open up a subject matter where the client has 
no ability to solve the problem himself. He lacks the technical expertise to be a “self-fixer”. 
 
The path to the close is not whether the client has a website, but rather, whether the client 
has an ONLINE BUSINESS STRATEGY. If you ask the client, “Do you have a website?” and he 
answers “Yes”, you are moving further away from the sale of the analysis because he has begun 
to form an opinion that he already has what you are offering. However, if you change the 
wording ever so slightly to ask, “Do you have an online business strategy?” you are more likely 
to get a “No” where you can discuss all the components of having an online business strategy 
contained in the online business strategy brochure and accompanying industry specific website 
materials. 
 
While many business owners recognize the need for having a website, most business owners 
don’t have a clear website strategy. Most business owners see their website as a simple 
electronic brochure where prospective buyers can learn about their business. A website should 
be much more, designed as part of an online strategy for the business.  
 
E-commerce has too often been viewed as a separate marketplace. It was that view which 
resulted in the wild run-up of stock prices for Internet based companies before the dot.com 
crash. Since the dot.com implosion, many business owners have been confused about the 
importance of the Internet. 
 
The best business strategy to emerge has been forged by large companies which have 
recognized the value of a multi-functional website. These companies have built websites which 
are complimentary to their “brick and mortar” businesses, viewing the Web as simply another 
market. 
 
And for good reason. The growth in e-commerce has been faster than regular economy, in 
double digit figures each of the past several years accounting for over $100 billion in annual 
sales. Ask your client, “What are you doing to get your piece of this e-commerce pie? Are you 
just going to let your competitors take market share away from you with an effective e-
commerce strategy while you sit on the roadside of the e-commerce highway?” 
 
Today’s business needs an online business strategy where potential customers can get 
information and transact business. There are several things needed to accomplish this goal. 
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First, websites by themselves do not attract new customers. If the website does not show up on 
the first few pages in a key word search, the chances of it being seen is slim to none. Websites 
need to be registered with search engines and designed so that key search words can find the 
site. 
 
We formed a strategic alliance with Website Pros, now called Web.com, which is the largest 
builder of websites for small and medium-size businesses. Our pre-designed website packages 
include features such as “Visibility Online” which has a bundled package of services including 
search engine registration, paid for placement submissions, optimization, and inclusion in 
Internet “yellow pages”. The most effective way for a small to medium size business to get a 
first page ranking is to “pay for placement.” Our clients receive the benefit of the buying power 
of Web.com in bundling services for our clients, which reduces the overall costs significantly in 
the package of services we provide each client for which we build or redesign a website. 
 
Second, websites should be designed so that visitors can either place an order or actually 
transact business, turning a website into a fully functional e-commerce store on the Web with 
payment gateways for credit card transactions. 
 
Third, websites need to have customer service functions integrated into the design with 
database look-ups to access information and forms to request information while capturing 
emails. 
 
Fourth, websites should be designed to play an active role in the business. “Constant Contact” 
is a marketing program which creates a campaign to stay in contact with customers with such 
things as emailed newsletters and special discount offers. The cost of generating additional 
business from an existing customer is significantly cheaper than finding a new one. 
 
To make it easy for business owners to create an online strategy, we can provide business 
owners a variety of website packages to turn their business into a fully functional e-commerce 
business. 
 
Here is the power close after fully explaining the features and benefits of an online business 
strategy as outlined in the preceding material and related website brochure and materials. “Mr. 
Business Owner, let me ask you this: Doesn’t it make sense to develop an online business 
strategy where you can both increase revenues and lower costs while expanding the market for 
your products or services without having to make a major outlay of capital or go into debt to 
expand your business? Doesn’t it make sense to develop an e-commerce marketing strategy 
where the economy is growing twice as fast as the traditional economy? Would you like to 
explore how we can build you an on-ramp to the e-commerce highway?” 
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WEBSITE DEVELOPMENT AND ONLINE BUSINESS STRATEGY 
 
We have entered into an agreement with Web.com to develop websites for our clients and 
provide the technology platform for an online business strategy. Web.com is the market leader 
in developing websites for small and medium size businesses. Web.com has built over 500,000 
websites. Web.com has built websites for many different brands in the business marketplace, 
including, but not limited to, American Express, MasterCard, Discover Financial Services, MCI, 
Xerox, GST, Coast-to Coast, and Insight. 
 
THE FACTS: 
 
The Internet equals Profitability – 51% of small businesses with a website indicated that the 
internet has improved their overall profitability. Furthermore, 58% said that their website has 
helped their business grow or expand. 

 AC Nielsen (2004) 

 
Online Sales Takes Off – In the fourth quarter of 2006, e-commerce sales reached $29.3 billion, 
a 6.3% increase over the prior quarter, while retail sales increased only .2%. This represents an 
87% increase from the second quarter of 2004. 

 Department of Commerce 

 
The Future of E-Commerce – Online sales in the U.S. (excluding travel) reached $102 billion in 
2006 and are expected to top $117 billion in 2008. The average amount spent online is 
forecasted to jump from $585 in 2004 to $780 by 2008. 

 Jupiter Research 
 
Small Business Benefits Most from the Web – A study performed by the SBA found that 65% of 
small businesses make a profit or even break even on their websites with the smallest 
businesses, those with 10 or fewer employees, making the largest strides. In addition, 67% 
gained new customers through the Web and 56% boosted sales by being online. 

 Office of Advocacy of the Department of Commerce 
 

KEY BENEFITS TO HAVING AN EFFECTIVE WEBSITE AND ONLINE BUSINESS STRATEGY: 
 
Enhance Marketing Efforts and Reduce Marketing Costs 
 

 Provides new online marketing and distribution channels 

 Provides the latest and most complete product/service information 

 Creates database of customers and their buying habits 

 Can determine, immediately, which products are selling best 

 Lower costs – distribution savings, staff reductions, or fulfillment costs 

 Reduces marketing costs by providing company and product brochures online 

 Pushes information to customers based on their past behavior on the internet 
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Increases Sales and Decreases Sales Costs 
 

 Expands markets and facilitates more transactions with worldwide 24/7 availability 

 Eliminates geographical sales boundaries 

 Automates order and fulfillment processes 

 Lowers overall operational sales costs 

 Offers the opportunity to guide customers through alternative product 
configurations, product add-ons, and other options. Customer can explore without 
feeling pressured.  

 Enables customer self-service of simple, low commodity products enabling high-cost 
sales resources to focus on sales of high-value complex solutions. 

 
Improve Customer Communications and Support 
 

 Monitor and capture customer feedback 

 Provide improved customer service through online interaction 

 Leverage current information about customers 
 
Improve Business Processes to Improve Productivity and Lower Costs 
 

 Display portfolio of work online, e.g., contractor gallery of finished work 

 Provide prospects the opportunity to submit a request for a bid or proposal online 
through an online application feature 

 Provide a database lookup feature online to allow employees, clients and prospects 
to review your current products or inventory through database integration with 
permission and password controls 

 Provide customers or employees downloadable access to various forms and 
documents through an online document library 

 Create online recruiting tools to attract new employees 
 
Create a Fully Functional E-Commerce Online Store With Payment Gateways to Transact 
Business Directly on the Web 
 

 Web.com can build a fully functional e-commerce store for our clients to transact 
business directly on the Web 

 Web.com takes care of setting up all the payment functions for the site 
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HOW IT WORKS, WEBSITE FORM 
 

Through our alliance with Web.com, we can develop a new website, improve a current website, 
develop an online business strategy, and provide better visibility on the Web for our clients 
with a host of different services provided by Web.com, including a Facebook option. (See 
related brochures for detailed product and service information, and applicable pricing.) 
 
When the analyst sells a go-ahead with a web component, he or she will get a “letter of intent” 
signed by the client. This form should indicate which one of the 2 pre-selected packages has 
been chosen by the client and whether he wants an online component (recommended) to add 
to his functionality. This form is designed as a “letter of intent” because the transaction to build 
the site will take place between Web.com and the client during the running of the project. The 
PM will contact Web.com to begin the process and determine when the web component will be 
implemented in the course of running the project. 
 
Each of the 2 web packages contained in the form include one year of hosting, Google maps, 
Internet “Yellow Pages”, search engine submission, registration and on going search engine 
optimization. 
 
 

SALES REP WEB COMMISSIONS 
 

Web.Com  Web      
Pays on  Packages      
Cash-Collect  
     
SAM   5%     
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MEMORANDUM 
 

DATE:          MARCH 19, 2010 
 
TO:              ALL SALES REPS 
 
FROM:       TOM RYAN 
 
SUBJECT:    THE THREE TRANSFORMATIONS 
 
Every business owner needs to make 3 transformations if he wants to join the ranks of the best 
managed and most profitable companies. 
 

1. The business owner must transform himself from the technical expert to the master 
strategist of the enterprise. 
 
2. The business owner must transform himself from a gut decision maker to a fact based 
decision maker. 
 

        a. Gather information 
 
        b. Weigh cost and benefits 
 
        c. Assess the risk 
 

       3. The business must transform itself from a partnership model to a functional 
           responsibility decision making model. 
 
                     a. Person with functional responsibility makes all decisions within area of  
                          responsibility. 
 
                      b. Partners involved only when risk is high. 
 

 
 
 
 
 
 
 
 
 
 



Sales Training Information. 

160 
Edition XLI © Copyright SMS, 2017 All Rights Reserved 

DISCUSSION FOR POINT NUMBER 1 
 
There are 4 different types of business owners: worker-owners, salesman-owners, accountant-
owners, and manager-owners. The worker-owner just has a job even though he owns the 
business. He never realizes his potential, never makes a lot of money, doesn’t know how to 
manage his business for a maximum profit or controls his own destiny. He is like a sailboat 
without a rudder that will succeed only as long as there is a favorable wind blowing in his 
direction. The market not the owner is in control of his financial destiny. Even if he is doing well, 
he is in a very risky position. 
 
The salesman-owner can grow his business but doesn’t know how to control his costs or build a 
solid foundation for an ever expanding enterprise. He runs a high risk of selling himself right out 
of business. He can grow it but he can’t manage what he has built. He thinks the answer to all 
his current problems will take care of themselves once he gets over the next sales hump. All 
this does is mask the real problems caused by a lack of a solid business foundation built on the 
bedrock of proven management methods, systems and controls. 
 
The accountant-owner knows his margins and knows how to control costs. But he doesn’t know 
how to manage people or grow the business. Accountant-owners are very good at keeping 
businesses just the way they are. Accountant-owners can tear apart what they have built and 
analyze minute details very well, but they don’t know how to put the pieces back together in a 
more effective form. A good analogy would be a mechanic who tears apart an engine, looks at 
all the pieces, and puts it back together without re-engineering the parts to improve the 
engine’s performance. The accountant-owner, just like the mythical mechanic, can fool himself 
into believing he is a good manager just because he can talk “parts.” Accountant-owners don’t 
initiate change and, therefore, are vulnerable to more aggressive competitors who are seeking 
to expand their share of the market at someone else’s expense. 
 
A manager-owner has made the transformation from technical expert to master strategist of 
the enterprise. He has built a solid business foundation with proven management methods, 
systems and controls to run his business. He not only can tear apart his business, but he can put 
it back together with re-engineered parts. He doesn’t talk “parts” he talks “performance.” He 
knows how to build a business by creating powerful incentives for key employees or groups of 
employees to grow the business for him. But just as importantly, he knows how to manage any 
size business successfully. Running a $1 million, $10 million, or $100 million business is well 
within the manager’s grasp because he knows that the principles of running a business are the 
same at any level of sales volume. 
 
The manager-owner is the true entrepreneur. He can start it, build it, grow it and maintain it. 
And not surprisingly, he is the type of owner who makes the most money. We at do more than 
give you an academic analysis of your business; we show you what you need to do to become a 
manage-owner who can maximize your own potential for growth and profit. We know the 
models of success used by the best managed and most profitable companies. While you spend 
your time running your business we spend our time analyzing 10,000 businesses a year. We 
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know what’s changing in the world of business even before it hits the business press. The more 
you know about what other successful business owners are doing to manage their business the 
faster you can transform yourself from the technical expert to the master strategist of your 
enterprise. So let me ask you this Mr. Business Owner, “Do you know what the models of 
success are for the best managed and most profitable companies? (pause for response) Don’t 
you think it would be worth$850 to find out?” 
 

DISCUSSION FOR POINT NUMBER 2 
 
Most entrepreneurs make a gut decision to get into business. Ultimately, most fail because they 
don’t make the transformation from making gut decisions to a fact based decision making 
model. According to Dun & Bradstreet, 94% of all businesses fail within 10 years. Those 6% who 
succeeded over the long run either have made the transformation to a fact based decision 
making model or have been incredibly fortunate to have beaten the odds. Your gut, or instinct, 
still should play a role in your decision-making process.  It should help you set directions, open 
new doors of opportunity, but the final decision should be based on a fact based review. We 
have been talking about the benefits of having an analysis done. Tell me what your gut says; is 
this something you think would be beneficial? Good. Now let’s apply the fact based decision 
model to see how to combine your instincts with information. Let me ask you this, Mr. Business 
Owner, I am the only person who has information about my companies services. Have I given 
you enough information for you to make a decision, or do you have other questions for me you 
would like to ask? Good. Let’s weigh the costs and benefits. The cost is $850. The benefits are 
that we will give you recommendations on how you can improve your business and profits. For 
a typical company, we would make profitability recommendations within the range of $40,000 
to $50,000 – sometimes more and sometimes less. As you can see, the benefits clearly 
outweigh the cost. Now let’s look at the risk. There is none. There is no money up-front and you 
pay only upon satisfactory completion of the analysis. Now based on the fact based decision 
making model there seems to be only one decision left to make, should the analyst meet with 
you at either 8 or 9 in the morning? 

 
DISCUSSION FOR POINT NUMBER 3 

 
Do you think the vice president of marketing at Ford gets the consent of the vice president of 
the manufacturing to run a new advertising campaign for the Taurus? Do you think the vp of 
manufacturing goes to the vp of marketing to get his agreement on a problem with the UAW? 
The best managed companies, big or small, don’t use the partnership decision making model. 
It’s dysfunctional and carries with it high risk of failure as less capable partners block others 
from making the best decisions for the enterprise. Under the partnership model, the company’s 
performance becomes tethered to the views, opinions and ultimately the decisions of the least 
capable partner within this consensus decision making model rather than the most capable 
partner who is probably you. You need to make the transformation away from the partner 
model for the good of the company. The only time that partners or other top level executives 
need to be brought into a decision is when there is great risk to the company or it is beyond the 
scope of the individual presented with the decision. Here the decision to schedule an analysis 
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involves no risk and it’s clearly within the scope of your responsibility. By making the right 
decision today you can discard your old partnership model and transform the business with a 
more effective decision making model that is based on who is responsible. So why don’t we just 
go ahead and schedule an analysis so we can show you how you compare with the best 
managed and most profitable companies in business today? 
 

CLOSE, CLOSE, AND CLOSE AGAIN (AND AGAIN, AND AGAIN) 
 
Keep this in mind. A study done by the Harvard School of Business found that 80% of all sales 
come after the 5th time the sales representative has asked the prospect to buy. Moreover, the 
study found that the average sales person only closes once. If you want to be above average in 
sales, you need to close a minimum of 5 times during your presentation. You need to ask the 
prospect to do business now. Closing several times does not mean you are begging for the 
order. An effective closer uses a variety of closing tools. Therefore, you need to fill your toolbox 
with several power tools for closing. The more skillfully you learn how to use these power tools, 
the more sales you will make. Turn on the power and make the sale. 
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PHONE CLOSE DURING AN INTERVIEW 
 

1. You must have given the basic presentation. 
2. The prospect must have give the sales volume, number of employees, three problems 

and been trial closed after reading the authorization agreement. 
3. You must have tried to overcome his objections using some supportive material: e.g., 

green sheets. 
4. The prospect should have some interest with one or two unresolved objections. 
5. Let the prospect know that you want him to make an informed decision. 
6. Tell him the best way to resolve some of his concerns would be to call one of our senior 

executives on our 800 line so the prospect can get the best information. 
7. When calling, 

 

 Say you are calling from prospect’s office and would like to speak to 
Mr. Harper. If he is busy, you will be connected with another 
executive. 

 State your name, the name and title of the prospect, the company, 
type of business, number of employees, sales volume, and the 3 
problems. 

 Relate the objections you were not able to overcome 
 

“Mr. Prospect has a final question he needs to have answered so he 
can make an informed business decision about going forward with 
an analysis. His question is . . . “ 
 

 Focus on the problems, not on the prospect. You are not trying to sell 
the prospect to headquarters. Tell the Senex what needs to be 
resolved. 

 Introduce the prospect to the corporate executive. For example 
“I am speaking with Mr. John Harper, one of our Senior Executives.” 
 

There are two ways to handle a phone close. The most successful way is to hand the phone 
over to the prospect so he can talk directly to the Senior Executive. This will give you the best 
chance of closing the sale. The other way involves you getting information from the Senior 
Executive and passing it on to the prospect. You should only use this latter approach if the 
prospect is unwilling to talk to the Senior Executive. 
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UNDERSTANDING OBJECTIONS AND CLOSING 
 
What is an objection? An objection is a verbal expression of a negative feeling. What is closing? 
Closing is a process to identify the final objection. 
 
The more negative feelings, the more objections the prospect will raise. Sales people don’t 
seem to understand that objections are not real. The prospect is having negative feelings about 
something we presented. He is giving objections, which he hopes will convince us that he is a 
reasonable person, and he has compelling reasons for not buying.  
 
The correct way to deal with objections is to question them – always. 
 

1. “Let me see if I understand the situation. You are concerned about ________ (restate 
the questions), is that right? 

2. “What is it that concerns you about that?” 
3.  “So, if it weren’t for ________ (restate objection), you would go forward with the 

analysis right now? Is that right? (If he says yes, you have identified the final objection). 
Complete the sale. Confirm the answer with, ‘Then that settles it, doesn’t it?” If he says 
“no”, you have more work to do. Ask him: “What else?” Then go back to question #1 
and start again until you identify the final objection. Then answer it and complete the 
sale. 

 
Every objection has origins in our presentation to the prospect. Let’s examine some origins of 
the more prominent ones. 

 I want to think about it. 
 
Origins: Disbelief. If the prospect believed you, he wouldn’t want to think about it, he would 
agree to do it. You did not adequately communicate our ability to provide for his major wants, 
or you were unsuccessful in identifying his major wants. Your proposal lacks sufficient value to 
overcome his negative feelings. 
 
Answer: First, use question #1, #2, #3 above. If this is the final objection, answer it. “Mr. 
Prospect, I respect that. This is a serious decision. Let me ask you, Mr. Prospect, when you 
usually make decisions, do you try to have all the relevant information on hand? Wouldn’t it 
make sense to use that same method as you think about this decision? Since you have no 
obligations in this process, let me do the analysis and put all the information on the table. Then 
you can evaluate the data and with the real facts in front of you, make the best decision about 
whether we can be of help to you, fair enough? I’m sure you will make the best decision about 
whether or not we can be of help to you, fair enough? I’m sure you will make the best decision 
at that time, wouldn’t you? (“Yes”) Then that settles it doesn’t it?” 
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 I’ve got to talk to my partner. 
 
Origins: You haven’t put sufficient value on the table to persuade him that his partner will want 
it to. He is not convinced, so he cannot believe his partner will be convinced of its value. You 
haven’t shown him that this is only a decision to get strategic information about his company, 
at no risk to him, his partner or the company. He is trying to determine whether or not he 
wants to commit to the fee. He is projecting his feelings at the END of the process, rather than 
focusing on the PURPOSE of the process. 
 
Answer: First, use questions #1, #2, #3 above. If this is the final objection, answer it. “Mr. 
Prospect, do you trust your partner? Do you feel that your partner also trusts you? Would your 
partner trust you to pick up a $40,000 check for the company? Mr. Prospect, if I find $40,000 to 
$50,000 that is currently missing from your bottom line, and show you how to get it back, 
would your partner object to a $________ finder’s fee? (No) Then that settles it, doesn’t it?” 
 

 I’m too busy. 
 
Origins: You have not put sufficient value on the table. He still believes that what he is doing 
has more value than what we can do for him. He just doesn’t believe you. 
 
Answer: First, use questions #1, #2, and #3 above. If this is the final objection, answer it. “Mr. 
Prospect, I can appreciate the intensity which you must apply at this time to maximize your 
revenues. That is exactly the reason that we have to do an analysis immediately. This is a time 
of maximum income generation, BUT IT ALSO IS A TIME OF MAXIMUM LOSSES. Now is the time 
to plug the leaks, isn’t it? (Yes) Then that settles it, doesn’t it?” 
 

 It will take too much time. 
 
Origins: You have not put sufficient value on the table for the prospect to want him and his 
employees involved in the process. He needs them for more important tasks. You have not 
identified his most important and personal wants. 
 
Answer: First, use questions #1, #2and #3 from above. If this is final objection, answer it. “Mr. 
Prospect, I am asking you for 2 days to allow us to find $40,000 to $50,000 of your money that 
you do not have. I will pay all costs of this operation until you have determined that my efforts 
have indeed found that $40,000 to $50,000 that can be returned to your bottom line. Mr. 
Prospect, at your volume of $1,000,000 per year, you generate $4,400 per day. I’m offering you 
$15,000 to $25,000 per day to allow me to do this work. Is that a fair offer? (Yes) Then that 
settles it, doesn’t it?” 
 
DO NOT FEAR AN OBJECTION! WELCOME THEM!! An objection signals you that the prospect is 
still in the game. There must be a reason he is still there. Don’t accept objections at face value. 
Understanding objections can help you use them to complete the sale. 
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OVERCOMING THE PARTNER OBJECTION 
 
If you are meeting with an owner or an officer of the company, you are meeting with a decision 
maker. Just because the prospect says he is not the decision maker, does not mean that 
someone else is. Too often the Senior Area Manager will accept the prospect’s protestations 
that he can’t make a decision rather than challenging the prospect to go forward with the 
analysis. A prospect who says he has to talk to his partner is making excuses rather than making 
decisions. It’s up to you to overcome the partner objection. 
 
Overcoming the partner objection is difficult. Don’t expect to overcome one of the most 
difficult objections you will face with a half-hearted attempt to turn an excuse into a “yes” to do 
business. Therefore, you have to be at your best to overcome it. You also must understand that 
success is in the percentages. You may fail more often than you succeed, but that does not 
mean you should give in or give up. You must keep your selling intensity high in responding to 
each partner objection you face. Failing to do so means that you could have played a great 
game for 58 minutes, but lost the sale in the final two. Think of these following approaches as 
your final two minutes to win the game. 
 
1. Let me ask you this Mr. Owner. Do you trust your partner to act in the best interest of the 
business when he makes decisions? (Pause for response) Don’t you think you ought to be able 
to make simple decisions like this without holding a partnership meeting? Don’t you think your 
business would be more efficient by limiting the big decisions to partnership meetings and 
delegating broad authority to each partner to make small decisions? Big decisions are things 
which can have a major impact on the business: small decisions are the ones which have little 
or no impact. Big decisions involve big risks to the business: small decisions involve little or no 
risk. Having an analysis is a small decision. There is no risk. There is no money upfront. You pay 
only upon satisfactory completion of the analysis after we have given you a new insight into 
how to improve your profits or your operations. 
 
 The person with the functional responsibility should make all decisions within his or her area of 
expertise. Only when there is a risk to the enterprise should partners join together to make 
mutual decisions. Let me ask you this Mr. Business Owner, Do you have the power to acquire 
information without consulting your partner? (Pause for response) The decision to have an 
analysis is a decision to acquire information. You get information on how to do better. But no 
changes in your business take place during the analysis. 
 
The time to get your partner involved is when we present our findings and recommendations to 
you so that you and your partner can decide what changes you want to make to improve your 
business. What you do to change your business after you have an analysis is the big decision, 
not the decision to find out how you can do better. And I certainly would agree that all the 
partners should be involved in making decisions as to whether you want to make changes in 
your business after the results of the analysis are known. 
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Logically, you know you can make this decision. Sometimes it’s our gut feelings which hold us 
back from making a decision – that unknown feeling that’s not based on logic, but some hidden 
emotion which is hard to put a finger on. If you want to join the ranks of the best managed and 
most profitable companies, you need to transform yourself from a gut decision maker to a fact 
based decision maker. The more you can replace gut decisions with fact based decisions in your 
business, the more likely you will be to make the right decisions not only on the small decisions 
but on all your big decisions as well. But to act logically on all big decisions, you have to begin 
acting logically on the small ones today. Now tell me candidly, partner aside, do you see the 
benefits of an analysis? (Pause for affirmative response). Why don’t you take that first step to 
join the ranks of the best managed and most profitable companies in business today? When 
would you like to meet with the analyst for the opening conference, 8 AM or 9 AM? 
 
2. Let me ask you this Mr. Business Owner, if you received an invitation in the mail to attend a 
business seminar costing $850 which would give you new insight as to how to improve your 
business, could you decide to attend on your own, or would you have to call a partnership 
meeting to make a decision? (Pause for answer). This analysis is like having a business seminar 
held at your business. We are not going to change anything. No decisions are going to be made 
during the analysis. We are going to show you how to make more money in your business and 
improve your operations. If you can attend a business seminar, you can have our company give 
you similar insight through an analysis. You and your partners can decide what to do after the 
analysis is done. Does this make sense to you? What time do you want to meet with an analyst, 
8 AM or 9 AM? 
 
3. Let me ask you this Mr. Business Owner, if you were walking through a business supply store 
and saw some computer software which would analyze your business for $950, could you make 
the decision to buy the software or would you have to consult all your partners? Instead of 
analyzing your business on your computer, we send you an analyst to perform a custom review. 
Does this make sense to you? What time do you want to meet with the analyst, 8 AM or 9AM? 
 
4. Let me ask you this Mr. Business Owner, partner aside, do you think this would be good for 
your business? (Pause for affirmative response. If you fail to get an affirmative response, you do 
not have a partner objection, you have a prospect who has not been sold himself.) 
 
5. Let me ask you this Mr. Business Owner, Who do you think should make the decision in 
business, the person with the most information or the person with the least information? 
(pause for “most” response). Who has the most information to make the right decision about 
having an analysis done for the business, you or your partner? (pause for response) Doesn’t it 
make sense to move forward with at least the analysis portion of our service to find out how 
you can improve your business and better your bottom line? (pause for response) 
 
6. Let me ask you this Mr. Business Owner, Do you and your partner share equally in making 
decisions? (Pause for affirmative response) If you talk to your partner about this and he says he 
doesn’t want to do it, are you still going to do it? (If he says” yes”, then there is no need to talk 
to the partner. You should then focus the owner on going forward and informing the partner of 
his decision to do the analysis. If he says he will not go forward if his partner objects continue  
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with the following line of reasoning.) Now, let me see if I get this straight, you say that you and 
your partner share equally in making decisions, that you see the benefits in going forward with 
the analysis, but that you won’t do it if your partner objects. Well, Mr. Business Owner, what 
you have just described is a partnership where you have just abdicated your share of the 
decision making power to your partner. Instead of having 50%, your partner has 100% of the 
power, and you gave it to him. In addition, you have just given the partner with the least 
information 100% of the decision making authority to decide whether the analysis would 
benefit the business. 
 
Now, how does that make any sense? 
 
We see this in small family run or small partnership business. In fact, it is one of the biggest 
barriers that stand in the way of growing a business. You would never find this in a large 
company like Wal-Mart or Ford Motor Company. And keep in mind that every large company 
started small. Wal-Mart, which had $245 billion in sales in 2003 and is the largest retailer in the 
world, started out as just a one store retailer. In large corporations, there are clear lines of 
authority in making decisions. You would not find the vice president of marketing for Ford 
Motor Company seeking approval from the vice president of manufacturing for a new 
advertising campaign for the 2005 Mustang. Nor would you find the vice president of 
production asking the vice president of marketing to resolve a labor problem with the UAW on 
how the company was going to assemble the new Mustang. 
 
The best managed and most profitable companies don’t make decisions like you do. And if you 
want to join the ranks of the best run companies, you need to discard this outdated partnership 
and give the responsibility for making decisions to those people who have the expertise and 
information to make the best decisions for the business. The person with the functional 
responsibility should make all decisions within his or her area of responsibility. The only time to 
get partners involved is when there is a high risk. This is a no risk opportunity to improve your 
business. And, it’s clearly within your area of responsibility to make this decision. 
 
The more I think about it, the more I truly believe you need our services. Just in trying to make 
a decision about the analysis, we have uncovered a major organizational problem in the way 
you make decisions in your business that will prevent you from maximizing your potential and 
could at some time pose a real threat to everything you have worked for. We have seen this 
problem, over and over again within the entrepreneurial community. It’s common to small 
businesses everywhere. It is one of the key fundamental changes the partners in small 
businesses have to make if they want to maximize their potential, take their business to a 
higher level, and one day join the ranks of the best managed and most profitable companies. 
 
This is some of the very organizational work we do for our clients. I’ve probably given you 
several thousand dollars worth of free consulting advice just working this out with you. You 
haven’t even begun your analysis yet and we have already started solving your problems. How’s 
that for value? Now you have a chance to take the first step in solving your management 
problems by removing this barrier to effective and efficient decision making. There is no doubt 
this is the right thing to do for your business. I’d suggest you take that first step now, schedule 
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the analysis, and then inform your partner what you have done. Keep in mind that after the 
analysis is done, you and your partner will be in full control to decide what you want to do as a 
result of our findings and recommendations. Does this make sense to you? (Pause for response) 
Good. What would work better for you to meet with our analyst, 8 AM or 9AM? 
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HOW TO MAKE MORE SALES BY USING YOUR REFERENCE LETTERS 
 
When a prospect asks if you have references, say “yes” and grab for your reference letters. 
Show him you have them. Hold them in your hands while you take control of this important 
moment in the sales process. When you think of responding to the reference objection, think of 
the “Three C’s”: Credible, Capable, and Competent. 
 
Tell the prospect, “Mr. Owner, when you ask for a reference, you are really asking for three 
things. You want to make sure you are dealing with a credible company that is capable of 
analyzing your business and can give you competent advice. Isn’t that what you are looking 
for?” Gain his agreement before going forward so you are in control. “Mr. Owner, let me show 
you that we are credible, capable, and competent so that we can move forward and do 
business together.” 
 
Now, take out the reprints from various publications such as Construction Today. “Mr. Owner, 
let me show you several publications where our professional staff have been asked to 
contribute articles to educate business owners on how to better manage their business.  (Let 
him look through the reprints.)  I think you would agree that the editors of these publications 
would perform their due diligence on our company before asking us to contribute these articles 
for publication, correct?”  I think you can see from these publications, we are a credible 
company. We are the largest consulting company serving small and medium-size businesses in 
North America. 
 
“Now that I have shown you we are a credible company, let me show you we are capable of 
analyzing your business and giving you competent advice.” 
 
At this point bring out the DVD client testimonials and the references letters. You should show 
at least one DVD testimonial or the “highlights” selection which takes excerpts from each of the 
clients on the disk.  Then read highlights from 3 to 5 letters. Quickly reading 2 or 3 sentences 
from 3 to 5 different letters can have a powerful impact. If the prospect insists on talking to 
someone, you should point to the confidentiality agreement on the authorization. Tell the 
client we are legally bound to maintain our client’s confidentiality. We have put together these 
client letters to demonstrate our competence. 
 
“However, we give you something better than a reference. We give you a guarantee. Payment 
of our fee is contingent upon your satisfaction. It’s written right into the agreement. No other 
consulting company can match our guarantee. That’s a lot better than talking to someone. You 
have our written assurance you will get benefit and value before you pay the fee for the 
analysis. We give you what you need while protecting our client’s confidentiality.” 
 
Additionally, you should develop an index for your letters based on common problems or 
objections. You will be more effective in your claims that we help business owners improve 
their business if you can substantiate your claims with client letters on point. 
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REFERENCE OBJECTIONS YOU CAN’T OVERCOME: 

IS THIS THE LAST THING KEEPING US FROM DOING BUSINESS? 
 
The general rule is that we do not give references. There are several reasons. We are legally 
bound to protect the confidentiality of our clients. It says so right on the front of the 
authorization form. We take this obligation very seriously. Nor are we oblivious to the litigious 
society in which we live. In addition, most of our client’s do not want us to use their business 
name in selling our services to other businesses. They don’t want their business problems to be 
talked about around town with other business owners, e.g., telling other business owners how 
we helped resolve their back-tax problems with the IRS. This is a real danger if you open up the 
reference door. Even without references, we have had problems with rogue reps that have 
disturbed our existing business relationships by talking about some of our MS clients to other 
prospects who on their own contacted the client. These clients were rightfully incensed that 
one of our sales reps had violated our confidentiality agreement to keep our entire business 
dealing confidential. 
 
There are very legitimate business reasons why business owners want complete confidentiality, 
including that they are a client of a management consulting company. Some business owners 
fear that if it were known that they were using a management consulting firm, it might be 
interpreted that they were in financial trouble. This may not be true, but you can’t control 
speculation. What if you decided to see a psychiatrist or a marriage counselor? Would you want 
all your friends and colleagues to know? Wouldn’t you be concerned that someone might 
misinterpret what’s going on? And, if you were looking for a psychiatrist, how many 
psychiatrists would give you a reference list of their current clients? None. To do so would be a 
breach of their implied promise of confidentiality to their patients. 
 
Let’s assume for a moment that you were the credit officer of a supplier and had on your desk 
an application for credit of the “XYZ Corporation” that needs your goods. While you are in the 
process of deciding to extend credit and on what terms, you attend a business function. During 
that function you have a conversation with other business owners in the industry. One says, “I 
heard that the XYZ Corporation has just brought in a group of management consultants to help 
them turn things around.” Don’t you think that would give you pause for reflection on 
approving the XYZ Corporation’s application for credit? Now, what if the statement “to help 
them turn things around” was the speaker’s own assumption and characterization, with no 
basis in fact, of why the company hired the consultants when in fact his assumption was not 
true. That comment could unfairly influence you as the credit manager to deny the XYZ 
Company’s application for credit terms and thereby cause irreparable harm. These very 
innocent situations can turn into major business problems when the confidentiality is breached. 
That’s why it is so important that you use all the tools we give you to get around the reference 
objection. 
 
In addition to the obvious confidentiality concerns, there are some practical considerations as 
well. We have an international sales force of 200 sales reps who receive more than 5,000 
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appointments a week. If we were to eliminate the confidentiality clause from our agreement so 
that we could provide references, we would be providing thousands of references per week to 
satisfy the curiosity of the tens of thousands of business owners we see every month.  
 
Most business owners don’t want to become a sales agent for us. Most don’t have time to talk 
to dozens of people a week. Therefore, ask your prospect. If he were to do business with us and 
were satisfied with our services, how many prospects would he like to talk to every day about 
our services – 5, 10, 15? Since most business owners don’t want to talk to our prospective 
clients, if he is willing to do so, then he will be getting literally dozens of calls each week. 
 
You should quickly be able to show that what he is asking is impractical. If we gave a reference 
to him, we would have to extend the same privilege to all the business owners who are 
considering doing business with us. We talk to over 100,000 business owners every year about 
our consulting services. Based on our volume of business prospecting which we do, the number 
of reference requests the sales force would generate if this were part of our business practice 
would be staggering, and so burdensome on our clients that it would turn satisfied clients into 
dissatisfied clients.  
 
If, however, you have tried all the alternative explanations to avoid the reference without 
success, there is one final technique to try. Ask the prospect f getting him a reference is the last 
thing keeping him from doing business. If he says yes, then get a commitment from him that he 
will do business with you if you are able to make an exception for him with corporate 
headquarters. Ask him to show his level of commitment by signing the authorization. Tell him 
he can keep it in his desk until you provide the reference. For a contract to be valid it must be 
signed and delivered. (Remember the saying, “signed, sealed and delivered”? that comes from 
English Common Law when certain contracts to be valid had to be signed by the maker, who 
attached his seal, and then delivered to the recipient. American contract law did away with 
the requirement of the seal, but still requires the contract to be delivered for it to go into 
effect.) As long as he maintains control over the agreement and it has not been delivered to the 
other party to the transaction, there is no binding agreement to do business. You can then call 
the office and tell the Sales Senex that you have a signed agreement to do business and all that 
is standing in the way is a reference. This will not guarantee that you will get a reference. 
However, it gives you a better chance. 
 
Keep in mind. If you have a small company, you should be able to overcome the reference 
objection. We should not have to provide a reference to a company doing just a million dollars 
in sales. You are more likely to get a reference if you have a large company ready to do 
business, than a small one. 
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OVERCOMING “THINGS ARE GOING WELL” OBJECTION 
 
When someone says to you, “Things are going well: I don’t need an analysis of my business,” 
here is a response you can use to overcome the objection. 
 
“This is the best time to have an analysis done. When things are going well you have your guard 
down. You are not looking for ways to improve your business. When things are going well, you 
have a tendency to let the good things carry the business. You are not on the lookout for 
weaknesses in your business which may come back to haunt you in years to come.”  
 
“Just take a look at what has happened to General Motors. In the 1980’s General Motors was 
riding high on a wave of record profits. Things were going well, but they failed to pay attention 
to the warning signals objective analysts were giving about the auto industry. By the early 90’s 
GM was mired in record losses – over $12 billion, and then failed to learn from its own mistakes 
a decade later.” 
 
“GM left its guard down in the 1990’s, even before it filed for bankruptcy in 2009. GM had for 
decades a market share of over 50% in the United States. When things were going well, GM did 
not realize how vulnerable it had become to the increased competition from smaller 
companies, such as Toyota and Honda. And, because GM was the number one car company in 
the world, its executives failed to seek advice from outside their inner circles. The best 
business managers, however, recognize that when things are going well, it’s time to bring in an 
outside expert to do an objective analysis of the business.” 
 
“A Senior Business Analyst comes in with only one thing on his mind – giving an objective 
analysis on how to improve your business. It doesn’t matter to him whether your business is 
doing well or not – he’s going to show you how you can make it better in every situation 
because he will be bringing a fresh pair of eyes to see things which you can’t see. By definition, 
you can’t provide to yourself, a third party, objective review.” 
 
“GM would have been wise to bring in some outside experts. But the top executives didn’t 
think they needed to. They were the biggest in the auto industry. They didn’t hear the 
warnings. They were too close to their own business to see what others on the outside could 
see so clearly. They needed some objective advice. But you can only get objective advice from 
the outside. They never looked beyond their inner circle. GM learned the hard way – businesses 
which fail to seek an outside opinion about their business operations often pay a heavy price in 
hindsight. Don’t you think it’s worth $850 to protect your livelihood with an objective analysis 
now, rather than waiting until it’s too late as GM did? GM could overcome billion dollar 
mistakes in judgment in the early 1990’s because it had access to capital in the private sector to 
withstand its losses. And in 2009 GM was given a $50 billion dollar bailout by the Federal 
government to survive its financial losses caused by its failure to produce cars which consumers 
wanted as it continued to miss the market while losing market shares to Japanese auto 
manufacturers such as Toyota, which surpassed GM in 2009 as the world’s largest 
manufacturer.” 
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BEST TIME FOR HAVING AN ANALYSIS DONE IS NOW 
 
It’s always the “best” time to have an analysis done, but for different reasons. The benefits 
derived by the business owner will be different in each phase of the business cycle. 
 
Objection: “My sales are growing 20 to 30 percent per year. Profits are going up every year. We 
just don’t need a consulting firm to help us. We are doing great.” 
 
Response: This is actually the time you need us the most. When business is booming, you’ve got 
your guard down. This is the time when most business owners pay the least attention to cost 
control. This is the time when you should bring in an outside analyst who is not euphoric about 
your business growth. He will find hidden problems and costs which you should correct before 
your growth curve flattens out. If you don’t correct them now, they will come back and bite you 
when your business slows down. Every business goes through cycles. You are in a growth cycle 
and that’s great, but sooner or later you will hit the wall. All businesses do. Look what has 
happened to IBM and General Motors. In the early 80’s they were making billions: in the early 
90’s they were losing billions. They are paying a huge price for not paying attention to hidden 
structural problems in their businesses. Our analysts don’t care whether a business is going up 
or going down – they come with an analytical tool box to show you how you can improve your 
business, both in the short term and the long run. 
 
There’s another very important reason to do the analysis now. When your business is growing, 
you can afford to fix the hidden problems. Why not take advantage of this opportunity to have 
SMS perform an objective analysis of your business? 
 
Objection: “Business is down; we just can’t afford to do it now. Maybe later.” 
 
Response: Based on what you are telling me, you can’t afford to wait. This is a critical time for 
your business to seek outside help before things get worse. Doing nothing will not solve your 
problems. You need to take action. We can help you put together a game plan. One of the 
advantages of working with SMS is that we do business differently than most consulting firms. 
We are project oriented, not retainer oriented. That means we can save you money. In 
addition, we have divided our business into two divisions: the analysis division, which I 
represent, and consulting services. By unbundling our services, we allow our clients to purchase 
what they need on an a la carte basis. We offer our clients a two stage business improvement 
process. The first step is a low cost, high impact comprehensive analysis of your business. Most 
of our clients know there problems, but few know how much these problems are costing them 
in lost profits. Our analyst will determine that for you. Then you can decide what action to take 
to solve them. We can guide you every step of the way. 
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MORE TOOLS TO CLOSE SALES 
 
THE STANDARD CLOSE: 
 
Our approach to solving the business problems we have been discussing here is to bring an expert 
analyst in for a couple of days to give you a fresh perspective on how you can solve them. Here is an 
authorization form which I would like you to read. It is written as if it were a letter from you to SMS  
asking us to analyze your business. 
 
(After client reads authorization ask question.) 
 
Does this make sense to you? 
 
(Yes) Great. We can bring an analyst in here right away. What works best for you, 8 AM 0r 9 AM? 
 
(No) (Find out objection and overcome it.) 

 
15 MORE CLOSES (Remember, 80 % of all sales come after the 5th close) 
 
1. We’ve been talking about several problems in your business and have agreed that they are costing 
you money. Don’t you think it would be worth $850 to find out how you might be able to solve some of 
those problems? 
 
When would you like me to schedule an analyst? 
 
2. Let me ask you this, “Is there room for improvement in your business? (yes)  Don’t you think it would 
be worth $850 to bring an expert in here to help you make those improvements?” 
 
When would you like me to schedule an analyst, 8 AM or 9 AM? 
 
3. Let me ask you this, “Is your business worth $850? Then don’t you think it would be worth it to bring 
in an outside expert to protect your livelihood?” 
 
When would you like me to schedule an analyst, 8 AM or 9 AM? 
 
4. Thinking about it doesn’t solve your problems, taking action does. When I leave here you won’t have 
time to think about it. You will be busy running your business. What we are really talking about here is a 
simple decision to help you solve your problems. What do you want to do, think about your problems or 
take action to solve them? Getting an analysis done is taking action. You seem like a man (woman) who 
takes action. Why not go ahead and make the decision now to go forward? 
 
I can have an analyst in here as early as next week. What’s best for you? 
 
5. (Alternative). There is not much to think about at this stage of the game. We haven’t done anything 
yet. The time to think about it is after the analyst has given you his recommendations to improve your 
profitability. That’s the time when you need to do some real serious thinking about what you want to 
do. If you take a moment now to think about it, you’ll realize the decision to bring in an analyst is a 
relatively simple, uncomplicated decision which really doesn’t require much thought. It’s a matter of do 
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you want to improve your business or not? So what do you say? Don’t you think this would be a good 
way to get some fresh ideas on how to improve your business? 
 
Don’t you want to improve your business to make sure you are earning 100% of what you are entitled to 
for your efforts? 
 
When would you like me to bring in the analyst? 
 
6. Let me ask you this. Do you really need to talk to your partners about such a simple decision? They 
trust you, don’t they? They know you are acting in their best interest. The time to get all the partners 
together is when the analyst is here. That’s when you need everyone’s input – when you have 
something really important to talk about, such as how you are going to improve your business. That’s 
when everyone needs to be brought in. Not now. We are just talking about getting the ball rolling. It’s 
always better for one person to push the ball to get it rolling than to get a committee together to decide 
how it’s going to get pushed. Have you ever tried to push a ball by committee? It never gets rolling. 
 
If this makes sense to you, it will certainly make sense to them. I am sure they trust your judgment. Am I 
right? 
 
7. (Alternative) Let me ask you this. If you were walking through a business office products store and 
saw some computer software which cost $850 which would analyze your business, would you be able to 
buy that off the shelf without bringing in all your partners to look at it? Of course you would. They trust 
you to make decisions in the best interest of the company. That’s why you are in this position. What we 
are offering is no different than buying some business software. The only difference is that we are 
bringing in a live body instead of something that is plugged into your computer. It’s that simple. We are 
like a management consulting store. You have a chance to buy our analytical product off the shelf today. 
Why not just reach up and grab it? 
 
I can have an analyst in here as early as next week, what do you say? 
 
8. So you say you had a bad experience with another management consulting firm. Let me ask you this. 
Have you ever bought a car that was a lemon? What did you do? You didn’t stop buying cars, did you? 
No, you decided to buy a car from a different company. Just like car companies, all management 
consulting companies are different. So just because you had a bad experience with one, doesn’t mean 
you’ll have a bad experience with another. 
 
Why not let us show you what we can do? Let us show you what a client oriented business advisory firm 
can do to improve your business. 
 
When would you like me to bring in an analyst? 
 
9. When was the last time you had an outside firm come in to give you an objective opinion on how you 
could improve your business? We recommend that you bring in an outside firm every 2 – 3 years to 
make sure things are running right in every phase of the business cycle. 
 
From what you tell me, you are overdue for an outside analysis. 
Don’t you think you could profit by bringing in an expert to give you an objective perspective on how 
you can improve your business?  
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When would you like me to schedule an analyst? 
 
10. Businesses which don’t seek out objective advice from outside experts often make mistakes in 
judgment because they only see their business with one eye – a subjective eye. An objective eye can 
only come from the outside, but it will give you 20 – 20 vision on where you are weak and how you can 
improve your business. 
 
Look at GM and IBM, both were on the top of the business hill. GM went from making record profits in 
the 1980 ‘s to posting record losses – over $12 billion in the early 1990’s to needing a $30 billion bailout 
from the federal government after going bankrupt in 2009. 
 
If it happened to GM and IBM, it can happen to any business. They were so blinded by their own success 
they didn’t see the changes’ coming until it was too late. Both GM and IBM paid a heavy price for being 
the last on the business block to figure it out. You don’t want to be the last to find out about your 
business, do you? 
 
Even when salaries are increasing (as they maybe in your business) a business can be on a downward 
spiral if it’s losing market shares to increased competition. How do you know what your competitors are 
doing right now to move them ahead in the marketplace? 
 
Objective, outside analysts were giving the warnings loud and clear, but GM and IBM execs turned a 
deaf ear. Outside analysts were talking about the changing marketplace for both cars and computers. 
Both GM and IBM failed to grasp the extent of these marketplace changes until they had lost huge 
market shares to other companies. 
 
GM and IBM have the borrowing power with banks to survive billion dollar losses. But don’t you think 
it’s better to learn from these expensive red ink lessons than to repeat them yourself? That’s why we 
are offering you the opportunity to get an expert analysis before you run into trouble. 
 
Why don’t you let us bring an analyst in to give you the objective opinion you can’t provide yourself? 
 
What would work better for you, 8AM or 9AM? 
 
11. There are two things you need to be an excellent decision maker. Would you like to know what they 
are?  You have to have both a subjective, internal view of your business and an objective, outside view. 
Only by combining the two together do you get a true picture of your business. You already have the 
subjective, inside view. But you can’t provide the outside view. That’s why you need to bring in an 
outside firm like SMS to give you that objective understanding. 
 
Don’t you think it would be worth $850 to get an objective, outside view of your business? 
 
What time works best for you, 8 AM or 9 AM? 
 
12. What would it take for us to do business today? What’s the one issue I haven’t fully resolved in your 
mind which is holding you back from making a decision today? 
 
(Listen, resolve, overcome. If that doesn’t work try to work a discounted deal to do business today.) How 
about this? If you take one step, I’ll take one step. I know that we have analysts currently in the area. If 
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you can do this now and save our company some travel expenses, I can offer you a discount on the price 
of the analysis. 
 
13. Do you know whether you are doing better than your competitors in controlling your costs? Do you 
know whether you are using incentives to drive your business better than your competitors? (Answer 
has to be “no”) Don’t you think it would be worth $850 to find out? We analyze over 10,000 businesses 
a year. Don’t you think having that collective knowledge to compare what you are doing with what other 
companies are doing would give you the information you need to improve your business? Don’t you 
think such an analysis would be worth $850? 
 
I can have an analyst in here next week. What’s better for you 8 AM or 9 AM? 
 

LAST BUT NOT LEAST – THE “SHOW AND TELL” CLOSES 
 
14. (Go back to the SMS Focus brochure with the 6 “Factors Driving the Value of Your Business”). When 
we bring an analyst in here, he will compare the business systems you are using in these 6 critical areas 
of your business – management, operations, cost controls, finance, tax and marketing – with those used 
by the best managed and most profitable companies. 
 
Don’t you think it would be worth $850 to find out what business systems are used by the best managed 
and most profitable companies in business today? 
 
15. Do you have a profit sharing plan here? Do you use incentives with your employees? Tell me about 
them. Good. Now let me show you something. (Take out a $20 bill.) If I worked here and you agreed to 
pay me a wage, I would get paid what we agreed as long as I did what was expected. But let’s say I do 
something extra, something beyond what is expected to get my regular wage. (Hand him the $20 bill.) 
Let’s say that at the end of the day, the extra work I did put an extra $20 in net profits in your pocket. 
Would you have trouble giving me $5 back? 
 
Now that’s the proper way to use incentives. Incentives should never be a cost. They should be paid out 
of increased profitability or a reduction in costs. What we find is that most businesses fly by the seat of 
their pants when it comes to designing incentive plans. This can be a costly mistake. 
 
A recent study by a Rutgers University economist, Douglas L. Kruse, found that companies which had 
profit sharing incentive plans had greater gains in productivity. But more importantly, he found that 
smaller companies benefit the most because it was easier for employees to see the connection between 
their work and the bottom line. Companies with less than 75 employees experienced a productivity level 
11% to 17% higher than comparable companies which did not use incentive plans. 
 
Don’t you think it would be worth $850 to bring in an expert to take a look at how you might increase 
your profits by making better use of your incentive plan options? 
 

CALL YOUR SENEX; YOU’VE GOT YOURSELF A SALE!!! 
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OVERCOMING SALES OBJECTIONS 

 
1. OUR COMPANY IS TOO SMALL: 
 

 Too small for problems? Keeping from having problems is a problem in itself. Problems 
do not confine themselves to the mighty, every business has them. 

 Is management too small in its thinking not to desire greater profits? We can raise your 
sights to an attainable goal. 

 Think about it a minute, I’m sure you’ll agree that there is room for practical ideas and 
improvement in any company, regardless of size. 

 Balanced against the benefits you will get from an SMS analysis, the fee is certainly 
small. 

 
2. WE HAVE OUR OWN GROUP OF CONSULTANTS THAT DO THE WORK YOU DO: 
 

 Your consulting staff is on your payroll, controlled by your company policies, and they 
are inclined to express only management’s viewpoint. 

 How effective is your consulting department? When did you last check your consulting 
department? 

 
3. THIS IS OUR PEAK PERIOD AND WE’RE TOO BUSY TO BOTHER WITH YOUR PEOPLE: 
 

 That is when an analysis will be the most revealing for you, because this is when you 
handle the greatest part of your volume and make your profits. It is also where you 
experience your greatest losses to your bottom line. 

 My company’s experience proves that problems are more evident and more 
advantageously corrected when you are operating at peaks, but are too busy to do 
anything about them. 

 
4. WE’RE ONLY OPERATING AT ABOUT 25%. A PICTURE OF OUR COMPANY NOW WOULD NOT  
     BE A FAIR ONE: 
 

 That would be to your advantage. You and your key people would be able to give more 
attention to our ideas. 

 We would be better able to train your key people in any new procedures before you 
return to full production. 

 Any improvements we would make in your operation at this time would be more 
beneficial when your business increased. 

 This is the time when your costs are the highest. 
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5. OUR BUSINESS IS DIFFERENT THAN ANY OTHER: 
 

 The fact that every business is different is what keeps us in business, otherwise you 
would be able to go out and buy standard procedures for operating your business. 

 We develop a program tailor made to fit your business. 

 We determine what you should expect from your business and show you how to attain 
this goal. 

 
6. WE KNOW MORE ABOUT OUR BUSINESS THAN YOU PEOPLE WILL EVER KNOW: 
 

 You should, it’s your business you live with it. Hat you should have is an outside 
viewpoint from an impartial company which will diagnose your business objectively. 

 I agree wholeheartedly with you. You are an expert in your field. Let us complete your 
expertise by giving you the management tools you need to make the right decision at 
the right time. 

 We are only interested in two things: money coming in and money going out, and to 
develop ways that will show you how you can hold onto more of it. 

 We will give you the management tools you need to control your investment. 
 
7. WE HAVE A UNION AGREEMENT THAT CAN’T BE TOUCHED, IT’S NO USE: 
 

 Labor agreements do not have to be effected when considering increased profits. We 
can and have worked within the context of union contracts and were still able to make a 
significant difference to the bottom line. 

 Any improvements we would make would be beneficial to labor in that job security 
largely depends on a profitable, successful operation. 

 Your unions or the prevailing wage rates in the area will dictate what you pay your 
people. Your competition will govern, to a degree, what you can get for your products or 
the services you render. Your operation costs continue to rise (additional 
unemployment payments, additional Social Security payments). The additional 
operating costs either have to come out of the profits or out of the fat of the operation. 
Let us schedule an analyst into your business to see how much fat we can render from 
your organization, or let me call my office and see when we have the right analyst 
available for your type and size of business. 

 You have some real “professionals” working to raise your costs. Allow us to send a real 
professional to reduce them. 

 What percentage of your outgoing dollars is in people? (Usually it is 10 to 50%). The 
worst thing that could happen is we could only make recommendations for areas that 
do not concern the union. (Usually between 70 and 90%). 
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8. OURS IS A JOB SHOP, NO PRODUCTION ON ANY ONE ITEM. WE DON’T HAVE TWO JOBS 
     ALIKE: 
 

 I am glad you said that, but you still have estimating, pricing, inventory, shipping and 
indirect labor functions, all of which have a direct effect on cost and profits. 

 In the first place, you are thinking of our services as purely labor and production. Why 
not consider other management functions such as organization, policies, facilities, 
methods and personnel. And how about sales? 

 
9. OUR PEOPLE ARE ON PIECE RATES NOW—THAT IS OUR LABOR CONTROL. YOU CAN’T DO  
    ANYTHING FOR US: 
 

 You are thinking only in terms of production and labor. 

 We have found piece rates in many cases to be inequitable to both labor and 
management, we can equalize them. 

 Your only control is the dollar paid labor per piece. What about controlling the flow of 
material, depreciation and use of overhead? 

 Good workers are slowed down by workers satisfied with lower pay which results in 
higher overhead. 

 Piece rates do not readily lend themselves to production planning or job timing. 
 
10. YOU HAVE NEVER WORKED FOR A COMPANY LIKE OURS: 
 

 Every company we work for is different. Our teams of executives at SMS have worked in 
thousands of types of businesses. 

 Fundamentally your company is no different than any other company; you’re in business 
to make a profit. 

 We are not interested in the technical side of your business. We are only interested in 
the invested dollar as it progresses through the business cycle. 

 
11. SEE ME IN SIXTY DAYS, WE CAN GO INTO THE MATTER MORE THOROUGHLY THEN: 
 

 If you felt seriously ill would you put off a check-up for 60 days? 

 Why wait 60 days to attain the benefits you should be getting now? 

 If for example, I could show you how to increase your dollar volume 20%, would you ask 
me to come back in 60 days? 

 If I were to offer you this $100 bill, would you ask me to come back in 60 days? 
 
12. WE’RE SATISFIED WITH THE PROFIT WE’RE MAKING NOW. WE DON’T NEED YOU: 
 

 One is hardly ever satisfied with the money they are making, or at least they shouldn’t 
be. 
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 What are your assurances that you will continue to make money? 
 

 You are probably too self-satisfied; complacency has destroyed more prosperous 
companies than any other business disease. 

 Are all of the departments in your business making money, or don’t you know? 

 I wonder how many employees would reject an increase in earnings. 
 
13. I’LL HAVE TO TAKE THIS UP WITH MY BOARD OF DIRECTORS; OR LET ME TALK THIS OVER  
      WITH A COUPLE OF MY ASSOCIATES: 
 

 Do you need the approval of your Board of Directors to make a petty cash decision? 

 You will have nothing to discuss with your Board of Directors until after the analysis. 

 Would you like to discuss this with some other officer of your company at this time? Is 
he/she here now? Let’s discuss it together. 

 With your permission, I would like to discuss the matter of the analysis with your Board 
of Directors. 

 
14. YOU CAN’T HELP US; OUR PRICES ARE SET BY OUR COMPETITION. WE JUST CAN’T DO  
       ANYTHING ABOUT IT: 
 

 Your prices may be set by your competition but your costs are not. 

 This is your chance to become THE competition for your competitors through better 
management procedures. 

 With better management facilities you will be the one establishing the prices in the 
industry. 

 Do you have a pricing policy, or is it guesswork? 
 
15. OUR BUSINESS IS DOWN AND THE ONLY MARKET FOR OUR PRODUCTS IS JUST NOT  
       BUYING. YOU CAN’T HELP US: 
 

 How do you know you are doing everything possible to get the lion’s share of the 
business available? 

 Your market may not return for years. Have you given any thought to new products or 
services? 

 How strongly are you pushing those of your products that are not affected by this 
downturn in business? 

 Have you given any thought to new markets, new customers, or possibly restyling or 
repackaging your products? 

 Have you ever had research conducted to determine your available markets? 
 
16. WE NEVER LET OUTSIDERS IN OUR PLANT BECAUSE OF CERTAIN SECRET PROCESSING WE    
       HAVE: 
 

 We are not interested in the technicalities of your business or its secret processes. 
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 I wish to remind you that every employee in our organization is bonded for $2,000,000, 
but more importantly we are contractually bound to keep everything in the strictest of 
confidence. 

 
17. I KNOW THE ANALYSIS DOESN’T MEAN ANYTHING AND AFTER THE ANALYSIS YOU  
      CHARGE TOO MUCH: 

 How can you say our charges are too much until after you have had the analysis to 
determine how much your problems are costing you? 

 What our fees are should not make a difference if your benefit is greater than the cost. 
A typical consulting services client receives a 2 to 1 return on his investment in new 
management procedures and systems which we install. 

 
18. I’VE BEEN OFFERED FREE SURVEYS AND I CERTAINLY WON’T PAY YOU TO DO ONE FOR  
       ME: 
 

 You may have received a free survey, but you probably didn’t get anything from it 
either. 

 You would not be interested enough in the results of the analysis if it were free. 

 We are not in the business to give free surveys. What do you give away free of any 
value? 

 
19. SEND ME SOME REFERENCES FROM SIMILAR BUSINESSES SO I CAN CALL THEM: 
 

 Ours is a confidential service. We are bound by contract to maintain confidentiality. We 
do not tell you who are past clients have been and we will not tell others that we have 
worked for you. Your business should be your business. 

 Were you to use our service, we would not expect to trade on your good name in the 
community to build our business by using you as a reference. 

 All of our clients are busy people and do not want to be bothered by sales calls. We have  
200 sales people throughout the country that could generate thousands of calls per 
week. If you became a client of ours, how many calls would you like to receive a day 
from our prospective clients? (None) That’s how all of our clients feel. 

 You did agree that every business is different. So there is no other business in the world 
like yours. You are the best judge to know “what you want.” You will be your own 
reference. Some of our clients have written testimonials, but don’t want to be called. 

 The nominal cost of our analysis gives you the opportunity to judge for yourself. 

 We require no payment until our work has been completed. You can judge the quality of 
our work before you pay. Isn’t that a fair way to do business? 
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20. WE ARE NOT INTERESTED: 
 

 Our best work is done with management who knows how to run their business because 
they can see the value of our service. 

 We know that you know your business better than we will ever know it. We are another 
tool at your disposal to help you do a better job. 

 Your lawyer and accountant don’t know your business, but still render a real service to 
your business. 

 Your interest should not be directed towards the analysis; you should be focused on the 
problems that you are experiencing. 

 What part of the analysis are you not interested in? 

 You should repeat the problems given by the prospect and ask, “How can you not be 
interested if you have the problems you indicated?” 

 
21. NEITHER YOU NOR ANYONE ELSE IS GOING TO COME IN HERE AND TELL US HOW TO RUN  
       IT: 
 

 We have enough to do running our own business; we don’t intend to run yours. We will 
however provide you with the tools you need to operate your business more effectively. 

 The technical areas do not appear to be where you are experiencing difficulties. It is the 
BUSINESS side of your operation that is the problem and where we excel. 

 You have professionals providing you with legal and accounting advice, why not have 
business consulting firms advise you in the critical areas which affect your bottom line: 
management, operations, cost controls, finance, and marketing. Wouldn’t you be 
receptive to ideas that we have acquired from servicing other companies in your field? 

 
22. UNLESS YOUR ANALYST IS AN EXPERT IN OUR LINE OF BUSINESS, YOU CANNOT DO US  
       ANY GOOD: 
 

 We will send an analyst who is qualified to conduct a study of your business. 

 The analyst we assign to conduct this review will appreciate your business with a fresh 
viewpoint, and in all probability give you a different slant on your problems. 

 Our analyst is trained to deal with management problems. 

 Our expertise is in the business of business. 
 
23. NOW IS NOT THE TIME: 
 

 If you are ever to attain the benefits of an analysis, NOW is always the time. 

 Do you wait to get a toothache before you go to the dentist? 

 If you are sincere in your desire for this service, now is the time. 
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 When will there ever be a better time? 

 You’ll never find the RIGHT time. As the commercial says, “Just Do It.” 

 Why? 
****************************************************************************** 
 
ADDITIONAL ANSWERS TO OBJECTIONS: 
****************************************************************************** 
1. OUR COMPANY IS TOO SMALL: 
 

 All the more reason profits should be enlarged. 

 I can certainly understand the way you feel, most business people in your industry feel 
this way, but how many employees do you have, and what is your volume? Do you 
know that we have worked for businesses with as few as five employees? 

 All businesses have basically the same problems, whatever the size. 

 We specialize in small to medium sized businesses, and we have knowledge and 
experience which you can take advantage of. 

 Do you want your company to stay small or would you rather have the satisfaction of 
seeing it grow, surpassing your initial goals? 

 I don’t agree because for you this should be the biggest company in the area. 

 You hope your business will grow. Many small firms use us to help plan for an orderly 
growth pattern. 

 Small business people like you can’t afford the luxury of even the smallest problem. 
Because you are small any loss will severely deplete your working capital. 

 Even in a large company, we break it down into small departments in order to more 
advantageously analyze and improve the operation. Only in building small parts right 
can the whole be right, so we are acquainted with problems in small areas. 

 
2. WE HAVE OUR OWN CONSULTING DEPARTMENT: 
 

 This proves you are interested in progress and improvement. 

 You say you have problems. How long have you had these problems? What are you 
doing about these problems? 

 Are the consultants on your staff going to criticize their own people? Besides, how long 
has it been since you checked them? 

 Since we aren’t financially or emotionally attached to your business, we are in a position 
to be completely objective in our analysis of your business. This will be to your 
advantage because it will be a cross check on what you are already doing to make sure 
you have all the bases covered. 

 Exactly what are the duties performed by your consulting department? 

 There is no harm in having a checker check the checker, is there? 

 We are not related financially or emotionally. We have an outside viewpoint, a new pair 
of eyes to blend our ideas with yours and others objectively. 

 Do you think a large auditing firm makes their own annual tax statements or fiscal 
reports? 
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3. WE ARE TOO BUSY AT PRESENT: 
 

 The better to see how your personnel operate under stress and strain. 

 Now is the time that you are putting the most effort into your business. Wouldn’t you 
like to measure its effectiveness? 

 This is the time when more dollars are flowing through your business and you are so 
busy that you don’t have time to watch for waste or losses, which you and I both know 
are occurring. This is an ideal time to have an analysis. 

 You have subordinates already trained in supervision, but in most cases are too busy 
with production to see ad correct the costly waste of time and material. 

 It’s a good thing. If we ran an analysis during vacation for example, I don’t think you 
would be too interested in the results. 

 There is a greater flow of money during this period than at any other period. You make 
more, and by the same token lose more, during this peak period. 

 The stress of peak periods is the time when any weakness in methods, controls and 
procedures show up like sore thumbs. 

 More of your methods, controls and procedures are readily exposed and available to 
ensure a thorough analysis during peak periods.  

 Our analyst will require very little of your time, but will at this busy season see more of 
your problems than at any other time. The analyst will also be able to see your 
personnel under strain. 

 All the more reason you should be interested because you probably are wearing many 
hats. 

 When would be a better time? 
 
4. WE ARE NOT SUFFICIENTLY ACTIVE AT PRESENT: 
 

 Wouldn’t you be interested in increasing your activities so your year will have more 
peaks than valleys? 

 During your low period is the best time, now is the time you are planning for your peak 
period. 

 That will allow more time for you to devote to correcting the problems after our 
analysis. 

 This is the best time to take a good long look at your business from a professional 
vantage point, and evaluate it so that you will be in a better position than your 
competition for your busy season. 

 This is the time to initiate any corrective measures gained from the records of the past 
peak seasons in order to avoid costly errors in the future. 
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 Good business practice dictates an efficient use of the time now at your disposal. That’s 
why I am here. 

 You have the time to adjust to your problems and it will be more beneficial to you when 
business picks up. 

 You would have more time to pick our brains. 

 You have a greater opportunity to allow more time for analysis. 
 

 You will be able to take better advantage of our recommendations when production 
increases. 

 Perhaps we can develop ways and means to utilize this idle time in other profitable 
endeavors. 

 This is the perfect time. Maybe we can make the peaks and valleys of your business 
shallower. 

 This is the time when your costs are the highest. 
 
5. OUR BUSINESS IS DIFFERENT THAN ANY OTHER: 

 Have you ever seen two businesses that were not different? 

 You are in business to make a profit, aren’t you? We deal mainly with the cash 
management and administrative policies of your business. We put cost control systems 
in place to control costs and instill incentive plans to improve productivity. That’s where 
businesses are alike. 

 Are your basic problems any different from other businesses? 

 Every business is different. Every business executive is different. You are in business to 
make a profit and we have the answers which will increase your net profit. That’s why 
we begin with an analysis to find out how the principles of good business management 
apply to your business and its problems. 

 Technically every business is different, but basically they are all the same. They need 
management, sales, accounting, etc. To produce good products or services you need the 
best in tools, machines, and employees, so why not have the best in management tools? 

 You’re right, your business is different. This is analysis of your unique business. 

 No two businesses even in the same industry are alike. It often depends on the person 
who occupies your chair. 

 The technicalities of your business may be different, but you have one thing in common 
with all types of businesses; namely, the flow of funds. We focus on the flow of funds so 
that we can help you retain more net profit in your business through good business 
management. It’s the same problem every business owner faces. 

 Your problems are related to what you want out of your business, and we help you 
define “what” is preventing you from getting what you want and then determine how 
you can get it. 

 
6. WE KNOW MORE ABOUT OUR BUSINESS THAN YOU PEOPLE WILL EVER KNOW: 
 

 And we know more about ours than you do. This is how we blend for mutual benefit. 
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 You should know the technicalities of your business. However, we deal with those areas 
that you and most other small to medium sized business owners don’t know; cash 
control and management, personnel management, paper flow, improved procedures for 
greater efficiency. 

 Of course you know more about your business than anyone else, and you are obviously 
a very successful business person. Our purpose is to add to the knowledge you now 
possess, to how many more dollars can stick to the ribs of your business. 

 With the changes in competition and economics today, the only way to maximize your 
profit potential is to make sure you are operating at maximum efficiency. You can’t 
depend on more sales making you more and more money. Business owners need to 
ensure they are earning what the business is worth through proper management. 

 
 

TEN REASONS WHY BUSINESSES FAIL 
 
Each year, an average of 500,000 new businesses are started and each year approximately 80 % 
of these fail! Although this high percentage of failure is due to many reasons, the following ten 
stand out: 
 

1. Not keeping proper accounting records. 
 

2. Disregarding or misinterpreting financial statements. 
 

3. Not controlling costs. 
 

4. Inviting fraud through poor internal control. 
 

5. Not planning ahead. 
 

6. Not selling aggressively. 
 

7. Not having sufficient working capital. 
 

8. Not carrying adequate insurance. 
 

9. Failing to train employees. 
 

10. Not seeking advice or professional help when necessary. 
 
 
 
 
 
 



Sales Training Information. 

189 
Edition XLI © Copyright SMS, 2017 All Rights Reserved 

 
 
 
 
 
 

 
 
 

EXPECTED PROFIT MARGINS FOR VARIOUS BUSINESSES* 
 
 

 
Job Shops/Tool & Die/Machine Shops             6 – 8.5%                                                                                                                         
 
General Contractors                                                            6.5 – 11% 
 
Roofing Contractors        6 – 14%                                                             
 
Wholesale Distributors                                                                                            4 – 9%                                                                                                              
 
Auto Collision/Mechanical/Specialty Shops               7 – 10%                                                                              
 
Auto Dealers          2.5 – 5%                                                                                                                                                                                                                                          
 
Manufacturers                                                                                                          10 – 16% 
 
Printers                                                                                                                       5 – 8% 
 
Restaurants                                                                                                                7 – 11.5% 
 
Trucking/Transportation                                                                                          11 – 16%                              
 
 
 
 
 
*Based on data derived from the 2011 RMA data showing the national trends for the pre-tax 
profit ranges of selected business classifications. Regional economic conditions, as well as other 
factors, will affect the applicability of these trends to a particular business. 
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“HOT BUTTONS “ 
 
Hot buttons are personal or business issues that are so important to your prospect that they 
evoke an emotional response. Identifying the hot buttons and focusing the prospect on them 
will help you develop a rapport with the prospect and increase the likelihood of a successful 
sale. 
 
To find the prospect’s hot buttons you need to ask questions. The more questions you ask, the 
more likely you will get the sale. By asking probing questions you not only uncover the hot 
buttons, but you get the client more involved. Prospects buy when they are involved in a self-
analysis as to how an analysis might help them. 
 

 Are you satisfied with . . . . . . .? 
 

 What is your . . . . . ? 
 

 How do you control you’re . . . . . ? 
 

 When was the last time you had a quantitative study of functionality performed? 
 

 What functions do you have to perform to be profitable? 
 

EXAMPLES OF “HOT BUTTONS “ 
 
1. Contractors: 
 

 What is your bid to award ratio? 

 Are you getting the ones you should? 

 How do you know if you are competitive? 

 What is your bonding limit? 

 How do you do your job costing? 

 How do you calculate your burden rate and overhead when bidding a job? 

 What is your small tool expense? 

 What is your variance between your bid and actual costs? 
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 How many job bids do you lose by a small %? How do you control productivity? 

 Is every one of your employees producing a profit for you?  How much? 

 How do you control performance of your personnel? 
 
 
 
 
 
 
2. Manufacturing / Job Shops: 
 

 Do you ever experience “bottle necks” in your shop? 

 How do you monitor your labor force? 

 What is your scrap (or drop) percent? 

 Do you mainly long run or short run? How many “Hot Orders” do you run a month? How 
do you control efficiency? 

 How do you control quality by person? By department? 

 What % do you add on for overhead? How do you know this is correct? 

 Are you automated? Do you use CAD – CAM? 

 Are you allocating funds for automation? 

 If no automation, are you using single spindle or multi spindle machines? 

 How do you coordinate your sales with production? 

 How do you control your inventory in relation to sales forecasting and production 
needs? Are collecting receivables a problem for you? What are your credit and 
collection policies? Are you getting your share of the market? 

 
3. Distributors: 
 

 What is your current inventory turn? 

 What do you do to optimize your inventory? What amount of your inventory is 
obsolete? How do you control your inventory? 

 What do you do to reduce waste, pilferage, and theft? 

 How do you determine your product mix? 

 Are collecting accounts receivable a problem for you? 

 Do you have established credit/collection standards? 

 Do you use any inventory justification system? How is your company organized? 
 
4. Truckers / Transportation: 
 

 What is your dead-head percent? 

 What is your rolling cost per mile? What is your mix of LTL and OTR? What is your ratio 
of trailers to tractors? 

 Do you use flatbeds, dry boxes, and/or cold boxes? 
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 How do you control your parts inventory? 

 Do you use brokers? 

 What do you do to maximize tariffs? 

 How do you make sure you are current with DOT requirements? 

 What percent of your rigs are owner-operated? 

 Which of your rigs are most efficient? 

 Do you factor this into scheduling? 

 How do you evaluate your dispatcher’s performance? 
 
 
 
5. Restaurant: 
     

 What is your food cost/liquor cost as a percent of your sales? 

 What is your sales mix (menu items as a % of total volume)? 

 O you feel your employee turnover is too high? 

 What is your total check average? Liquor average? Appetizer average? Dessert average? 

 What percent of your sales is your rent expense? 

 How do you control pilferage, shrinkage, spoilage, and waste? 

 How do you establish your sales mix? 

 How do you use your “point of sale” controls? 

 Are you maximizing your facility usage? 

 How many table turns are you getting on weekend nights? Week nights? At lunch? 

 Do your employees us suggestive selling techniques? 

 What do you do to enhance the customer’s perception of value? 
 
6. Auto Body Shops: 
 

 Do you feel your shop is as productive as it could be? 

 Do you have a lot of rework, come-backs? 

 How do you control shop productivity? 

 How do you control your inventory? 

 What is your current inventory turn? 

 What do you do to optimize your inventory? 

 How do you control waste, pilferage, and theft? 

 How do you work up an estimate? 

 Do you calculate your burden rate and overhead when estimating repairs? 

 How do you know it is correct? 

 What is your variance between your estimate and your actual cost? 

 What is your small tool expense? 

 Is every one of your employees producing a profit for you? How much? 
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CASHING IN ON YOUR CALLBACKS – AS A LAST RESORT 
 
The first rule of sales is to get a first call close. And this is a one call close business. This is not a 
“relationship” sale. This is not an account sale. This is a “grab them by the lapels” type close. 
You want to challenge every prospect for the sale. The key to success in this business is not to 
buy the callback. In fact, the biggest mistake most new Senior Area Managers make is believing 
they will actually close all their callbacks. Most callbacks, however, turn into no sales. Once you 
have left, the urgency to do business is gone. Therefore, you have to focus on making a one call 
close. Don’t accept “no” for an answer. The vast majority of your deals should come on a first 
call close. 
 
If you have the right “first call” attitude toward closing your deals, you can become even more 
successful by turning what limited callbacks you do get into future sales. You want to work the 
entire sales process, even if you are a “slam dunk” type first call closer. 
 
There is a real skill to working your callbacks. If you think working your callbacks just involves 
making one phone call to get the sale, you are going to lose a lot of sales. One of our sales reps 
got a “no” 13 times and a “yes” 1 time. It doesn’t matter how many times a prospect tells you 
“no” it’s getting to “yes” which makes all the difference. Whether it takes one sit or 14 months 
of work, a sale is a sale on the books. 
 
If you want to meet your income goals, you must learn effective call back skills: 
 
Critical to your callback skill development is a commitment to being organized. You can use a                        
traditional callback file box separated by month or sales software such as ACT which is available 
at most business supply stores. There is one caution in using sales software. Be sure to spend 
more time working your callbacks than developing your database. If you are spending four 
hours a week entering data and one hour a week working your callbacks, you have it 
backwards. This is a formula for failure. You want to be spending most of your time working 
your callbacks, asking for appointments and sales, not developing elaborate files. Do some self-
monitoring and make adjustments in your time management. Don’t let your subconscious fear 
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of rejection drive you toward your data base where you can get seduced into fooling around 
with your gigabits for hours at a time. Keep this in mind: your computer may never tell you “no” 
but it will never say “Yes, I’d like to do business.” Go for the “no’s” to find the path to “yes.” 
 
The traditional 4 x 6 callback box (some find 6 x 8 more workable) can be used quickly and 
effectively to manage your callbacks. The callback box will allow you to organize your callbacks 
by the upcoming months. For current callbacks not yet closed or put off into the future, develop 
a “Hot Prospects” file to carry with you. Manage this file every day. 
 

 
 
 
 

USE THE DROP CLOSE FORM FOR INSIDE SALES 
 
For those callbacks you are not going to track, fill out a “drop close” form for the Inside Sales 
found in the Sales Training Manual, or you can send back the appointment form with your 
notes from your meeting with the business owner. Be sure to mark the lead sheet and drop 
close form as an “ET”. The Inside Sales reps will call your old callbacks and offer them a special 
deal for $400 or $500. If the Inside Sales rep gets the sale, you get a commission of 59% of the 
fee collected as an ET commission. If it’s from a hybrid appointment, it is designated as an EH 
and you will get a hybrid consulting services bonus on consulting work, as well as your survey 
commission. 
 
Consider the Inside Sales rep your team member in closing deals. Some sales reps have 
produced multiple sales in a week just by filling out the Drop Close form or sending back their 
appointment form for their old callbacks. 
 
The name of the game is closing sales. Work your callbacks to close as many as you can and 
work with the Inside Sales reps to close the one’s you can’t close or have given up on. That’s the 
path to success! 
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CLIENT FOLLOW-UP RECORD 

 

NAME:____________________________________________________________ 

 

ADDRESS:_________________________________________________________ 

 

                   _________________________________________________________ 

 

                   _________________________________________________________ 

 

 

SUBJECT:_________________________________________________________ 

 

 

PHONE:__________________________   CONTACT:______________________ 

 

DATE:___________________________  

           

INFORMATION 
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GOAL SETTING 
REP:________________________ 

 
1. What is your realistic income goal for the next 12 months? ($__________ per year) 

 
2. What does that amount to on a weekly basis? ($ ___________ per week) 

 
3. What do you estimate to be the realistic dollar value of your average sale?  ($_______) 

 
4. How many sales do you have to make weekly, to reach the amount in item # 2? 

(______) 
 

5. What is the average number of interviews you need to make your weekly sales goal in 
item # 4? (___________ interviews = 1 sale) 
 

6. What is your average number of BC weekly interviews? (__________) 
 

7. What is the number of self-generated weekly interviews you need to add to item # 6 to 
accomplish the total number of interviews required in item # 5? (________ BC 
interviews + ________ SG interviews = Sales Goal) 
 

8. Of the number of SG interviews required in item # 7, how many are you going to obtain 
through the following: 

 

 Mail: How many letter must be sent to obtain an interview 
                                           (____________ letters = 1 interview) 
 

 Fax: How many faxes must be sent to obtain an interview? 
         (____________ = 1 interview) 
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 Personal Telemarketing: How many phone calls must be made to obtain an 
interview?(___________ phone calls = 1 interview) 

  

 Face to Face Cold Calls: How many cold calls must be made to obtain an 
interview? (_____________ calls = 1 interview) 

  

 Call Backs: How many callbacks must be made to obtain an interview? 
                                      Call Backs by telephone (___________ telephone call backs = 1 interview) 
                                      Call Backs drop in face to face (_____________ to face CB’s = 1 interview) 
 

 How many “Executive Close” request to obtain on sale? (_______ Exec. Cls. 
Req = 1 Sale) 

9. What are your estimated weekly activities? 
 
Week # _______________ 
 
 
 
Estimated per Week:                                                                                      Actual             +/- Year to  
     Date 
 
 
 
#___________ of $ income                                                                     __________          __________ 
 
#___________ sales                                                                                 __________          __________       
 
# __________ BC interviews                                                                  __________          __________ 
 
# __________ self generated interviews                                             __________          __________ 
 
# __________ letters sent                                                                       __________          __________ 
 
# __________ faxes sent                                                                         __________          __________ 
 
# __________ personal telemarketing cold calls                               __________          __________ 
 
# __________ face to face cold calls                                                     __________         __________ 
 
# __________ telemarketed call backs                                                __________          __________ 
 
# __________ face to face call backs                                                    __________          __________ 
 
# __________ Executive Close Request                                               __________          __________ 
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«Address»«CityStateZip» 
Fax:  «Fax» 
 
Dear Mr. /Mrs. «Last_Name»: 
 
This letter will acknowledge my understanding and agreement concerning the confidentiality of 
various items of information, data and other documents which have or may be given to ISI, whether 
in oral or written form by «Company_Name»or any other affiliated or subsidiary entities.  To this 
end, ISI hereby acknowledges that it has been provided the opportunity to review the Financial 
Statements of by «Company_Name» et al along with such other books, records, customer lists, 
inventory, personnel files, equipment records, etc., (hereinafter referred to as information). 

 
ISI also acknowledges that the aforementioned information is a valuable asset of 
«Company_Name» and is highly confidential.  Accordingly, ISI hereby warrants its agents, 
employees, other representatives and advisors, will not divulge or disclose said information to any 
third parties; nor will said information be used for ISI's own business purposes.  ISI holds a Blanket 
Dishonesty Bond issued by HUB International (and underwritten by Chubb Insurance) in the 
amount of 2,000,000 dollars (see attached confirmation letter). 

 
I understand that nothing contained herein shall prevent or prohibit ISI from discussing, reviewing 
or providing such information to in-house or outside retained professional advisors (lawyers, 
accountants, etc) in order to obtain their assistance, guidance and professional opinions 
concerning said information. 
 
Yours truly, 
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J.M. Postol 
Senior Executive 
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