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Customer Enthusiasm 
 

 

"We want to exceed our customers' 

expectations at every opportunity, 

providing them with an ownership 

experience that will encourage them 

to come back again and again, 

bringing their friends." 
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Sales Roles That Match the Buying Process 
 

Sales Role # 1: The Student 
 
Study the Change Affecting Your Customers and Open Some Closed Doors. 
 
As a student, you will study how changes are affecting your prospects and find 
opportunities where you can add value. 
 
The prospects you call on in the future will be busier than the prospects you 
called on in the past. 
Customers do not want to educate salespeople anymore. 
 
As a salesperson, you have to do much more homework today just to earn the 
right to talk about your product and service. 
 
DJ's NOTE: What keeps the customer awake at night: If he is a C.E.O. - approach 
to cutting costs and gaining competitive advantage. 
 
REMEMBER: Prayer, Providence, and Perseverance. 
 
Sales Role #2: The Doctor 
 
Diagnose Your Customers' Discontent and Uncover Their Big Needs. 
 
Five Types of Questions 
 
1). HISTORY QUESTION (To identify optimal vs. actual condition) 

2). SYMPTOM QUESTION (To identify discontent) 

3). CAUSE QUESTION (To define the true problem) 

4). COMPLICATION QUESTION (To clarify seriousness of problem) 

5). CURE QUESTION (To help you identify your prospect's expectations of value) 

 
After gathering this information, you will offer prospects PRESCRIPTIONS that 
prove your capabilities. 
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When prospects are considering whether they have a need, they have a simple 
value equation in mind. 
 
Value Gained - Seriousness of Discontent 
  Cost of Buying 
 
DJ's NOTES: Remember doctors set a return visit to talk about lab results or 
medication. We need to measure, or bring additional medicine if needed. 
 
 
Sales Role #3: The Architect 
 
Design Unique Solutions That Simplify Your Customers' Research and lock Out Your 
Competition. 
 
"The best way to predict the future is to create it. "--Peter Drucker 
 
Are you the first person they have spoken to or the second or third? It makes a 
difference. 
 
First to the architect, they will ask questions similar to: "Can you tell me a rough 
idea how much this will cost me?" 
 
BUT, if you are the second or third, you must remember: most likely the 
competitor has influenced their criteria. You then go to the comparison step and 
assume a different selling step. 
 
Tools of the Architect: Creativity 
    Expert Knowledge 
 
Four Steps To A Design Process 
 
1.) Understand the client's intangible concept. 

2.) Determine the must-have requirements necessary to achieve the concept. 

3.) Refine the concept by identifying nice-to-haves. 

4.) Determine the relative importance to each nice-to-have to the client. 
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Sales Role #4: The Coach 
 
Defect Your Competition Without Slashing Price. 
 

 Good is no longer good enough. 
 

DJ's NOTE: "You cannot do today's business with .yesterday's thinking and hope 
to be ahead tomorrow. "--D.J. Harrington 
 

 Many salespeople do not know how to handle competitive selling because 
little info is available on the subject. 

 Some salespeople only know their product. 

 Some salespeople overlook minor differences between themselves and 
their competitors. 

 To sell competitively, you need to prepare a game plan. 

 Prepare well ahead, and slow down to think. 

 Defeat the competitor. 

 Come up with options 

 Analyze and execute a winning game plan. 

 You must know who your true competitor is. (in a real game--they are on a 
seasonal schedule) 

 Sales satisfaction *Quality of product/service 

 Ease of order placement *Service responsiveness 

 Flexibility to meet rush order and/or changing needs. 

 Installation *Training on maintenance care 
 
Look for weaknesses in your competitor's strengths. 
Coaches say that when two teams are evenly matched, the winner will be the 
team that executes its plays the best—the team that makes the fewest mistakes. 
That's why coaches spend an enormous amount of time on the practice field, 
improving olds skills and learning new ones. To win competitive sales, you must 
do the same. Coaches also know that, despite all the time and energy invested, 
you "can't win 'em all". Everyone who competes has, at one time or another, 
suffered defeat. When you lose a sale, look for the lesson, adjust your activities 
accordingly, and move onward toward your goals. 
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Prospecting Tips 
 

 

1.  Knock your socks off 

2.  Your X-ray is enclosed 

3.  Service Department for towers bonus 

4.  Now I have one foot in the door 

5.  Green Eggs and Ham 

6.  An “Eye Can” on each desk 
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Sales Role #5: The Therapist 
 
Understand and Resolve Your Buyer's Fear. Draw Them Out. 
 
"Progress always involves risk; you can't steal second base and keep your foot on 
first. "--Frederick Wilcox 
 
Sometime, buyers skip this step. They are fearless. 
 
Think of what you would say to a close friend. Say that the best way to handle 
fear is to encourage open expression of concerns enabling prospects to move past 
them. 
 

 Be sensitive and obscure 

 Explore concerns 

 Discuss alternatives 

 Empathize with feeling 

 

"Can you tell me more about that?" or "What concerns do you have?" 
 
How many people have been bitten by an elephant? 
 
Most prospects who move backward in the buying process do so because they are 
deciding not to decide, or they may be buying from your competitor. 
 
By assuming the role of the therapist, you help your prospects to resolve their 
fear, move past indecision, and arrive -at the point of commitment. Now, the 
negotiation begins. 
 
Sales Role #6: The Negotiator 
 
Discuss With a View to Reaching a Mutual Commitment to Open a Relationship 
(not close a sale). 
 
"Let us never negotiate out of fear, but let us never fear to negotiate. "--John F. 
Kennedy 
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There is a way to avoid haggling over prices. It's called "win-win" negotiating. 
 
According to Roger Dawson, you know - you make it to win-win. 
 
1.) Each party felt the other party cared about his or her interests. 

2.) Each party felt the other party won as well. 

3.) The self-respect of each party is intact. 

4.) Each party feels the other will abide by the agreement. 

 
Negotiate late in the sales process, not early. The simple rule is there's no reason 
to talk price until buying desire has been aroused. 
 
1.) Analyze negotiating power (yours and theirs) using NO TRICKS. 

2.) Prepare to negotiate 

3.) Reach agreement through discussion, clearly identifying your customer's 
interests determining areas of agreement. 

4.) Ask for commitment in a non-manipulative way. 

 

Sales Role #7: The Teacher 
 
Identify Expectations, Teach the Customers to Use Your Product, and Test for the 
Value Improvement Achieved. 
 
1.) Set realistic objectives and expectations 

2.) Show, then help to do. 

3.) Test to measure progress 

An unsatisfied customer is one whose expectations are not met. Unhappy 
customers have excellent memories. They won't buy from you again, and they tell 
others about their unhappiness. It's not a pleasant scenario. 
 
A major cause of post sale customer dissatisfaction is a lack of understanding by 
both buyers and sellers. 
 
Here are some reasons why you should measure your value. 
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A. You will find new sales opportunities. 

B. You insulate yourself against lost relationships. 

C. You will discover "Best Practices." 

D. You may find new ways to improve your product or service. 

E. The quality of service you provide will improve. 

F. Don't just measure value for your customers; measure value for yourself. 

 
Sales Role #8: The Farmer 
 
Cultivate Satisfaction and Grow the Account. 
 
"You must give to get. You must sow the seed before you reap the harvest. "--
Scott Reed 
 
In the customer-focused selling process, the role of the farmer is to: 
 
1.) Nourish a productive relationship with your buyer. 

2.) Sow new applications for your product or service. 

3.) Cultivate the account. 

4.) Reap the fruits of your labor. 

5.) Plan your next season. 

 
Become the ONE CALL, FIRST CALL INFORMATION RESOURCE. 
 
DJ's NOTE: Please remember, you are your company's "Chief Satisfaction Officer." 
You are responsible for creating high-value recommendations, and then 
delivering on your promises. If other people in your company drop the ball, you 
must pick it up.  
 

"UNDER Promise and OVER Deliver." 
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And Then Some for FIADA  
by DJ Harrington 

 
Great people go the extra mile. 
And then some. 
 
These three little words are the secret to success. 
And then some. 
 
Top FIADA people always do what is expected. 
And then some. 
 
They are the B team. . .Be here when we open, Be here when we close. 
And then some. 
 
They are thoughtful of others. They are considerate and kind. 
And then some. 
 
FIADA people are enthusiastic, upbeat and friendly to all. 
And then some. 
 
They meet their responsibilities and they deal with everyone squarely. 
And then some. 
 
FIADA are good friends and helpful neighbors. 
And then some. 
 
They are hard working, independent and, honest and loyal. 
And then some. 
 
They are comfortable with people, streetwise, ambitious and goal oriented 
And then some. 
 
I am thankful for FIADA people like these for they make the world a better 
place. Their spirit of enthusiasm and service is summed up in these 
three little words. 
 

And then some. 
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DJ Harrington, C.S.P. 
Order Form 

 

Description    Value   Price  Quantity Total  
Words to Live by I & II (CD)  $49.00   $25.00    $  
 

Window on the Secret For Success  $119.00   $35.00    $  
(CD, DVD and workbook) 
 

NABD Package Special #1  $59.00   $25.00    $  
(CD ~ Time + 5 Meetings) 
 

Noble (No Bull) Leadership (CD) $129.00   $25.00   $  
 

Phone Skills I, II, III (CD)  $129.00   $35.00   $  
 

Keeping the Family Running  $129.00   $25.00   $  
     In a Family Run Business (CD) 
 

NEW Prescription for the Day  $59.00    $25.00   $  
(35 meeting on DVD)  
 

NEW Book ~ Prescription for Life  $19.99   $10.00    $  
 A Collection from DJ Harrington        

Subtotals   $  
        S & H  (Flat rate) $5.95 
        Totals    $  
 

 
 
 
Name:              
 

Mailing Address:             
 

City/State/Zip:             
 

Phone:       Email:        
 

Form of Payment:  
 

Order Total: $     
 

Check #:     
 

MC or Visa #       Exp. Date:  CVV:    Card Zip:   
 

Cardholders Signature:         Date:    
 

 
Complete order form and form of payment. Mail to: D.J. Harrington Phone Logic,  
2820 Andover Way, Woodstock, GA 30189 or Email to: dj@djsays.com 
 

Questions or comments: 770-301-4122 or 800-352-5252. Visit www.djsays.com 

 


