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Definitions



	Selling
	A process of identifying and filling people’s wants or needs that creates mutual value for customers, salespeople, and their organizations.



	Integrity
	The quality of being complete, whole, sound. The quality of living out sound moral principles, uprightness, honesty, sincerity.



	Integrity Selling
	A win-win customer-focused process, driven by honesty and sincerity; creating mutual value for sellers and buyers.



	Customers
	Anyone whose wants or needs you fill. You may call them clients, patients, guests, members, associates, or internal staff whom you serve.








Integrity Selling Values and Ethics


	Selling is a mutual exchange of value.


	Selling isn’t something you do to people; it’s something you do for and with them.


	Developing trust and rapport precedes any selling activity.


	Understanding people’s wants or needs must always precede attempts to sell.


	Selling techniques give way to values-driven principles.


	Truth, respect, and honesty provide the basis for long-term selling success.


	Ethics and values contribute more to sales success than do techniques or strategies.


	Selling pressure is never exerted by the salesperson. It’s exerted only by customers when they perceive they want or need the item being recommended.


	Negotiation is never manipulation. It’s always a strategy to work out problems—when customers want to work out the problems.


	Closing is a victory for both the salesperson and the customer.








Preface

Henry S. Golding once wrote:


What our deepest self craves is not mere enjoyment, but some supreme purpose that will enlist all our powers and will give unity and direction to our life. We can never know the profoundest joy without a conviction that our life is significant—not a meaningless episode.



Selling with integrity provides purpose for salespeople. It helps us enjoy a more professional and meaningful life. We experience high self-esteem, genuine joy, and exhilarating enthusiasm for life when we look past our own needs and focus on filling those of other people.

As we sell with integrity.





Introduction

What is the key to success in selling?

Why do some people succeed at it and others fail? Why do at least 80 percent of all salespeople reach plateaus and stay there? And what does this cost them and their organizations in lost income or profits?

Why do some salespeople struggle while others in the same organization, selling the same products or services, in the same market, earn into the hundreds of thousands of dollars?

Why are billions of dollars spent on sales training each year by organizations of all sizes, only to find that most of what they spent was wasted? Why is it that much of what’s taught to salespeople not only doesn’t get results but actually prevents them from selling well?

Why do most sales training programs, seminars, or books on selling present it as a series of strategies, gimmicks, or attempts to control behaviors—all designed to get a potential customer to say “yes”? They teach ridiculous strategies like “nail-downs,” “tie-downs,” “open probes,” “closed probes,” tricky closes, ad nauseam. Yet anyone who’s ever sold anything soon discovers that continued success in selling is 85 percent emotional and only 15 percent strategy.

Many Questions, Many Answers

Selling isn’t driven by knowledge or skills alone—although they are a necessary foundation. The truth is that knowing how to sell doesn’t improve people’s ability to sell. Rather, successful selling is largely driven by deep emotions—our beliefs, our values, our awareness of our own capabilities, and our feelings of self-worth. Most salespeople know this intuitively; unfortunately, most don’t know how to build on this intuitive knowledge.

If you’ve tried manipulative, self-focused selling techniques and felt that they demean both you and your customer, or if you’ve ever wondered if selling could be more than just talking people into buying whatever you’re selling, you’ll find this book a breath of fresh air. You’ll not only learn how to sell in a highly professional way, you’ll also feel better about who you are. Most important, your ability to achieve higher levels of success will increase.

Integrity Selling is a process that both you and your customers will feel good about doing. It’s doing the right thing for people. When you sell with integrity, you don’t approach people with the intent of selling them something; rather, your goal is always to gain rapport and understand their objectives so you can help them get what they need.

Integrity Selling is doing something for people rather than to them. Its focus is to create value for customers. It’s all about them, not you. Paradoxically, you sell more with this selfless attitude. To get to the heart of the matter—Integrity Selling begins with who you are. I believe that when your values, motives, and desire to help your customers are right, your actions and behaviors will be right. Customers want to do business with people they can trust. That’s why strong ethics and values contribute more to selling success than strategies and techniques.

How do I know this for a fact? I once observed several hundred salespeople who were taught to use deceptive practices like bait and switch, and encouraged to play negotiation games with customers. They were so stressed by this behavior that they suffered from a high incidence of alcohol and substance abuse, divorce, job-jumping, and low productivity. In the same industry, I have observed countless people who had been taught to sell with high integrity. Ironically, their customer satisfaction, profit margins, and salesperson retention were significantly higher.

This book debunks many old selling myths. It contains the appropriate mix of customer-focused sales skills with the psychology of personal achievement. I’ll reveal to you the core traits of all highly successful salespeople, and give you Action Guides to practice that will help you develop these very traits.

If you’ll walk with me, I’ll guide you to a more highly successful future—one filled with higher goals, increased sales, and greater confidence.

I know that you’re skeptical, and you should be.

It’s up to me to earn your confidence and respect.

I believe I can do that.

How I’ve Earned the Right to Help You

I’ve been selling since I was ten years old. I love it. Except for two months in my adult life when I received a salary, I’ve been paid a commission or I’ve owned my own business where my compensation depends on how much I sell and earn.

Since I founded my current organization, Integrity Systems, Inc., in the mid-1960s, nearly two million people have taken our courses in over sixty-five nations. Over 25,000 facilitators have been certified to conduct our courses. This comprises over 2,000 organizations of all sizes—from the Chevrolet Division of General Motors, where 26,000 people learned Integrity Selling in the first year, to organizations with only fifteen to twenty people.

I continue to work with clients in order to stay well aware of the tough issues that salespeople face—and so I can continue to improve and refine selling techniques that work in the real world.

As you assimilate and apply the Integrity Selling principles, you too will succeed in the real world of selling.

Integrity Selling Gets Results

I often get glowing feedback from people who have completed the Integrity Selling program. They have applied the concepts in their selling with outstanding results. I could give you hundreds of examples, but here are just a few:

The North Atlantic Region of American Red Cross reported a 35 percent increase in blood sales after implementing Integrity Selling. Employee turnover dropped 50 percent.

Mike Niedert, top manager of the Principal Financial Group, Des Moines Agency, reported a 33 percent increase in agent production, and an astounding 50 percent four-year retention of agents. The industry retention average is around 14 percent.

Larry Cowles of MassMutual reported a 25 percent increase in sales at his agency after initiating Integrity Selling.

Before offering Integrity Selling to their dealer population, Chevrolet piloted it with twelve select dealers of all sizes. This resulted in an increase in closing ratios of 25 percent and a gross margin increase per sale of 31 percent.

Dave Benfield of Infinite Energy in Gainesville, Florida, wrote, “When I joined the company and trained my salespeople in Integrity Selling, we had fourteen thousand customers. Fifteen months later, we have more than fifty thousand! We’ve had virtually no turnover and our margins have been handsome.”

After training their people in thirty-five nations with Integrity Selling, Trade New Zealand reported a whopping increase of $500 million in trade with other nations.

A large division of Johnson & Johnson reported a 26 percent sales growth rate in Japan and 28 percent in South Africa. Their Holland representatives are enjoying 15 percent more time with doctors.

AIM Funds, a mutual fund company in Houston, Texas, wrote that for every dollar they invested in Integrity Selling, they enjoyed $195.00 in new sales.

In one region of a large national insurance company, the people who practiced Integrity Selling sold over three times the actual health policies sold by their associates, with much higher per policy premiums.

All over the world, salespeople, by using Integrity Selling, are enjoying increased sales and customer loyalty. Real people like Rene Vugts of Holland, Borek Navratil of the Czech Republic, Roberto Azevedo of Brazil, Teruaki Ueda of Japan, Zvika Gildoni of Israel, Tor Gjersvold of Norway, Charbel Mouawad of Dubai, and thousands of others. They all have one thing in common—Integrity Selling has become part of their lives.

What You’ll Learn

Of course you didn’t pick up this book, nor will you continue to read it, because of what I or the thousands of our course graduates have done. So let’s talk about what you will learn about sales and selling as you put my ideas into action and make them a part of your daily routine:


	The four core traits that all highly successful salespeople possess, and how to develop them.


	Why your selling success is largely the result of unconscious beliefs rather than conscious knowledge.


	How to identify and relate to different styles of people.


	How to gain quick rapport with people and get them to drop their defenses.


	How to focus your sales strategy on your individual customers’ needs rather than on your own need to make a sale.


	How to get people to trust and want to do business with you.


	How to listen people into buying, rather than talk them into buying.


	How to increase your confidence, energy, and “achievement drive.”


	How to develop motivational intelligence to empower yourself and propel you to higher sales levels.


	How to present yourself to customers so you stand out above the crowd of competitors.


	How to develop a powerful “prosperity consciousness” that allows you to focus on the rewards you hope to gain as a result of your hard work.


	How to deal with negative situations that could otherwise zap your confidence.




You will also learn to use:


	A six-step customer-focused selling system that teaches you to judge how much time to talk and listen, as well as the steps that must be completed before a sale can be made.


	A Sales Congruence model that shows you which of your values, beliefs, and personal character traits must be in harmony for you to sell at higher levels and enjoy permanent customer trust and loyalty.


	A common, everyday Behavior Styles language so you can easily communicate with all types of people.


	A Dimensions of Human Behavior model to understand where your knowledge, feelings, habits, and unconscious beliefs come from. You’ll learn what few people know about the source of what I call “prosperity consciousness.”


	A Progression of Human Needs model so you can identify and focus on the different needs and levels of need people have.




You’ll learn many other things as well—all useful guidelines that will help increase your ability to sell at significantly higher levels than before.

The Six-Step System of Selling

In addition to its customer needs–focused philosophy, Integrity Selling teaches you a six-step selling system. Whether you’re a rookie salesperson or an experienced veteran, you’ll find this system easy to understand, yet constantly challenging. Here are the six steps:


Approach … to gain rapport

Interview … to identify needs

Demonstrate … to explain how features and benefits will satisfy those needs

Validate … to prove your claims

Negotiate … to work out problems

Close … to ask for a decision



Six steps. Approach, Interview, Demonstrate, Validate, Negotiate, and Close.

I call it the AID, Inc. system. You can remember AID, Inc. if you remember that it’s a sales aid that helps you be more successful when you incorporate it into your selling. AID, Inc. stands for Approach, Interview, and Demonstrate. To make Validate, Negotiate, and Close fit “Inc.,” we’ll have to bend the way we spell “validate.” Spell it val-I-date, and pronounce it val-eye-date. That gives us the “I” to go with the “N” and the “C.”

The graph on page xxiv represents the AID, Inc. system:

In Chapter 2, you’ll learn three rules for using this system, along with how much time to talk and listen at each step. Each chapter will explain every step in detail and offer you Action Guides for practicing them.
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Cultural Changes, Value Shifts Demand Greater Integrity

In my original Integrity Selling book (Doubleday, 1987), I presented a basic customer-focused selling philosophy, along with the AID, Inc. system that helped salespeople carry out this philosophy. The book shared what I had learned from real-world experience since I introduced the selling system in 1980. We redefined selling from “a process of convincing people to buy from us,” to “a process of identifying and filling needs people have.”

My organization was a pioneer in this new concept of selling, and we experienced a lot of “tough sledding” with managers who were looking for “closing skills” for their salespeople.

Looking back, we were riding on a huge tidal wave of change that would forever redefine the way people did business. The real estate and banking crashes of the mid-1980s. The flexing of customers’ muscles, kicked off by Tom Peters and Robert H. Waterman, Jr.’s, classic In Search of Excellence. The fall of the Berlin Wall. Savings-and-loan scandals. Technology exploding into everyday life and its accompanying new techno-language. The banking industry redefining itself. High tech creating overnight Nasdaq paper billionaires, before imploding. Enron, WorldCom, Global Crossing, Arthur Andersen, etc.

We’ve just certified a group of Johnson & Johnson sales managers in Warsaw, Poland, to conduct Integrity Selling for their sales reps. All these managers grew up behind the Iron Curtain in the Soviet bloc countries. Until the late 1980s, they never heard of “free enterprise” or knew anything about selling. They were extremely excited, open, and receptive to our program.

Changes. Incredible, phenomenal social and economic changes— many of them pleading for answers to the question “Where did all the integrity go?”

Since my first Integrity Selling book was published, my organization, Integrity Systems, has trained salespeople and managers in over sixty-five nations, in all sizes of organizations. We’ve learned many things about successful selling that we didn’t know fifteen years ago.

We have Integrity Selling graduates going to surgical rooms and advising surgeons about difficult new procedures. Some course graduates sell basic products; others sell highly complicated technology. In a sense they all do the same thing. They identify and fill customers’ needs, focusing on creating value for them.

It’s always been this way for highly successful salespeople. It will always be this way, regardless of changes.

Previous to 1980, my training and development background was focused on the psychology of personal growth. I absorbed everything I could from great thinkers like Dr. Carl Jung, Dr. Carl Rogers, Dr. William James, and other great human development thinkers. For seven years, I worked with Dr. Maxwell Maltz, author of the best-seller Psycho-Cybernetics. I learned much about his concepts of self-image psychology and how to apply them in my courses.

I’ve learned that successful selling isn’t an issue of knowing how to sell; rather, it’s one of self-beliefs, values, positive attitudes, and profoundly deep emotional factors.

You’ll learn all these success factors in this book.

“The More I Learn, the More I Learn There Is to Learn!”

School is never out for the professional who constantly strives to improve and to enjoy higher and higher levels of success and quality of life. What you’ll learn in this book, when practiced in your everyday selling, will work for you—whether you’re a rookie just entering your career, or a seasoned pro.

I must also stress that this book is meant to be practiced, not just read. Your increased sales will result from changed behaviors, not increased knowledge. To achieve maximum benefits from each chapter, please follow these suggestions:


	Scan the entire book first to get an idea of its content.


	Come back and spend one week reading and rereading one of the chapters. Chew on the thoughts, digest them, think how you can apply them.


	Underline key points, make notes on the pages, and write down Action Guides or other ideas on index cards. Carry them as reminders.


	Then spend one week on each chapter doing this same active process.




This will help you convert the concepts I discuss to automatic behaviors. Only as you do this will you enjoy steady increases in your sales and self-beliefs.

And finally … please take a moment, close your eyes, and picture how substantially increasing your sales, customer loyalty, and confidence would improve your life.

Picture some goals that you’d really like to reach but that deep inside you haven’t believed possible. Keep these images in mind. Don’t evaluate their actual possibilities. Suspend any critical evaluation. Just keep visualizing them, along with the rewards you’ll enjoy when you reach them. Remind yourself of these rewards several times each day. Let me assure you that if you’re willing to work to get them, I’m going to help you enjoy them.

If you apply the Integrity Selling concepts to your selling, you’ll enjoy higher sales, stronger customer relationships, growing self-confidence, and expanding “prosperity consciousness.” You can hold me to this.

So … get prepared to move ahead of the herd.




[1]
The Four Traits of Highly Successful Salespeople


INTEGRITY SELLING SUCCESS PRINCIPLE

Selling success is more an issue of who you are than what you know. While knowledge is necessary, sustained success comes to the person who’s driven by strong values and ethics.



You’ve been introduced to the basic six-step Integrity Selling process, AID, Inc. But before we begin to learn the steps, we need to take a closer look at the psychology of selling, and what drives successful salespeople.

To begin, I’d like you to take a short quiz.

Please write on a sheet of paper your best answer to the following questions:


	What distinguishes highly successful salespeople from others?


	What do high achievers do and think that lesser ones don’t?


	What are the deepest core traits that highly successful salespeople possess that the wanna-bes don’t?




I’ve asked many people these questions. In many cultures. In many types of businesses. Their answers are usually logical ones like: Highly successful salespeople make more calls, they manage their time better, they have a winning personality, or they have better products or services. They’re enthusiastic. They have positive attitudes. They work smarter, and so on.

While all these answers contain a certain element of truth, they don’t explain why one salesperson sells ten times the amount of another person with equal knowledge, experience, and training. External behaviors like enthusiasm, time management, and a good personality are actually driven by deeper causes. After observing thousands of salespeople, in all kinds of cultures, businesses, and economic climates, I believe that there are four core traits that the high producers have that others don’t. More than anything else, these central traits drive their successful beliefs and behaviors:


	Strong Goal Clarity


	High Achievement Drive


	Healthy Emotional Intelligence


	Excellent Social Skills




Let me briefly describe each of these.

Goal Clarity—this means having clear, specific, written goals of what you want to have happen in your future. They must be goals that you deeply desire, and most important, goals you firmly believe are possible for you to achieve, and that you feel you deserve to achieve.

Achievement Drive—this is a latent, potential power that everyone has. It usually stays dormant within most people because they lack goal clarity. But once you have clear goals that you passionately want to reach, deeply believe to be possible, and feel worthy of achieving, you automatically release this energy according to the intensity of your inner beliefs and desires.

Achievement drive causes persistence, a dogged determination, and a never-give-up attitude. It drives you to learn what you must do to be successful, and then motivates you to develop the necessary skills to reach higher goals.

Emotional Intelligence—this is basically two things:


	It’s the ability to understand the emotions you’re feeling (and those of others) and their impact on your behaviors. It helps you identify fear of rejection and its numerous emotional cousins that, if allowed to rule your actions, can kill your success. People with high emotional intelligence are better prepared to deal with negative emotions, resistance to change, and other success killers.


	Because it gives you such strong self-awareness, it also allows you to have the inner discipline to do things that you often don’t want to do, but must do in order to be successful.




Social Skills—these have little to do with talking, or having the “gift of gab.” They’re more about communicating with people—asking questions, listening, understanding, having empathy and rapport.

Great communicators have the ability to identify people’s different Behavior Styles and adjust to them. They can see the world through other people’s eyes and think, move, and make decisions like others do. When you develop this kind of rapport with people, they’ll trust and respect you more, and they’ll subconsciously want to buy from you.

To the extent you possess these four traits—Goal Clarity, Achievement Drive, Emotional Intelligence, and Social Skills—you’ll sell well. Strengthen them, and you’ll automatically increase your current sales. Wherever you are on a success curve, you’ll discover that the more you develop these core traits, the more you’ll discover your potential for further development.

Self-Evaluation

The following self-evaluations will give you a general idea of how you rank in these four traits. Obviously these aren’t exhaustive, validated measurements; rather, they suggest some basic behaviors related to the traits.

Please read each statement and evaluate how descriptive it is of you from 1–10.
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What Does My Score Mean?

The scores of your self-assessment aren’t that important. My purpose for offering these self-assessments is:


	To help you understand specific behaviors that contribute to each trait.


	To evaluate how descriptive each statement is of your actual behaviors.




Later in this chapter, you’ll learn how to select statements from these assessments and develop them as habits.

The Beginning of High Achievement

Goal Clarity—your ability to define and reach higher goals—is driven by your deep, emotional need to succeed, a need that causes you to want to earn more, have more, or be more. It’s usually the hope of gain or the fear of pain that drives you to strive for higher goals.

Often as we set and begin working on goals, a natural resistance to change sets in that can make us settle for the same goals we’ve always had. It’s hard to let go of our well-established, safe, secure comfort levels. It’s just easier to keep the status quo. To not run risks. To not rock the boat. To settle for what we’ve been settling for.

If you’ve ever been kept from reaching your goals by self-limiting thoughts, you’re not the only one. The truth is that the moment you set higher goals, you trigger the following emotions:


	Initial excitement—the thrill of new possibilities can be intoxicating until you realize how much extra effort is usually required before change can take place.


	Conflict—you might wonder, “Can I actually achieve this new goal? What if I try and fail?”


	Doubt—focusing on the difficulties or roadblocks, and wondering whether you can overcome them.


	Resistance to change—the idea of changing your habits, beliefs, and routines becomes uncomfortable.


	Commitment—a renewed sense of dedication to whatever work, learning, or effort it might take to reach your new goals.


	Acceptance—finally believing deep down that you’re capable of reaching your new goals.




People who successfully reach their goals almost always experience all six of these emotional stages. Many people, however, get stalled out in the second, third, or fourth stage, and progress no further. Then, to prevent any future pain of failure, they unconsciously quit setting goals. They opt to stay where they are and remain at that comfort level.

Stages two to four are formidable emotional barriers we must move through before we can fulfill our dreams. Goal achievement is largely an emotional or self-esteem issue. We can reach only the goals that our self-beliefs allow us to achieve. So the real challenge lies in enlarging our own internal pictures of what we’re capable of achieving, and what we deserve to have.

Reaching Goals Is a Matter of Inner Congruence

Reaching goals isn’t just a matter of knowing how. It’s a much deeper issue. Here are some typical inner conflicts that could limit your performance:


	Setting a goal that conflicts with your values.


	Setting a goal that you don’t really believe to be within your possibilities.


	Negative environment—friends, family, or associates—that keeps you discouraged and emotionally fragmented.
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