
professional pressure; they suc-
cumb to the easiest path of sales

behavior. Your goal should be to rise
above these roles to become a Leader.

Accidental Salespeople
Hard Closers are adept at creating
positive results even if they are failing to
communicate thorough product knowl-
edge to customers. The typical Hard
Closer is persistently trying to “close the

deal” with manipulative
questions:“What is it going
to take to get your busi-
ness today?”“If I could ...,
would you do business
tonight?” This person is

seeking fast results and instant commit-
ment from prospects, displaying little
concern for the customer’s needs,prefer-
ring instead to conduct business as a bat-
tle after which both sides emerge with
whatever spoils they can muster.We can
thank movies such as “The Music Man,”
“Glengarry Glen Ross,”and “Tin Men”for
promoting this unfavorable image.

Hard Closers typically believe that
a sale will not be made unless it’s
closed on the first meeting. They typi-
cally defend inappropriate behavior
even if they know it’s wrong because
it’s easier than making a strenuous
commitment to improve their skills.
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hen it comes to sales, you
may be affected by social con-

sciousness in more ways than
you realize.While it’s easy to recognize
that job pressures shape your perfor-
mance—for example, the struggle to
meet corporate expectations and un-
compromising customer demands at
the same time—what’s not so apparent

is that your behavior is also shaped by
social pressures and often is reinforced
by movies, literature, and television. In
turn, these elements of popular culture
reinforce archetypal images of sales-
people.

Carl Jung,a preeminent psychologist
of the early 20th century,popularized the
term archetype. It defines a group of per-
sonal characteristics that create a singular
image of a person.For example,the “war-
rior,” a popular worldwide archetype for
centuries, conjures up images of a loyal
fighter who perseveres through chal-
lenging times and emerges victorious:the
knight in shining armor. Literature and

movies continue to reinforce this image
today, such as Luke Skywalker in the
movie “Star Wars.” Some archetypes con-
jure up positive pictures,while others stir
up negative emotions.

Unfortunately, many common “sales-
man” archetypes often bring to mind
visions of an unscrupulous person prey-
ing on the vulnerability of others. But it

doesn’t have to be that way.You can over-
come the negative archetypes of sales by
analyzing your performance and taking
defined steps to master the psychology
of selling. There are two primary objec-
tives of the sales profession—achieving
results and communicating product
knowledge—and if you put these two
tasks on perpendicular axes it creates
four quadrants that isolate the character-
istics that define various sales archetypes
(see Figure 1). I’ve dubbed them the
“Hard Closer,” “Friend,” “Beggar,” and
“Leader.” The first three can be classified
as “accidental salespeople”because their
behavior is the result of social and 
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exclaiming the words,“They owe me!”
Friends display almost no business

purpose, commonly socializing with pur-
chasing agents and sales managers to
“solidify” relationships. At the same time,
Friends bring very little business value to

the table. They commonly rely on a very
small number of accounts to generate a
large volume of business. This is particu-
larly prevalent in situations where the
customers are re-sellers of a salesperson’s
products; the results pour in while his
customer’s salespeople do the job of sell-
ing. Working for a building materials deal-
er, you probably know a manufacturer
representative that is an archetypal
Friend.

The Beggar is the most common
archetype found in our industry. Beggars
might better be termed “victims,” not
because they truly are victims, but
because they perceive themselves to be
victimized by price pressure, unfair
employers, demanding customers, eco-
nomic uncertainty, and numerous other
challenges. Beggars also can be appro-
priately termed the “talkers” because
they ramble on incessantly about 

product features and benefits in a des-
perate attempt to mask the fear of
inevitable price negotiations. They pos-
sess strong product knowledge and hap-
pily spout the features and benefits of a
product, later succumbing to the cus-
tomer’s assertion that all products are so
similar that only price matters in the
final decision. In the end, a Beggar is ill-
equipped to handle the challenges of an
adversarial purchasing agent.

Beggars are sympathetic to their cus-
tomers’needs to a fault,persistently asking
supervisors and suppliers for concessions
on the customers’ behalf. Beggars react to
customer demands with irrational exuber-
ance and frequently behave in a way that
suggests that they work for the customer,
negotiating with their own employer and
suppliers on behalf of their customers.
They hope to achieve whatever price and
service demands their customers request,
thus avoiding conflicts and challenges to
their personal security. Beggars rarely
pause to ask questions, naively supposing
that talking about the product will create
the credibility to generate a sale.

If you are growing uncomfortable while
reading this and think that you might fit the
description of the Beggar, take heart. You
truly are under pressure to become a
Beggar due to professional purchasing
agents who are in the business of negotiat-
ing for better prices,more service,and other
valuable concessions. When you begin to
recognize the ways in which you can avoid
those pressures, you begin your ascent out
of the role of Beggar.

The key to overcoming archetypal
pressure is to recognize when your values
fail to match your behaviors. Our values
are stated beliefs that often fail to match
our actual behaviors. For example, a per-
son will say that they value time, but then
waste it reacting irrationally to customer
demands. Or a salesperson states that he
sells the value of his product or service,
but habitually requests price concessions
from the employer. Only when you are
able to align your behaviors with your 
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They are able to get away with these harsh
tactics because they know that more vic-
tims always will cross their paths.

The prevalence of hard-closer tactics still
exists in many retail environments. Auto-

mobile salespeople are the most 

notorious for their manipulative tactics.
Home improvement salespeople continue
to pressure customers for the “one-time
close”at the kitchen table. A building mate-
rials salesperson will not likely survive long
in the industry as a Hard Closer because a
professional contractor typically will not suc-
cumb to these methods.

Friends are the salespeople who strive
to build strong relationships, but unknow-
ingly do so on a weak foundation. They fail
to recognize that business is not personal.
Business is business and a strong personal
relationship is not usually strong enough to
solidify long-term business relationships.
The Friend discovers that a competing sales-
person eventually will come along with a
better joke or better tickets to a ball game
plus the ability to create value within the
business relationship.Willy Loman,the trag-
ic character from the book “The Death of a
Salesman,”epitomizes the Friend,ultimately

Hard Closer
nn Seeks fast results

nn Constantly pressures for decision
nn Does not establish relationships

nn Matches needs accidentally
nn Has selfish motivation

Strategy: One-time close based 
on price negotiation

Leader
nn Possesses excellent listening skills

nn Chooses customers that fulfill personal vision
nn Manages data to improve performance
nn Matches needs of all parties involved
nn Builds solid, long-term relationships
nn Accepts challenges as opportunities

Strategy: Achieve mutual business benefits

Friend
nn Builds strong personal relationships

nn Weak business foundation
nn Lacks business purpose for meetings

nn Wastes others’ time
nn Ignorant of sales skills

Strategy: Believes friendships 
will solidify business relationships

Beggar (Victim)
nn Makes poor and lengthy presentations, overly

focused on product features
nn Doesn’t ask questions, poor listener, interrupts

nn Sympathetic to customers’ needs to a fault
nn Overly focused on price; experiences anxiety 

Strategy: Pushes product features and benefits
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career security.Leaders build long-term rela-
tionships that focus on mutual business
benefit, and they develop enough strength
and power in their sales roles that they can
“choose” their customers. This is a concept
that many salespeople find challenging, but
is a common ingredient among the most
successful people in the industry.

Extensive prospecting efforts and a
clear vision of the ideal customer enable
the Leader to select clients that will pro-
vide long-term security and happiness.
Many leaders are also very focused on man-
aging data—e.g. goals, database informa-
tion, prospect leads, etc.—and all Leaders
possess exceptional administrative skills,
which makes them valuable resources for
customers and employers alike.

After reading this, you may have sur-
mised that a salesperson, in fact, needs to
possess elements of all four sales styles to
achieve success. Indeed, there are times
when a salesperson needs to be tough with
a customer (a Hard Closer); there are times
when a salesperson needs to establish strong
personal rapport (the Friend); and there are
times when the best a salesperson can do is
bid and pray for positive results (the Beggar).
The Leader is the only archetype that recog-
nizes which behavior to adopt for a given sit-
uation,and you can strive to become a leader
by adopting three very simple behaviors that
will affect your entire approach to selling:

1. Try to understand how your 
customers market services and
generate profits. Don’t assume your
customers are alike.You cannot truly help
your customers until you understand their
business models. Most salespeople limit
their sales focus to the products they sell,
thus creating limits to the relationship. As
an example,you might discover that your
customer is highly focused on selling
design value.Thus,your sales approach
may result in advice on using literature and
samples that add value to the customer’s
sales presentation.While your competitors
are busy selling the features and benefits of
the product,you are distinguishing yourself

as a resource who can help them increase
profits through better salesmanship. Ask
questions and listen to discover ways your
customer faces competitive challenges.

2. Think long-term profitability.
Sometimes the best sale is the one you
don’t make. If you lose a sale today,you
may later discover a better opportunity
elsewhere.You may even discover that the
lost prospect becomes a customer at a
later date,and on favorable terms to you
and your employer.Where the Hard
Closer is overly focused on the employer
and the Beggar is overly focused on the
customer, the Leader successfully ensures
mutual profitability for his employer as
well as the customer.While you are striv-
ing to make the sale, remember the impli-
cations of your actions. The long-term 
relationship you forge is based upon the
short-term activity of today. Build relation-
ships that offer mutual long-term benefits.

3. Prospect more and write
down everything. If you are chal-
lenged by pressure to reduce your prices
(as we all are),prospect more to increase
your power. The more sales opportunities
you have, the more you will sell and the
less reliant you will be on any one situa-
tion. There is a law of business that is not
applied enough to sales in general: “If you
cannot measure it, you cannot control it.”
So if you really want to become an effec-
tive leader,prospect continually and strive
to write down information about every
prospect and the value of every sales
opportunity. Keep this information with
you at all times and update it consistently.

In the end,you will discover that mere-
ly raising your awareness of alternative
behaviors will help you become more
powerful in your sales efforts. Think clear-
ly about your behaviors and evaluate your
performance daily. At the end of each
meeting, ask yourself what you can do to
improve. Recognize that you have many
behaviors from which you can choose.
Exercise smart choices and you will gain
the power of a Sales Leader.n
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values can you begin to emerge as a true
sales Leader.

In the Lead
The archetypal Leader is a good listener
who empathizes with customers’ needs
while protecting his own employer’s prof-
itability.The leader reflects a persistent com-

mitment to personal growth and account-
ability rather than surrendering to  industry
pressure that jeopardizes profits and credibil-
ity.They utilize highly developed questioning
skills to achieve an understanding of cus-
tomers’ goals to determine where (and
whether) a fit will occur between a supplier
and customer. By comparison, Beggars focus
irrationally on the customer’s needs to the
detriment of the supplier, Hard Closers con-
centrate only on the supplier’s needs, and
Friends focus only on their own needs and
offer little commitment to the growth of their
employers or customers. A Leader uniquely
ensures that all parties—the customer, sup-
plier,and salesperson—are satisfied.

The most impressive trait that separates
Leaders from “accidental salespeople” is an
insatiable desire for growth.They recognize
that a commitment to personal growth and
the development of high-quality sales skills
eventually will result in sales success and

LEADERS RECOGNIZE THAT
A COMMITMENT TO
PERSONAL GROWTH AND
THE DEVELOPMENT OF
HIGH-QUALITY SALES
SKILLS EVENTUALLY WILL
RESULT IN SALES SUCCESS
AND CAREER SECURITY.


