
of your product, what do you need to
know about the customer?” your
answer should address the issues raised
from the second question and relate to
the customer’s profitability. You have
not earned the right to concern your-

self with the sale of your
product until you have
demonstrated a sincere
interest in the profitabili-
ty of the builder. A gold-
en rule of sales is:
“People don’t care how
much you know until
they know how much
you care.”

Spell It Out
Even though they know
the golden rule, many
salespeople often strug-
gle to ask the right ques-
tions, mainly because
they are not properly pre-
pared. If you fall into this
category, here are two
acronyms I developed
that can help keep you
focused: The G.O.A.L. is
M.O.R.E.

The G.O.A.L. In
this definition, G means
general, O is opportuni-

ty, A equals agreement, and L refers to
leading. The best Sales Leaders realize
they must discover the general state of
a customer’s business. Once they have

at least a fundamental understanding of
the customer’s business, they investi-
gate the opportunities available. By fol-
lowing this path, it is easy to come to
agreement on the ways in which the
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ost salespeople have learned
that the key to sales success
begins with the ability to ask

questions. However, it’s easy to forget
that the way in which we ask those
questions is just as important as the

inquiries themselves because they
either demonstrate a heartfelt desire to
help your customers or convey a self-
ish motivation.

You probably think you are an
unselfish salesperson, right? To find
out, ask yourself this question: “If I
want to sell a builder more of my prod-
uct,what do I need to know about the
customer?” If you think the best line of
inquiry is related to product issues,
then maybe your sales behavior is
more selfishly motivated than you real-
ize because it means you actually are
focusing on your offerings rather than
your customer’s needs. As a second 
follow-up question, answer this: “If I

want to help my customer become
more profitable, what are the impor-
tant issues I need to know?” This
stumps a lot of salespeople because
they are overly focused on selling their
product and forget that customers

don’t just buy a product, they also buy
what the product does for them.

If you truly want to strengthen your
relationship with builders, you must
first understand how you can
help them increase profits.
The important challenges fac-
ing your customers relate to
competition, sales volume,
labor costs,materials costs,and
production methods. To help
your customers prosper, you
need to understand how they perceive
their competitive edge and how your
product can enhance it.

So the next time someone asks
you,“If you want to sell a builder more
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Line of Inquiry
TO STRENGTHEN YOUR
CUSTOMER RELATIONSHIPS,
LEARN TO ASK THE RIGHT
QUESTIONS ON SALES CALLS.

 



to do with the products you sell, it would
undoubtedly enhance your relationship.

There are dozens of indirect ways
(that have nothing to do with your prod-
ucts) to help your customers, such as rec-
ommending a good business article,
unique marketing concept, or construc-
tion technique that’s been beneficial to
other builders. The best Sales Leaders are
not merely product peddlers, but valuable
business resources for their customers.

The age-old advice given to young
salespeople is to “get to the decision
maker.”But what if there isn’t a single deci-
sion maker? What if decisions are made
within organizations by way of a group
process? This is why questions related to
relationships become important to ensur-
ing that you are targeting the right cus-
tomers and in the right ways.

Finally, do not discount the benefit of
understanding the ego motivations and
interests of the human being you are talk-
ing to—especially those related to busi-
ness. While understanding that hobbies
and personal interests are important, they
are not necessarily as important as the per-
sonal challenges he or she faces at work.
When you understand their corporate dri-
vers in addition to their personal motiva-
tors, that person is more likely to care
about yours.

Ask the Right Questions
Try the following steps to improve your
questioning skills:

1. Use a consistent note-taking
method. Prior to each meeting, write
the letters M, O, R, and E on the left side
of your notepad. Leave ample space to
take notes.

2. Prepare questions based on
the acronym. This will help you man-
age your time effectively. Marketing ques-
tions include: How do you go to market?
How do you distinguish yourself from
your competitors? What are your biggest
competitive challenges? Operational
questions: What are your biggest opera-
tional challenges? How do you manage
labor costs effectively? What cost-saving
methods are you most proud of?
Relationship questions: When you are
considering an important change, what
process do you go through to evaluate
the benefits? (This question provides you
with an important understanding of not
only who the decision makers are, but
also how the decisions are made.) Ego
questions: What are your biggest chal-
lenges within the organization? Where do
you see your career headed in the next
few years?

3. Do not make assumptions.
One of the biggest mistakes made by sales-
people is they think they should know
about a customer’s business intimately
before they meet. Not only is this naïve, it
is potentially insulting.You cannot possi-
bly know everything about your cus-
tomer’s business without asking.You also
deny your customer of the opportunity to
discuss their favorite subject—themselves!

4. Discover product challenges.
Once again, do not assume. Salespeople
often are so caught up talking about fea-
tures and benefits that they neglect the
real issues. The product challenges of
your customers range from brand aware-
ness to installation issues. They are not
limited to price. People don’t change
because they see the light; people change
because they feel the heat. Try to discov-
er the hot spots of your customers and
you will discover more ways to help.

Those who seek knowledge find
answers,those who have answers become
valuable resources in the business world,
and those who sell from the heart are des-
tined to become Sales Leaders. n

Sell Sheet
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salesperson can best help the customer.
The final step in the discovery involves
questions that will lead to the next step in
the sales process.

Is M.O.R.E. My observations of sales-
people have revealed that even the most
seasoned veterans sometimes struggle to
get more than a few questions into the
process of general (G) discovery before
quickly trying to push products. To
improve your success in this area, break

those discovery questions down into four
subcategories:M for marketing,O for oper-
ations,R for relationships,and E for ego.To
this day, I still carry a notepad into meetings
with four letters written along the left-hand
side of my tablet—M.O.R.E. This simple
acronym reminds me to discover the issues
that are important to my customers.

The most critical factor in the success
of any business is the marketing and sales
of their goods and services. If you are
adept at asking questions related to mar-
keting and sales issues, then you will
quickly gain the interest of your customer.

Questions about a builder’s opera-
tions present unique challenges to sales-
people, mainly because salespeople
believe they have little opportunity to pro-
vide assistance in this area. Nothing could
be further from the truth. When you
understand your customer’s marketing
and operational challenges,then you are in
a position to help. For example, consider
what advantages you might have over
your competitors if you discovered that a
remodeler was having difficulty managing
costs. You might recommend a seminar
that introduces a computer-based pro-
gram that has successfully addressed the
challenge for other remodelers. Even
though the recommendation has nothing IL
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THE BEST SALES LEADERS ARE NOT
MERELY PRODUCT PEDDLERS, BUT
VALUABLE BUSINESS RESOURCES
FOR THEIR CUSTOMERS.


