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Our powers to influence the lives of others
and the world around us are as great
ae are our abilities to communicate.

An average communicator will inform and explain.
A good communicator will demonstrate.
An exceptional communicator will inspire.

— Thoreau
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How ARE YOU DOING?

Circle the letter indicating the response

r.r:-.:r: TR ﬂff;dfi“i‘.!}! :"EPTEE?!H the way _'}Td?}i_ﬁﬁz al !.";.-? TGTTEE

01 itke being the way I am:
() &ll of the tme
() most of the time
(] someimes
(d) mewer

9- I amyoyr what 1 am doing 83 &
profession:
(a] all of dhe time
(b) most of the time
() somedimes
(d) mever

€) 1 =ccomplish my goals:
(2) every Eme
(b) most of the tme
(c) oocasionallv
) mewer

@ 1 h=ve 2 positive attitede shour:
{(2) everythms
{b) most thmes
(cha few thmes
(d} mothing

€ My closes: relationship:
{2) 15 idezl
{b) could be mprened
() nesds much (MOROVERISar
{d} is terrinle

B iy mlationships with my
fellowr wodkers:
(a) are ideal
(b} could be improved
{c) need much ImpTovemant
(d) e hopeless

D 111 keep going the way T2m,

I wall:

{2) reach my full potential

(B} d faicky well in relation to
my goals

() be old before oy Eme

{d) disappoint nyyself znd
others

9 My personz] fimsness:
(2] resermble Fort Konox
(b} are ample but not all
(c) are basely adequate
{d) are a disaster

9 Most of the people T kmow:
(2} o thelr succass 1o
kenowing me
(B f2el enricked by knowing
me
{c) find me 1o be imzresting
{d) find me to be 2 bore

‘a = T POINTS
b =7 romNTs
& = 3 POTNTS
d = 1 pOINT

50 - 90 PomTs
Coagratnlations! =
You're on top ofthe wWorld

7079 Pomvs

You've zot a lot going for
o, This seminar shoald
beip to reinfores vour
positive bebiefs and dctions.

55 - 69 PomdTs
Like most of us vou kave
soime aress that need major
improvement. . Pay close
attention today!

40 - 34 PomvTs
The ideas expresoed inig
semimar could Tedically

change wour omigok on fife.

39 PoINTS oR LEss
What have vou got to lose?
Liztesy, fearn, and grow!




PrINCIPLES FOR LIVING

Respect the Tndividual ® Vale the REi&ﬁﬂns.EzP

€ To be grest, you must walk hand in hand and side

by side with

& The cireumstances in witich vou find yourself do
net define the person you are. It s the

vou toake that will determine

the person you become.

ahﬂﬁnﬂm “Excallesnce is an art won by fmimng and
hahitmation. We are whet we repeatedly do.

Excellence then i3 not an act but a

=
—_——————

9 Always learn from the expens becguse the experts

have their lmowledze

- T vour kmowiadge is

not in ordes. the more you heve the mare

v hecame.

€ The main question: Are you decidedly

2 If you're not you won't get

ot of life decidadhy

ﬂ'”’fms carmol makes the averzee

vou can only meke them better, Bet it easy o

meadee e
©) Good hebits are o develop
baxt o lve wath. Bad habis
are to dovelop but
o Fove withe
B Ask voamself:
® Mo well do athers understand and
value what [ offer?

* Henw much do others ust me
10 meet their nasds?
* How much do others like the way 1
mezke therm feel about doing businsss with me?
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CONFIDENCE
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EXTRAORDINARY COMMUNICATOR |




EXTRAORDINARY RESULTS

!1. ‘__..F \z

\ COACHING /

THREE
COACHES

MODELS e THR.EE D?S =
N ':. | 2 e

- Whar da _:pnn Ve ROt 10 m:rwz?-‘

LEARN )

THREE TS | First saﬂ:r:- towierd gerting what you want.
INFORMATION
INSIGHT 2
DvpaCT First thing that will move you towerd that.




SIGNIFICANCE
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OMMUNICATE VS.

@ o spend % of our 13Me AT COMMHCAtoN.

@ ost people commumicate 2t o efficiency rate.

@ o communicate effectvely you must

A e

. To commact is to know the lsw of idenofication:
when something becomes personal it then becomes

important.

o

R el e
& ""a;._h,.- S
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KEYS TO EFFECTIVE LISTENING

3 T 25 3 F- >
These .'Leg,;s are g;:.'.ifs fo hefter L:s!m:rg‘.

They are the answer to developing better listening habits that can last @ lifetime.

KEYs 7O EFFECTIVE
LisTEeamiGc

WHAT THE BAD
Listemer DOES

WHAT THE GOOD
LIsTENER. DOES

Find areas of interest

Tunes out dry subjects.

Finds opportunities: asks,
“What's m 1t for me™

Judoe content, not delivers. Tunes out if delivery 15 poor Judzes content, skaps over
delivery errors.
Hold your fare. Tends to enter inlo anzument Dioesn't judge unil
comprehension is complete.
Listen for idess. Listens for facts. Listens for central themes.
Be flexable. Takes miensive notes usng Takes fewer notes. Uses four or
onbv one svstem five different systems depend-
i ¥ g on Speaken
Work 2t listening. Shows no eneTzy output. Wirks hard, exhibits active
Auention 15 faked. bogy state.
Resist distractions. Distracted easily. Fighzs dismactions, tolerates
others bad speaking habi.
Exercise vour mund Resists difficult matenal; seeks | Uses hagvier material as an

light, necrestional matenial,

exercise for the mind.

Keep your mind open.

Baacts to emiotional wonds,

Interprezs color words; does not
gat hung vp on fhem.

Capitalizes on the fact that
thought is faster than speech

Tends to daydream with slow
speakers.

Challenges, anticipates, sum-
marizes, weights the svidence.




COMMUNICATION PRINC

DLES

€D Air Peorie ARE MOTTVATED.
— W cannot motivate them.
—We can onty gmde them By
ihair modvations.

@) Tr= woRKER'S PERCEPTION
BECOMES THE SUPERVISOR'S
REALITY.

—WWhat thew see i what vou
get.

& Trs xey to 4 EFFECTIVE
COMMITNICATION IS
TDENTIFICATION.

—When something becomss
me.

0 o s 4 rowsRsLL

MOTIVATOR
—Frverybody is prowd of scme-
thing.

@) You coNsIsTENTLY GET THE
BEHAVIORS YOI COMNSISTENTLY

—Reinfomement can be positve
Of negatve.

9 PEOFLE DC THINGS FOR THER
YOURS OF MINE.
—Show peonle what they went
and they will move beaven
amd earth to got it

@ You caxvor craves peorrs; (@) THE BEST WaY TO GET BEOPLE

(LY THEIR BEHAMVTORS,
— Arack the behavior, mos the
DCTs0s.

€ W ALz JUDGE OURSEIVES BY

OUR MOTIVES; BUT WE JUDGE

OTHERS BY THEIR ACTIONS,

—Amy of us can do amvihing we
can coavinee ourschves we ze

justified in doing.

TO DAy ATTENTION TO YOU IS
TO BAY ATTENTION TO THEM.
—Little things me=an a lot

{l) PEoPLE CraNGE BECAUSE OF

AL,

—Whes the pain of saymg the
same besomes oreater than
the pain of changing, people
will chanee,

10

4 Loader who
car’t cormrmpticate can t oreads
the romditions to mottvate”

“The orpanization that aut't
atid the corporation that oot

: cﬁmgeﬁdmi”




PrRODUCTIVE (GAMES
COMMUNICATORS PLAY

THE FACIITATOR.
*;H{si-;fzrmi'rﬁ'fpc:?ﬁ::.ﬁ tExr abs,
* Uiy ey g secbriee 1o sobye problems

TaE COMPLIMENTER

* Tries to tateh peoplr doing smeting right
* (e compliments i public eritidess caly in privaie

THE ENABLER
* Teacher pecple b ond wiby, o fust vt

e i
= Korpe fnterforon Iv 8 roiwimson.

THE PEACEMAKER.
= Frbrks consiratively & el ix-:.m.
» S 2 an adwonar o borb mamagment and werker,

THE EMPOWERER.
* ey pebesar

= Hebes peanle diserver beter vos

THE COMMUNICATOR
= Ligtems rsponsivedy.
* Keens cortant dicke ooina

THE GUIDE
= S & good cxempl

1 T H -
e .r_"ﬂ_ﬂ?.'{ .:_:1::.':_:.\:_,—#".5'::

aearne

THE CHALLENGER
* Shows peple sheir posermtial, withoer: Bibiighting

= Rruerds pocir for Hir progress,

el e rE——

THE ENCOURAGER

* Hrins pronlr belire i e,
= Lifts peopl when they el down, ey wilbene? agnering

nesparssibdlity 10 e profmms.

THE EVALUATOR.
& Makes deor what i exoected.
* Inspety replss

® [ oerple S et _'_'. adery :".!t: sl




UNPRODUCTIVE (GAMES
COMMUNICATORS PLAY

THE FOGMAKER.
*Ku?fm:p_gmiwwﬁv&dfmm{ B watl!
they'rr doing ard whatk puirto 1o bagnere

- r-*:a-w;l;f Somrier te mmetmetians the anfer Siﬂ_ﬁ.‘]f

LR TR WD I.'l‘.-u"lT-..- m

THE OLD-TIMER
* O Lamenty, *T remember subent poople sesed to werk for
a b
= Ar every sypcestion, meplie, “TRat’ o the sy v
ahuoys done it

THE GOD-PLAYER
= Wharver propls do & nar goed snvace.
= Uses phrases Jik, “drry idise eght 1o bmowe bemer e

that™

THE CAROM SHOOTER
= Never talks divesly ta armpome. Tales por shots o one
* Ciarries grareery sk end seacf ferkimgs o e i

THE EXTERMINATOR
* Mer 5, “Clomir e, prtalts sy *'"v""

"J_n.,;;&.—"'mtfﬁ- or gt | ~'e.:i

THE ParER HANGER
'Duw.m@m,:a Sl:'.{l"ﬁn:‘.'_"!':l'i
» Wit i T b 2% :l'm}.. e

THE Social DIRECTOR
* e ke, “Ts sverybody -1:.%5;:5}"

* demmms FL—'C-.."‘""-' TE"-.".L"'".'Q:-&E __|'I:?' "'Il""{:.’l.'-“i‘:-ﬂ I:-"i‘r.l.'-‘HT"-li

THE PROSECUTOR
= Peatlicly ared Imedby ttacks aropbody who ervn

® Aeoemer f.r.j.-j-a;;r::'f é::L} 2] T el

THE DO-IT-YOURSELFER.

® Flelfmes the _.—'__';.'l::-e wamt _'.a—._':n'ﬁ i ."'?"-;'_r'.'!'.

gomt Re dn Anoar umerel
_u.-r'\! = J =

% = T i g
* L5z plerior of olmer T At

THETH.W?

=y 2 TR
» '_“'.-c . -\.-"".- 'l\.'-'-- 5\:"

- _"_'.:f_ ""l;"""___""\:": "'.-'_ wrEedn P dare Bh ERRET
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IGNITOR PHRASES

I like thest!

Keep talking, vou're on tack

Go ghead...fryv 1t

Keep Going!

We cam do 2 Jot with that idea
Thats grest, how can we do 1t?
That’s neat, wiwt aize do we need?
Howr can we gt support for it?
What else do we need to consider”
I think it will iy

e, why not!

Wow! Lets trv !

Where would we be without you?
Hey, that’s 2 gresat idea!

How can we build on that idea?
Lets getrght onn it

T kmenw 1t wil] work!

Why not!

That’s the way to go!

KIIIL.ER PHRASES

No way 1t will woek hess

[mpossible under or current System
We qust can’t get support for 1t!

It aot 2 bad idea bur ..

We've never done 1t that way before
You haven't considered ..

Wi have o0 many projects now!

A swell ideg, ba...

It won't work!

Wie haven't the tume!

Its pot In the budget!

We've tried that before!

Wot ready for it wet!

Al righ: In theory, bui can vou put it into practics!
it ne=ds mose sody.

Somebody would have susgested it before if it were
any good!

Let’s discuss it 2t some other time.

You don’t wrderstznd our problem!




How GooD A LISTENER ARE YOU?

IF ot woreld be an effective communizator, you mmest first learn 0 be an acttue listemer, Heme's @ liele self-rvaluction exer-

L ] i ¥ I s - c I
: ] . ! T 2 T, T e e ol T e e e 2
CiS {0 G W PO 0 st Dow S0l Yo ATE |'_"‘;-'.._f£'||_'..r]¢-_ R.uf}*:'r:-.ﬂv*:;: on @ salr a I Sy G BAlT ST

—t

. 1 enjor lstening to pecple talk

2. 1 encourage other people to k.

e —

3.1 listen, ovien when | do oot
particularty like the person
raikiog,

4, The sex of the person talking
mizkes no differsnce in bow
well T listes

3.1 Tisten equally well to a fiend,
an acquaintEnce, O 2 STEngen

6. 1 put sway what I am doing
while someone 12 aikane,

7. 1 lock 5t the person talking,

#. | ignore distractions whila
listenng 10 a person 1alic

& 1 maile, pod mov bead, 2na
otherwise enooiTage e person
b talk,

1. I concent=2te on what the
DoEoD I8 SAVInS.

11. 1 try to umderstand what the

12. I seek to vnderstand why the
person is saying it

13. I never intermupt the person
talking,

14. If the person hesitates, 1
encowurase kimv'her so contn-
c

15, I resate what the person has
said and ask if T got it right.

16. I withbold all jedgements
ghout the person’s idea of
messaee until [ have heerd 2]l
the pesson has to szy about 1t

17, I listen megerdless of the
person’s teme of voice, atditude,
or choics of words,

15. T don't anticinate what the
person is going to sy — Just
listenn

19. I ask questions to get wleas
explamed more finlly.

20. T ask for clenficaton of words
I do mid vnpderstend m their
coThext.

14

Dorr't ntereupt.




SELLING vs.

¢ Nothing is ever bought; evervthing bas to be

e A crest salesperson can sell a mediocre product or service much

better than a mediocrs salesperson can =ell & great product or
SETVICE,

® The 7 Psof Selling:
Your P

To P

P

Of P

To P
Your P
Ata P

4 Reazons Why E
People Buvy

s

4 Reasons Why
People Don't Buy

Gain No Confidence
Fear No Nead
Pride No Hurry
Imitation No Money

() You didn’t explain it right.
(b) They dida't believe vou.
® Ypur service/product must be better than vour competition.

® Your customer must acknowledge you'Te better.




NINE HABITS OF HIGHLY
EFFECTIVE SALESPEOPLE

Top Salespeople...

(1)
(2)

(3)

(4)

(5)

(6)

{7

(8)

()

Spend % to % of a sales call letting the customer talk.

Are better than others at recognizing and responding to

, &ven silent ones.

Are more effective than others at identifving and prioniozng

CLEETO0mEr -

Tvpically offer product or service recommendations after % or
more of the time has elapzed in the eall,

Prezent recommendations more in terms of customer

than in terms of product
Are more enthusiastic than others about attending

Listen to motivational tapes in their cars and read inspirational
books at home.

Talk more frequently about what thev've achieved than about what
thevy haven't done.

Smile more than others do.

Your company's future sales and profits will be in direct proportion
to the depth and quality of your prospect file.

Sell every feature 2nd benefit as though it were exclusive; for if
vour competitor fails to bring it up, vours iz exclusive in the eves of
the customer.

Values are perceived a2 being equal by the customer unless
someone explainz the difference.

You and vour company are no better than your most marginal
competitor, unless vou have the ability and the know-how fo sell
and interpret the difference.

ALL SALES DEGENERATE TQ PRICE IN THE ABSENCE OF

A VALUE INTERPRETER.

16




How well do vou know
YOurx —__Eﬁ.nu_u.:ﬁ“—._m:.

{20 o feondr o o aecess hey ployers?

P yeaur Jerenwr e your praduet helps
yoier cuslomers sallafy their custamers?

e yolr _u._h_._.._::._.u:..::.,_. caliaiad Joaery
eradonlers deeaenie

Do vou wnederstand what's critieal to
youer cusfomers” sucoesar

Do vau nrederstand your eusfomers”
higsness strategieat

e yore expilain feone vour prodie
provtdes campetitioe advanbages?

Do yene foave a torowgh understondong
of fuoen yoor procieet e needf

Do yan koo what ioppens (o your
product affor it's Goen weedf

Are your slratepies morket drivent

i vore frequently provide coslomers
wikh new leleas?

How well do you know
your competitors,,,

o vene differendiote your offering i
reiy eysd

ot Yore Mol ver aronid o price
s

Do vore know your comgretifors’
afralegios aoainsl vonf

Do yore Rrean e Lo foeftaout the
e et Ll d

Can you affer something compelitors
eonnol offerd

Bo your fereone fuma fo open doars whieh
howe been locked by competitors?

Do you frequently asf “Showld T
eontpetled”

Do van frequently asl “Can T wing”

Creaer yore pegobiobe a eltend condraet
withowd compronising your posilion?

Clrare you differeniiote vour comreodidy
frome their commaodity#

ow well do vou practic
H 1d practice

sales strategies..,

Do yort fervone feorde o discaver your
easafomera’ eetlieol beving fnclors.,

Do you use resonrees efficiendlyf
o you priorilize your opporfgnifiog?

o your see yoneaelf s o buasiness-
poraon firsff

Do vau e the difference Detueen
aerlity aned valne?

L vore kraoe o Lo leverape politioal
foreea e vorer custoners’
organiziiione?

Do yore really kot o Duying
dlecigtong are maodef

o you wiederstand when o eustomer
wiernds a perriner aned when ey wand
a vendor?

Clrre vore ceseribe vour compelilors’
slrategiead

Are you constantly looking for ways to
provide valie?

i

1..



How To POSITION YOURSELF

: ” : 10 ConMpeohd PROBLEMS
o It’s not how much vou kmow or what vou can do that mamars. e
It’s what other people peresive and believe you can 1. Tisial repport is not

estzblished with listeners.

2. Body movemenis &re saf
oF wooden

3 Materal is prosemied
imtellectmlly, not imvolving
the sudiesce emogonalk:.

a Ask yourself: :

. Speaker seems

A umsominrtable due fo fear
a)} Why should people do business with me? e s

b) Heww easily can someons else imitate what I do? 5. Eye contact and sacial

¢) When people need what I offer, will they think of me first? el

€ Fosition voursslf with your, mads clear doe 1o

2 8. Silence is not used for

! Impact.
)

Q. Enerov is o, mesultmes n
c) inEpoTomX et prick pamemm
speech Tete, and vohmme.

d)

10. Tenenuaere 2 matertel

~Roger Alles

18




TRAINING vs.

® Training teaches the

# FEducation teaches the

® Training shows people what to

® FEdueation shows people what to Tag

® Training is anchored to the past.

¢ Education is focused on the future,

® Training is a program.

® Education iz a process.

& FEduecate vourself and vour team to have:

fa) A Clear Vision
(b} A Sohd Strategy
() Practcal Systems

{d) Consistent Execution

If you're as good today as you were a year ago today,
vou're worse!

TO EARN MORE, YOU MUST LEARN MORE.




SUCCESS vs.

& Supcessis

s

Significance 15

Suecess focuses on

® Significance Iocuses on

& Success believes in

® Sigmficance believes in

Surcezs motivates vou o

® Significance motivaies you to
== CTONTFICANCE LEADS TO PURPOSE
=} pPURPOSE LEADS TO BALANCE

=y CALANCE LEADS TO JOY

WHAT IS SUCCESS AWNYWAY?Y

@ Ttiz not a matter of luck.
It is not & reward for virtue.
& Tt iz not an accadent of birth.

¢ T is having something to do; somewhere to be; zomeons to love.




