

Training Packet

We are thrilled to welcome you to our Sales Training Program, where you will have the opportunity to lead a team of skilled canvassers and drive the success of our door-to-door marketing campaigns. Our program is designed to equip you with the skills and knowledge you need to achieve your professional goals and make great money in the process.
As a sales rep, you will have the opportunity to make a real impact on our business by building and leading a successful team of canvassers, executing successful campaigns, and generating appointments for our sales team. This is a challenging and rewarding role that will put your leadership skills to the test, and we are confident that you have what it takes to succeed.
Our training program is comprehensive and tailored to your needs, ensuring that you are equipped with the tools and knowledge you need to lead your team to success. You will learn how to motivate and train your canvassers, manage campaign logistics, and optimize your performance to achieve your goals.
In addition to the satisfaction that comes from leading a successful team, you will also have the opportunity to make great money. As a manager, you will be rewarded for your hard work and success, with generous compensation and performance-based bonuses.
We believe that you have what it takes to be a successful manager, and we are excited to see you take on this new challenge. Thank you for choosing to join our team, and we look forward to working with you to achieve your professional goals.
Sincerely,
Benjamin Bellassai
















SALES TRAINING PROGRAM

100% Promotion From Within
No Seniority / No Politics
1099 Taxed

















































CANVASSER CHECKLIST

PHASE 1
				           T                     L                                                                                T                L 
	Orientation
	
	
	Financial Planning
	
	

	Company Info / Business Partners
	
	
	Selfie Pitch
	
	

	Direct vs Indirect Marketing
	
	
	How to Work the Territory
	
	

	Break Even (Financial)
	
	
	
	
	

	Office Awareness
	
	
	
	
	





PHASE 2

				           T                     L                                                                               T                L 
	LOA
	
	
	3 E’s
	
	

	BLUEPRINT OF PITCHING 
	
	
	Matching / Mirroring
	
	

	HAND MOTIONS (PITCH)
	
	
	SEE / KISS FACTORS
	
	

	MIRROR PITCHING (PITCH)
	
	
	Types of Buyers
	
	

	Leadership / Accountability
	
	
	Button Up
	
	

	SILENT PITCHING
	
	
	
	
	

	PROCESS OF ELIMINATION (PITCH)
	
	
	CLOSE / REHASH
	
	

	8 STEPS TO SUCCESS
	
	
	Buying Signs / Impulse Curve
	
	

	WHAT IS A SALE?
	
	
	FUGI FACTORS
	
	

	ATTITUDE TRAINING
	
	
	Qualifying / Leading ?’s
	
	






















PHASE 3

				           T                     L                                                                                T                L 
	3 R’s / Steps to Rebuttal (Objections vs Rubattals)
	
	
	We’ll keep what we have…
	
	

	3 F’s
	
	
	Not sure if I can afford it…
	
	

	Need to think about it.. (2)
	
	
	It’s too expensive…
	
	

	This is out of our budget… (4)
	
	
	Need to talk to my spouse…
	
	

	We’re good right now… (2)
	
	
	We used you in the past…
	
	

	I’m not interested… (4)
	
	
	Can you call back and talk to my spouse…
	
	

	I’m too busy right now… (2)
	
	
	I want to do more research first…
	
	

	We are going to wait… (3)
	
	
	Need to talk to someone…
	
	

	I need more time to decide…
	
	
	I can get it cheaper elsewhere…
	
	

	We are going to do this later…
	
	
	Just send me an email…
	
	

	They aren’t taking calls…
	
	
	I’m not making a rash decision…
	
	

	Call me back another time…
	
	
	We’re stuck in a contract…
	
	

	We wouldn’t be interested…
	
	
	Now isn’t a good time…
	
	

	We’ve done it this way for a long time…
	
	
	I’m going to sleep on it…
	
	

	Do you offer a guarantee…
	
	
	I’ll get an estimate when I am ready to do the work…
	
	

	Leave a quote in the mailbox…
	
	
	Don't give out my phone #...
	
	

	Can I just have a flyer…
	
	
	Already had an estimate…
	
	

	RUSH…
	
	
	
	
	

















PHASE I


ORIENTATION

ORIENTATION






DIRECT VS. INDIRECT MARKETING


“You may not realize it, but all marketing efforts can be categorized in one of two ways — direct marketing or indirect marketing. On the surface, direct vs. indirect marketing is relatively easy to understand. Direct marketing involves engaging with prospective buyers or customers directly. For example, sending a customer an email that contains a promotional offer. Indirect marketing is a strategy in which you put yourself in a position to be found by prospective buyers. Consequently, allowing them to engage with you instead of just directly engaging them. For example, writing a post on your website’s blog. Which then leads can be generated through external links or through a search engine, and this is a form of indirect marketing.”

https://stevens-tate.com/articles/direct-vs-indirect-marketing/


INDIRECT MARKETING

Indirect marketing is essentially marketing in which you’re not trying to sell a specific product or service. For example, content creation in the form of a blog or email newsletter are forms of indirect marketing. A lot of social media marketing is indirect as well. For example, if you’re simply engaging in discussions or posting links to informative articles. The idea behind indirect marketing is that you’re nurturing relationships, building brand authority, and generating brand awareness. 

· Tracking performance is more difficult. This is because you’re not honing in on specific customers — you’re casting a wider net.
· Indirect marketing efforts may not have an instant impact — it may take some time before they begin drawing in new customers. As such, it can be frustrating not to see an immediate impact on sales.
· Because it’s a long-term strategy, indirect marketing requires constant attention. Whereas direct marketing tactics can work on their own, indirect marketing functions as a whole. This means that you need to be constantly working at it. There’s basically no end in sight.



TELEVISION
RADIO
NEWSPAPER/ PRINT
BILLBOARDS



WITH THESE DRAWBACKS AND WHILE CONSIDERING THE COST, TRACKING FACE TO FACE MARKETING IS THE MOST EFFECTIVE AND VALUABLE FORM OF ADVERTISING


DIRECT MARKETING


· You can identify specific audience segments, thereby allowing you to connect with people who are likely interested in your product or service already. For example, if you run a TV commercial, you can choose a time slot on a channel that you know your audience is watching.
· If you know the audience you’re addressing, then you can personalize your messages, thereby allowing you to nurture leads and build stronger relationships. For example, using the data you have to segment your email list allows you to send more relevant content to your recipients.
· The data you collect from your direct marketing efforts is more measurable. For example, you can track your email response rate to determine how effective your direct marketing strategy is and to make adjustments accordingly.
FORMS OF DIRECT MARKETING:

1. FACE TO FACE 
2. TELEPHONE (DRAWBACKS - CALLER ID)
3. MAIL (DRAWBACKS - COULD BE THROWN OUT WITH JUNK MAIL)


































BREAK EVEN

	
BREAK EVEN
BILL				                                     COST (PER MONTH)

____________________________________                $_________._____
____________________________________                $_________._____
____________________________________                $_________._____
____________________________________                $_________._____
____________________________________                $_________._____
____________________________________                $_________._____
____________________________________                $_________._____
____________________________________                $_________._____
____________________________________                $_________._____
____________________________________                $_________._____				                           TOTAL:      $_________._____

$_________._____    /             4               =   $_________._____
              TOTAL                    # of weeks in a month            COST PER WEEK


$_________._____    /             $ ___             =                _________
          COST PER WEEK               MONEY EARNED PER LEAD         NUMBER OF LEADS NEEDED 

BREAK EVEN PRODUCTION PER WEEK = 



__________________ LEADS






FINANCIAL PLANNING
QuickBooks Self-Employed is a software application designed for freelancers, independent contractors, and sole proprietors to help them manage their finances and track their expenses. Some of the benefits of using QuickBooks Self-Employed include:
1. Expense tracking: With QuickBooks Self-Employed, you can easily track your expenses by linking your bank accounts and credit cards to the app. This helps you keep track of all your business expenses in one place and makes it easier to organize them for tax purposes.
2. Mileage tracking: If you use your personal vehicle for business purposes, QuickBooks Self-Employed can track your mileage automatically using GPS. This helps you keep accurate records of your mileage for tax purposes.
3. Invoicing: QuickBooks Self-Employed allows you to create and send professional-looking invoices to your clients. You can customize your invoices with your own logo and branding, and track when your clients have paid you.
4. Tax tracking: QuickBooks Self-Employed can help you estimate your quarterly tax payments and track your tax deductions. This helps you stay on top of your tax obligations throughout the year and avoid any surprises come tax time.
5. Mobile app: QuickBooks Self-Employed has a mobile app that allows you to manage your finances on the go. You can track your expenses, create invoices, and view your financial reports from your smartphone or tablet.
Overall, QuickBooks Self-Employed can help you save time and money by simplifying your financial management tasks and keeping you organized throughout the year.














SELFIE PITCH 3 STEPS (CANVASSING PITCH):

Remember that each and every person will probably tell you NO to start out with so KISS IT.
DO NOT MEMORIZE THIS … MAKE IT YOUR OWN.
 
STEP 1: INTRO 
You are simply introducing yourself as well as the company using See Factors before they get to the door!

HEEEEY! HOW ARE YOU DOING TODAY SIR/MA’AM?

WAIT FOR THEIR RESPONSE AND THEN SHOW YOUR LISTENING BY RESPONDING TO IT.

That’s good, well...
I’m sorry to hear that, well...

Icebreaker: 

My name is ________________ and I am with ____________________. Just wanted to stop by to let you know…


STEP 2: PRESENTATION 
Explaining what you are doing here.

I'm stopping by to inform you that we will be working in your area this week. Due to the age of the homes and the feedback in the neighborhood we have decided, as a courtesy, to give everyone free information and pricing on windows, siding and roofing while we are
here.



STEP 3: CONCLUSION 
ABC – Always Be Closing

We will be wrapping up with another estimate in the next hour. I am just checking to see if you will be available tonight or if tomorrow will be better?













HOW TO WORK THE TERRITORY 
(GUMBALL THEORY)


· HIT EVERY SINGLE DOOR
· TALK TO EVERYONE YOU SEE
· TALK TO PEOPLE OUTSIDE THEIR HOUSES OR WALKING AROUND THE NEIGHBORHOOD
· MAKE SURE YOU HAVE ENOUGH TERRITORY FOR THE ENTIRE DAY
· WORK YOUR MAP/TERRITORY AS IF YOU ARE ON THE SAME MAP THE NEXT DAY.  ALWAYS SET YOURSELF UP FOR SUCCESS
· A NEIGHBORHOOD USING CANVASSIQ CAN BE REWORKED. GO BACK TO THE DOORS THAT DIDN'T ANSWER

[image: ][image: ][image: ]
[image: ][image: ][image: ][image: ]

WHEN TRYING TO GET A CERTAIN COLOR, IT’S BEST TO PUT ALL YOUR QUARTERS IN ONE MACHINE. JUMPING FROM ONE TERRITORY TO THE NEXT DECREASES YOUR LAW OF AVERAGES- JUST LIKE IN THE FIELD

DON’T HOP AROUND THE TERRITORY, BUT THROW ALL YOUR ‘QUARTERS’ INTO ONE PLACE: HITTING EVERY DOOR AND TALKING TO EVERYONE!

















OFFICE AWARENESS

The office is your office. This means you treat it like you pay rent.

• Image - make sure that your image is on point
• Tardiness hurts the entire team
• Trash - If you see trash pick it up, don’t overlook details that you can improve. Set the example for your crew by picking up trash even if it isn’t yours.
• Don’t leave during pitch practice
• Pitch practice should be done everyday and with music in the background
 • Take notes, be an example. and well groomed. No wrinkled or smelly clothes. 






















PHASE II

LOA (LAW OF AVERAGES)

Law of averages is a formula that we use in order to determine how many houses need to be hit per day to guarantee a minimum of two leads a day.  The field is a numbers game. As long as you follow this formula in conjunction with the 3 and 8 steps you will guarantee yourself 2 leads per day!

120 Doors knocked on = 40 People will answer the door = 20 people will let you finish your pitch without interruption = 2 leads per day

WAYS TO INCREASE LOA

· LOOK PEOPLE IN THE RIGHT EYE
RIGHT EYE TRIGGERS LEFT SIDE OF THE BRAIN WHICH IS YOUR LOGIC SIDE OF THE BRAIN
· WEAR LIGHT COLORS
· TUCK IN YOUR SHIRT
· STAND UP STRAIGHT
· BE SINCERE
· ONLY SPEND 10 MISSISSIPPI SECONDS AT EACH DOOR STEP
· ASK LEADING QUESTIONS
		CARD TRICK
· BE PERSONABLE
· SEE FACTORS
· JONES EFFECT
· ENTHUSIASM
· BELIEVE IN WHAT YOUR TALKING ABOUT
	KNOW YOUR PRODUCT!










BLUEPRINT OF PITCHING
1. Start with a hook: Begin your pitch with a compelling statement or question that grabs your audience's attention and makes them want to hear more.
2. Introduce the problem: Identify the problem or pain point that your product or service solves. This will help your audience understand why they need what you're offering.
3. Present your solution: Outline how your product or service solves the problem you introduced. Focus on the benefits and outcomes of using your product or service.
4. Explain why you're different: Highlight what sets your product or service apart from the competition. This could be your unique selling proposition (USP) or a specific feature that your competitors don't offer.
5. Use social proof: Include testimonials or case studies that demonstrate how your product or service has helped others. This will help build trust with your audience and show that your solution is effective.
6. Close with a call to action: End your pitch with a clear and compelling call to action. This could be to schedule a demo, sign up for a free trial, or make a purchase.
7. Practice and refine: Practice your pitch until it feels natural and confident. Ask for feedback from colleagues, friends, or mentors and use their feedback to refine and improve your pitch.
Remember, the perfect pitch is not just about what you say, but how you say it. Use a clear, concise, and confident tone, and make sure to address any objections or concerns that your audience may have. With practice and preparation, you can deliver a pitch that effectively communicates your value proposition and inspires action from your audience.













HAND MOTIONS (PITCH)
There are several psychological reasons why hand motions and eye contact can make a sales presentation more effective:
1. Nonverbal communication: Hand motions and eye contact are forms of nonverbal communication that can convey a lot of information to your audience. Nonverbal cues can help to build rapport, establish trust, and convey confidence.
2. Attention and engagement: Hand motions and eye contact can help to capture and hold your audience's attention. By using hand motions to emphasize important points, you can help to keep your audience engaged and focused on your presentation. Similarly, eye contact can help to establish a personal connection with your audience and make them feel more invested in your message.
3. Emotion and persuasion: Hand motions and eye contact can also be used to convey emotion and persuade your audience. By using hand motions that match the tone and content of your message, you can help to reinforce the emotional impact of your presentation. Similarly, by using eye contact to connect with your audience on a personal level, you can help to build trust and credibility, making it more likely that they will be persuaded by your message.
4. Memory and retention: Finally, hand motions and eye contact can also help to improve memory and retention. By using hand motions to illustrate key points, you can help to reinforce the information in your audience's minds. Similarly, by using eye contact to establish a personal connection, you can help to create a more memorable and impactful presentation.
Overall, hand motions and eye contact can be powerful tools for enhancing the effectiveness of a sales presentation. By using these nonverbal cues to capture attention, convey emotion, establish rapport, and improve memory and retention, you can help to create a more persuasive and impactful message that resonates with your audience.








MIRROR PITCHING (PITCH)
Pitching in front of a mirror is a good practice when trying to get better at sales because it allows you to observe and evaluate your body language, facial expressions, and overall presentation. When you can see yourself in the mirror, you can get a sense of how you appear to others and make any necessary adjustments to improve your delivery.
Additionally, practicing in front of a mirror can help you develop confidence and overcome any nervousness or anxiety you may feel about pitching your product or service to others. As you become more comfortable with your pitch and your appearance, you will be more effective in communicating your message and building rapport with your potential customers. Overall, practicing in front of a mirror can help you refine your sales skills and become a more effective and persuasive salesperson.


LEADERSHIP AND ACCOUNTABILITY


There are key things that should be put into practice:

Look for opportunity in misfortune. “A pessimist sees the
difficulty in every opportunity; an optimist sees the
opportunity in every difficulty.” -Winston Churchill
Don’t be content with instant gratification. Delayed
gratification is necessary for long term success. It builds 
perseverance, and quality character.

Replace complaints with gratitude. The way that you think
shapes the way you act. Ingratitude breeds negativity.
Remaining grateful keeps you humble and positive.
Be imaginative. When faced with a problem or a negative,
remember that there is always a solution. This mindset 
helps you innovate and think out of the box.

Be honest with yourself. Great leaders continue to grow
because they know their own weaknesses and strengths.

Pretending will not bring success.

Know when to rest, and learn how to rest well. The human
brain and body needs rest. Running a business is a lot of
work, and we only get one body and one brain. Treat them with respect.

Don’t brag about goals you haven’t reached. Goals should
be your motivation, not your source of confidence or
bragging point. Leaders don’t brag, they encourage others.
Don’t multitask, instead manage your time better. Studies

have proven that only 2% of the population can
successfully multitask. They also showed that those who
try, are aging their brains prematurely. Focus on one task at a time.

Tell your goals to someone who will keep you accountable.
It is said that you will become who you surround yourself
with. So find friends and mentors that will push you to who you want to be.

Work at each step until you perform better under pressure
than not. It’s been proven that experts in their craft
perform better under pressure than not. This is because it
becomes muscle memory. If you’ve truly mastered 
something pressure only makes you better.

Learn from the people around you. Don’t trick yourself into
thinking you’re better than they are. Excellent leaders have
a student mentality. There is always more to learn from the people around you.

Don’t rely on others for motivation. Learn to maintain your
own attitude. Self-sufficient individuals know how to find
motivation in their own goals and aspirations, without
needing others. This allows them to lead when no one else can.


SILENT PITCHING (PITCH)

















WORD TRACKS

1. "Before I go, can I quickly show you this feature that I think you might find interesting?"
2. "Based on what you've told me so far, it seems like this product/service might be a great fit for you. Can I give you more information on how it can benefit you?"
3. "I understand your concern, and I want to make sure I address it fully. May I share with you how we've helped other customers overcome that same issue?"
4. "Just to clarify, you're saying that [restate customer objection]. Is that correct?"
5. "I completely understand where you're coming from, and I want to make sure I'm addressing all of your questions. Can I answer any other questions or concerns you have?"



PROCESS OF ELIMINATION

1. [bookmark: _heading=h.ef6co321fub6]Understand the Products We Sell
[bookmark: _heading=h.hhzu8dxri2zv]
[bookmark: _heading=h.15lsxcmdfi4f]2. Identify Existing Conditions
Goal: Establish what the homeowner currently has in place (windows, roofing, and siding) to eliminate irrelevant services.
· Example Questions:
1. Windows:
“Can I ask if your windows are in good condition, or have you noticed any drafts, condensation, or difficulty opening/closing them?”
2. Roofing:
“How old is your roof, and have you noticed any leaks or areas of wear and tear? When was the last time it was inspected or replaced?”
3. Siding:
“Are you satisfied with the current siding on your home, or have you had any issues with fading, cracking, or other damage?”

[bookmark: _heading=h.ywbfhl5vxtx]3. Process of Elimination (Eliminating What They Already Have)
Goal: Use follow-up questions to identify what services the homeowner doesn’t have or need, narrowing the scope of the conversation.
· Example Follow-up Questions:
1. If they have new windows or recently replaced them:
“Great, it sounds like your windows are in good shape. Let’s talk about your roof. How’s that holding up?”
2. If they have a new roof or recently replaced it:
“Fantastic! Since you’re set with roofing, let me ask about your siding. Is it still looking good, or are you considering an update?”
3. If they have good siding or replaced it recently:
“I’m glad your siding is in good condition. That only leaves us with your windows and roof. Would you like me to check the condition of either of those?”

[bookmark: _heading=h.j5osss54a96c]4. Qualify the Need (Narrow Down Their Potential Interest)
Goal: Identify the service(s) the homeowner might still need, and qualify whether they are a likely candidate for an appointment.
· Example Questions:
· If no service is needed (everything is in good condition):
“It sounds like you’re all set for now, which is great! Just so I can make a note for future follow-up, is there anything you’ve been thinking about upgrading or replacing down the road?”
· If there’s an issue with one service:
“It sounds like your roof could use some attention. Would you be open to a free inspection or estimate to see what might be needed?”
· If they express interest in a service:
“I’d be happy to set up a free consultation for you. It’s no obligation, and we can give you a complete assessment of what needs to be done.”

[bookmark: _heading=h.ia5wui9e6so]5. Provide Information and Set Appointment
Goal: After narrowing down to the service of interest, set an appointment for a more detailed consultation.
· Example Script:
“Based on what you’ve told me, I can schedule a free inspection for [Roofing/Windows/Siding]. Our expert will come out, assess the situation, and give you an estimate. We can schedule that for [Date/Time]. Would that work for you?”

[bookmark: _heading=h.3289s7kdybvc]6. Handle Objections or Hesitations
Goal: Address common objections and ensure the homeowner feels comfortable moving forward.
· Possible Objections & Responses:
· Objection: "I don’t think I need anything right now."
· Response: “I completely understand, and that’s exactly why we offer a free consultation. Even if everything looks fine, we can provide advice for future maintenance or upgrades, and it’s completely free of charge. There’s no obligation.”
· Objection: "I’ve already worked with someone else."
· Response: “That’s great! Sometimes it helps to get a second opinion or just ensure everything is still in great condition. We can offer a no-obligation inspection to make sure everything is still holding up well.”

[bookmark: _heading=h.sdltbvgej4bh]7. Close the Appointment
Goal: Finalize the appointment details and thank the homeowner for their time.
· Example Closing Script:
“Thank you for your time today! I’ve scheduled you for an appointment with one of our specialists on [Date/Time]. They’ll take a look at your [Roof/Windows/Siding], and you’ll receive a detailed report afterward. Have a great day, and we’ll see you soon!”

[bookmark: _heading=h.iexci5z0z5ng]8. Follow-up (Optional but Recommended)
Goal: Send a reminder or thank-you note after the appointment is scheduled or completed.
· Example Reminder Script (via text or email):
“Hi [Homeowner Name], this is [Your Name] from [Company Name]. Just a reminder about your upcoming consultation on [Date/Time]. Our expert will be there to provide a free inspection and consultation. Looking forward to meeting you!”

[bookmark: _heading=h.6tpxwvau9sf6]Key Points to Remember:
· Be polite and respectful of the homeowner’s time and property.
· Use open-ended questions to encourage conversation.
· Use the process of elimination to guide the conversation toward the services the homeowner is most likely to need, without being pushy.
· Always keep the conversation focused on providing value, such as free inspections, assessments, and consultations.
· Adapt the approach depending on the answers you get — flexibility is key to successful canvassing.
This methodology allows you to systematically eliminate irrelevant services while focusing the conversation on the homeowner's potential needs, ultimately setting appointments for the services they are more likely to be interested in.



















8 STEPS (KEYS TO SUCCESS)

STEP 1: HAVE A GREAT ATTITUDE
HAVE A GAME PLAN
BE MOTIVATED
THINK GOALS: WHAT DO YOU WANT TO ACCOMPLISH TODAY, NEXT WEEK, AND NEXT MONTH?
ATTITUDE IS 100% CHOICE

STEP 2: BE ON TIME
 	IF YOU'RE NOT EARLY, YOU'RE LATE!
MORE TIME IN ATMOSPHERE AND FIELD
SETS YOU UP FOR SUCCESS
THE MORE EFFORT YOU PUT IN, THE MORE YOU GET OUT!
IN THE FIELD: 
KNOW WHEN TO PICK YOUR GUYS UP
KNOW WHEN TO HEAD TO THE OFFICE
KNOW WHEN IS PRIME TIME

STEP 3: BE PREPARED
YOU CAN CONTROL:
MAPS, PENS, BINDERS, LEAD CARDS, FLYERS, NOTEBOOK, FOLDER/BINDERS, ECT.
CAN’T CONTROL:
WEATHER; EXTRA SHOES, UMBRELLAS, COATS, HATS, GLOVES, BOOTS, SUNSCREEN, ECT.
		TRAFFIC; LEAVE EARLY
STEP 4: WORK A FULL SHIFT
	WORK TERRITORY CORRECTLY
		Helps with the LOA and allows you to see more people
		Minimize driving time; always work maps correctly
	MINIMIZE STOPS
		Straight to field-have gas in car before going to the office
		Have short lunches
STEP 5: WORK AREA CORRECTLY
	SMOTHER YOUR TERRITORY
	HIT EVERY DOOR
	TALK TO ALL FOOT TRAFFIC
	WORK YOUR LAW OF AVERAGES
	DON’T TAKE FIRST YES OR NO
	PAY ATTENTION TO TERRITORY
STEP 6: MAINTAIN ATTITUDE
	BELIEVE IN THE SYSTEM: USE IT
	EVERY “NO” BRINGS YOU CLOSER TO A “YES”
	LET THE NO’S ROLL OFF YOUR BACK
	SAFEGUARD YOUR ATTITUDE
STEP 7: UNDERSTAND THE OPPORTUNITY
	WHY ARE YOU HERE
		YOU ARE IN CHARGE OF YOUR OWN DESTINY
	LOOK AT THE BIG PICTURE
	TAKE RESPONSIBILITY
	USE YOUR RESOURCES: CALL OTHERS IN THE BUSINESS
AND ASK FOR ADVICE & USE THAT ADVICE TO GET AHEAD! (A SMART PERSON LEARNS FROM THEIR MISTAKES A SMARTER PERSON LEARNS FROM OTHER PEOPLE'S MISTAKES)
	REMEMBER WHY YOU'RE HERE AND WHAT YOU'RE DOING
STEP 8: TAKE CONTROL
TAKE CONTROL OF YOUR OPPORTUNITY; YOU DESERVE IT JUST LIKE EVERYONE ELSE IF YOU EARN IT
	BE PROACTIVE IN ALL SITUATIONS; if you can help, HELP!
	TAKE RESPONSIBILITY
		PLAN MEETINGS WITH YOUR GM
		RUN IMPACTS
		GET WITH THE HIGH ROLLERS
		ASK Q’s THAT YOU WANT/NEED ANSWERED


WHAT IS A “SALE”?

Sales is the process of persuading a potential customer to purchase a product or service. The goal of sales is to create value for both the customer and the seller, by identifying a need or problem that the customer has and offering a solution that meets their needs.
The sales process typically involves several stages, including prospecting, qualifying, presenting, and closing. During the prospecting stage, the salesperson identifies potential customers and reaches out to them to gauge their interest in the product or service. During the qualifying stage, the salesperson determines whether the customer is a good fit for the product or service and whether they have the budget and authority to make a purchase.
During the presenting stage, the salesperson showcases the features and benefits of the product or service and addresses any questions or objections that the customer may have. Finally, during the closing stage, the salesperson attempts to secure the sale by asking for the customer's business.
Effective sales requires a combination of communication skills, product knowledge, and emotional intelligence. Successful salespeople are able to build rapport with potential customers, understand their needs and concerns, and communicate the value of their product or service in a persuasive and compelling way.













ATTITUDE TRAINING

1. Focus on the present: Stay focused on the task at hand, rather than dwelling on past rejections or missed opportunities. Keep a positive mindset and approach each new prospect with a fresh perspective.
2. Set realistic goals: Set achievable goals for yourself and celebrate each small success along the way. This can help to boost your confidence and keep you motivated.
3. Stay organized: Keep your workspace and sales materials organized and easily accessible. This can help you to stay focused and avoid distractions.
4. Practice self-care: Take care of your physical and mental health by getting enough sleep, eating a healthy diet, and engaging in regular exercise. This can help to improve your mood and energy levels.
5. Surround yourself with positivity: Surround yourself with positive people who encourage and support you. This can help to boost your morale and keep you motivated.
6. Learn from mistakes: Rather than dwelling on mistakes or failures, use them as an opportunity to learn and improve your sales skills.
7. Stay flexible: Be open to trying new approaches and adjusting your sales pitch based on feedback from prospects.
8. Visualize success: Visualize yourself achieving your sales goals and succeeding in your career. This can help to boost your confidence and motivation.
9. Practice gratitude: Focus on what you are grateful for in your life and in your career. This can help to shift your focus away from negative thoughts and improve your overall outlook.
10. Take breaks: Take regular breaks throughout the day to recharge and refresh your mind. This can help you to improve your focus and productivity, and prevent burnout.








EVALUATION, EVALUATION, EVALUATION 
(Three E’s)

There are steps to evaluating each home in order to help tailor your script.

The absolute first thing that you should do when approaching a house in EVALUATE THE ENVIRONMENT:

What type of car do they have?
Are there kid’s toys in the yard?
How old is the home?
Is the yard well kept?

The next thing you should do is EVALUATE THEIR HOUSE:

What type of windows do they have?
What type of siding do they have?
How old does the roof look?
Is their house faded or has it been painted?
How old does the house look?
WHAT OVERALL WORK DO THEY NEED?

The last thing you should do is EVALUATE THE PERSON that you will be speaking to:

How old are they? (Are you sure that they are the homeowner?)
How do they stand?
What tone of voice do they have?
What is their general mood?
Are they in a hurry?















MATCHING / MIRRORING

Matching and mirroring is a technique used in sales to build rapport and create a sense of connection with a potential customer. The idea is to subtly mimic the other person's body language, tone of voice, and other nonverbal cues in order to establish a sense of familiarity and trust.
Matching and mirroring can involve a variety of behaviors, such as:
· Adopting a similar posture or stance to the customer
· Using similar gestures or facial expressions
· Speaking at a similar pace and tone of voice
· Using similar vocabulary and sentence structure
The goal is to create a subconscious sense of similarity and rapport between the salesperson and the customer, which can make the customer more receptive to the sales pitch and more likely to make a purchase.
It's important to note that matching and mirroring should be done subtly and naturally, rather than being obvious or forced. Salespeople should pay attention to the customer's behavior and adjust their own behavior accordingly, rather than simply copying everything the customer does. When done well, matching and mirroring can help to build trust and rapport with customers and increase the chances of a successful sale.










SEE FACTORS

THIS IS WHAT YOU WANT THE CUSTOMER TO SEE 
SMILE- MIRROR EFFECT
ENGAGEMENT - ESTABLISHES TRUST
EXCITEMENT- IF YOU'RE NOT EXCITED, WHY SHOULD THEY BE?

** USE A MIRROR AND PRACTICE PITCHING 

1. Dress professionally: Your appearance is the first thing that a homeowner will notice when they open the door. Dress professionally and wear a company shirt or name tag to show that you are a legitimate representative of a reputable company.
2. Have a pitch: When you knock on the door, be prepared with a pitch that highlights your company's experience, expertise, and quality workmanship. You should also be able to answer any questions the homeowner may have about your company or the services you offer.
3. Be knowledgeable: Before going out in the field, make sure you have a thorough understanding of the products and services your company offers. This will enable you to confidently answer any questions the homeowner may have and demonstrate your expertise.
4. Use visual aids: If possible, bring visual aids such as brochures, samples, or a tablet with photos and videos of your company's work. This will help to reinforce your credibility and give the homeowner a better idea of what you can offer.
5. Provide references: If the homeowner expresses interest in your services, be prepared to provide references from previous customers who were satisfied with your work. This will help to establish trust and credibility with the homeowner.
6. Follow up: After leaving the homeowner's doorstep, make sure to follow up with a phone call or email. This will demonstrate your commitment to providing excellent customer service and reinforce your credibility as a professional in the home remodeling field.








KISS IT

KEEP 
IT 
STRAIGHT TO THE POINT AND 
SIMPLE





































3 TYPES OF BUYERS

1)      LAY DOWN BUYERS:
· SEE DEAL
· LIKE DEAL
· BUY DEAL
· CLOSE HARD, BUYING SIGNS
2)      PERSONALITY BUYERS:
· SELLING YOURSELF
· ICEBREAKERS- 2 MIN. FRIEND
· GENUINE SINCERITY
3)    OBJECTION BUYERS:
· TAKE CONTROL
· USE 3 E’S
· USE ALL BULLETS
· 3 F’S


LAYDOWN BUYERS:

A lay down buyer is a potential customer who is highly interested and motivated to purchase your product or service. These individuals typically respond to your sales pitch with an immediate and enthusiastic "yes" without much hesitation or resistance. They may have already done their research and made the decision to purchase, or they may simply have a strong need or desire for what you're offering.
As a salesperson, it's important to recognize and capitalize on these lay down opportunities when they arise. Rather than spending time trying to convince the customer to buy or addressing objections, you should focus on quickly closing the sale and ensuring a positive customer experience.
To effectively sell to lay down buyers, it's important to have a clear and compelling value proposition, present yourself and your product/service in a professional and credible manner, and be prepared to answer any questions or concerns the customer may have. Additionally, being able to establish a rapport and build trust with the customer can help to further solidify their decision to purchase.
While lay down buyers are relatively rare, being able to identify and successfully sell to these individuals can be a valuable skill for any salesperson.



PERSONALITY BUYERS:

A personality buyer is a potential customer who values building rapport and personal connections in their interactions with salespeople. These individuals are more likely to make a purchase when they feel that the salesperson understands their interests and values, and when they have established a personal connection with the salesperson.
As a salesperson, it's important to be able to identify and adapt to the personality type of the potential customer, and tailor your approach accordingly. For personality buyers, this means taking the time to establish a personal connection by finding common ground and discussing topics that are of interest to the customer.
Using ice breakers and asking questions about the customer's hobbies, interests, or current events can be effective in building rapport and establishing common ground. By actively listening to the customer and engaging in meaningful conversation, the salesperson can create a positive and memorable experience for the customer, increasing the likelihood of a sale.
It's important to note that while building rapport is important for personality buyers, it's also essential to eventually steer the conversation towards discussing the product or service being offered. This can be done by linking the features or benefits of the product/service to the customer's interests or needs, or by using stories or examples that the customer can relate to.
Overall, successfully selling to personality buyers requires a combination of interpersonal skills, active listening, and the ability to adapt and tailor your approach to the customer's personality type.




OBJECTION BUYER:

No’s vs. Objections
No
· No Thank You! ( MORE THAN ONE TIME )
· Not Interested! ( MORE THAN ONE TIME )
· Already did all of that to my house.
· I don’t want to hear about it.
· They shut the door on you.
· All of these and anything similar to this is considered a NO. There is nothing left to do here but move on to the next house. This person is not qualified.
Objection
· Right now is not a good time.
· We don’t have the money for that.
· I am not experiencing any problems with that.
· No, I think we're good with what we have. (When they have a sub-par product currently)
· I don’t think we need that. (When they have a sub-par product currently)
· We are already getting/got an estimate.
· We are just going to use the same people we did that did our…
· Maybe next time.
· We are going out of town…
· My husband/wife will not be home…
· Can I just have a flyer?
· ANYTHING THAT SHOWS A SIGN OF INTEREST BUT THERE IS A REASON WHY THEY FEEL IT WONT WORK FOR THEM RIGHT NOW
· 
GETTING A LEAD (BUTTON UP):
…weekdays or weekends?
RESPONSE

“RESPONSE? Ok sounds great, does this (pick a day for them) sound like a good day?”
	If they say No…
“Ok what would be a better day during the RESPONSE to stop by then?”
Once you receive a day:

Ok and what time would be good for you and your husband/ wife?
	If they are hesitant make up a time.

Ok great what is your last name?

Ok and so that way my technician can make sure it’s still a good time for you. What would be the best number to reach you at?
If they say they don’t give out their phone number and tell you just to stop by: 
“Oh ma’am/sir we would love to do that but we realize that an emergency might come up and we don’t want the neighbors to get anxious if you are not here and we take the measurements. If something does come up and we don’t already have someone in the neighborhood I wouldn’t want to send my technician all the way out here and you not be here. We will only give you one call just to make sure it's still a good time.”

REPEAT THEIR NUMBER AS YOU ARE WRITING IT DOWN!!!!
And out of everything on your priority list what would be the first thing you would do outside the home? ____________

Ok so I just want to make sure all the information is correct.

Go through the entire thing nodding your head after repeating each thing back to them.
Ok, so just so you know all our technician is going to do when he comes out is take a few measurements, show you a couple of samples and leave you with that free price to keep for future reference. If it’s no trouble, can I use your telephone to lock this appointment into our computer, reserving your time?


Alright now I am going to write the date and time of your appointment on this flyer here. If you can just do me a favor and let your wife/ husband know that we will be out _________ @ _:___ to give you that price I would appreciate it. Also, here is a flyer on the windows, if you have any questions after looking at it please feel free to call us or the technician will answer anything when he comes out.  Once again the estimate that we leave is FREE, and NO OBLIGATION! That way you’ll have a better idea if this ever does become a priority in the future! Thanks again we will see you ________ @ __:_____.






FEATURES

WINDOWS

AVERAGE 25% off energy bills
Custom made to fit the opening of the house for energy optimization
Krypton and Argon gas with Low E coatings
Tilt in for easy cleaning
Lifetime transferable warranty
Increase security
Sound proofs the house
Raises property value

SIDING

Maintenance free for lifetime of the house
Average 20% energy savings
Hail damage coverage
Lifetime transferable warranty
Never fades, cracks, warps, or chips
Seamless
Raises property value



BULLET THEORY
COMPLETELY FREE
NO OBLIGATION
$$$ OFF ENERGY BILLS
TAX CREDIT
BRAND NEW HOME SAME ADDRESS
COMFORTABLE HOME
EASY CLEANING
MORE DURABLE
MAINTENANCE FREE
EASILY OPEN
SAFETY
INVESTMENT
LIFETIME TRANSFERABLE WARRANTY
ESTIMATE IS VERY CONVENIENT

SELL THE SIZZLE NOT THE STEAK!!! HIT IT AND DIG WITH IT; ONCE ONE IDEA STRIKES STICK WITH IT AND KEEP IT PERSONALIZED!!





CLOSE

WEEKDAYS OR WEEKENDS?

CONFIDENCE- YOU KNOW THEY NEED IT!
LISTEN- HIT HOT SPOTS
OVERTURN OBJECTIONS- 3 F’s
SILENCE- FIRST ONE TO TALK LOSES
ENTHUSIASM- IF YOU’RE NOT EXCITED ABOUT IT WHY SHOULD THEY BE?

WITHOUT THE CONFIDENCE YOU L.O.S.E.


REHASH

REMEMBER EVERYONE HAS ANOTHER SALE HIDDEN

“I ALREADY GOT NEW WINDOWS”

WHAT ELSE DO YOU WANT TO TAKE AN ESTIMATE ON WHILE THEY ARE GONNA BE HERE
	JONES EFFECT, NAME DROP!
	USE LEAD CARDS!
THROW OUT IDEAS- PAINT THE PICTURE (USE KEYWORDS) “HOW WOULD YOU LIKE TO TAKE AN QUOTE ON HOW MUCH IT WOULD BE WHEN AND IF YOU WANT TO CHANGE THE CHALKY OLD ALUMINUM TO SOMETHING SMOOTH AND MAINTENANCE FREE LIKE VINYL! SAME ADDRESS NEW HOUSE!”



BUYING SIGNS
STOP AND CLOSE
I don’t know what a good time would be…
Do I need an estimate?
What type of work do you do again?
Weekend/Weekday…
We're usually busy on weeknights…
How much do you think ballpark it would cost…? (CAMDEN YARDS)
Whose house did you do…
Where is your office located…
How long will it take…
IMPULSE CURVE

[image: ]
IMPULSE- A sudden urge to do something that was motivated by some sort of outside force.
Building a customer's impulse or desire to take an estimate is important since most of the people you talk to are not actively looking for new windows. 


1.	SEE FACTOR- First Impression 

1. Intro- FIRST IMPRESSION IS KEY!! LOOK PRESENTABLE AT THE DOOR, STAND TO THE SIDE AND TAKE A STEP BACK, KEEP YOUR CHEST OUT SO THAT YOU LOOK CONFIDENT, ALWAYS LOOK AS IF YOU ARE READY TO WRITE! 
2. Middle – PAINT THE PICTURE AND USE FUGI FACTORS, LEAD CARDS, AND KEY WORDS… EXAMPLES: COMPLETELY FREE, GIVING, SAVE YOU MONEY, PLAN FOR THE FUTURE, ALL OF YOUR NEIGHBORS…ETC

3. Conclusion- CLOSE W/ CONFIDENCE, JONES EFFECT, FUGI FACTORS

* IF AT ANY TIME YOU OBSERVE/ HEAR A BUYING SIGN, STOP & CLOSE.
** AVOID LOSING IMPULSE BY STAYING IN CONTROL








FUGI FACTORS

FEAR OF LOSS:  
ONLY FOR THE NEIGHBORS OF OUR CUSTOMERS!!

SENSE OF URGENCY:
To create urgency while going door to door offering a free estimate, you could try the following techniques:
1. Limited time offer: Mention that the free estimate offer is only available for a limited time. This will create a sense of urgency in the homeowner's mind, making them more likely to act quickly.
2. Limited availability: Mention that your schedule is filling up quickly, and there are only a few spots left for free estimates. This will create a sense of urgency and scarcity, making the homeowner feel like they need to act fast in order to secure their spot.
3. Highlight potential risks or problems: Point out potential risks or problems that the homeowner may face if they don't act quickly. For example, if you're offering a roof inspection, you could mention that delaying the inspection could lead to more serious and costly problems down the line.
4. Emphasize benefits of taking action: Highlight the benefits of acting quickly, such as avoiding potential problems or saving money. This will create a sense of urgency and make the homeowner feel like they're making a smart decision by taking advantage of the free estimate offer.
It's important to note that while creating urgency can be an effective sales technique, it's important to use it ethically and not manipulate or pressure potential customers into making a decision they're not comfortable with.


GREED FACTORS:
MOST NEIGHBORS ARE AT THE LEAST GETTING AN ESTIMATE ON THE WINDOWS BUT MOST ARE TAKING AN ESTIMATE ON EVERYTHING NOW SO THEY CAN SAVE TIME AND MONEY AND BE AWARE OF COSTS AND WHAT'S OUT THERE!

INDIFFERENCE:
IF IT DOESN’T WORK FOR YOU IT'S NOT A BIG DEAL WERE JUST TRYING TO GET AS MANY PEOPLE TO TAKE ADVANTAGE OF IT WHILE OUR MARKETING DEPARTMENT WILL ALLOW THE TECHNICIANS TO BE IN THE NEIGHBORHOOD!







QUALIFYING QUESTIONS

ARE THESE THE ORIGINAL ____________________?
I'M SURE YOU'RE PROBABLY FEELING DRAFTS
IM SURE YOUR ENERGY BILLS ARE PROBABLY AS HIGH AS EVERYONE ELSE'S
WHEN IS THE LAST TIME SOMEONE HAS LOOKED AT _______________
HAVE YOU EVER PUT YOUR HANDS ON THE GLASS INSIDE DURING THE WINTER
YOU PROBABLY HAVE TO CRANK UP THE AC IN THE SUMMER TOO HUH?
YOU PROBABLY HAVE TO SNUGGLE UP WITH A BLANKET IN THE WINTER TOO HUH?


LEADING QUESTIONS

In sales, leading questions are questions that are designed to guide the listener towards a specific answer or outcome. They are often used to influence or persuade the listener to take a particular action or make a specific decision.
Leading questions are typically designed to elicit a positive response that will help the salesperson move the conversation forward and close the deal. For example, a salesperson might ask a leading question like "Wouldn't you agree that our product is the best on the market?" This question is designed to guide the listener towards the answer the salesperson wants to hear, which is "Yes."
While leading questions can be effective in certain situations, they can also be perceived as manipulative or pushy. It's important for salespeople to use leading questions sparingly and to ensure that they are not putting undue pressure on the listener to make a decision that they are not comfortable with. A good salesperson will use leading questions strategically and in a way that is respectful and ethical.



PHASE III


STEPS TO REBUTTALS:

The basic framework for crafting a good rebuttal to an objection in sales includes the following steps:
1. Listen carefully to the objection: Pay attention to what the customer is saying and make sure you understand their concern before responding.
2. Acknowledge the objection: Show the customer that you understand their concern and that you take it seriously.
3. Restate the objection: Repeat the objection back to the customer in your own words to show that you have understood their point of view.
4. Address the objection: Provide a clear and concise response to the objection, using facts and information to support your point of view.
5. Overcome the objection: Explain how your product or service can solve the customer's problem and why it is the best solution.
6. Confirm the customer's understanding: Ask the customer if they understand your response and if they have any additional concerns.
7. Close the sale: Use this opportunity to close the sale by asking for their business or scheduling a follow-up appointment to continue the conversation.
Remember to remain calm and respectful throughout the process, and to focus on finding a solution that meets the customer's needs while also addressing their concerns.











3R’s
READ
This is one of the most difficult evaluations for you to make. There are several signs that will help you to know more information about a person or what they are feeling. Start with your walk up to the door. What things do you notice around the house that will help you to get a better understanding of them? Please refer to the 3 E’s in order to understand how to make a proper read.

RELATE
Now that you have read a person it is time to relate to them. This is where you use some sort of ice breaker to make the homeowner feel comfortable with you. It takes the edge of you being a complete stranger off and they look at you as a person not a salesman. You can relate to them by talking about the things you have evaluated, or relate to their mood by talking about your day. It is EXTREMELY important that you keep up with current events and sports as it will help you to relate to them in some way or another. Even if you don’t like a certain sports team, being able to talk to them about that team will help create conversation. Your Introduction, Middle, and Conclusion should be the shortest part of your pitch. 

RELAX
After you have broken the ice and as you're talking to the homeowner you should be at ease. If you look uptight or nervous the homeowner will be able to tell.

3F’s
· Feel 
· I know exactly how you FEEL…
· This is a way for you to sympathize with the homeowner.
· Felt 
· … In fact your neighbor __________ FELT the same way…
· This is a way for you to relate to their situation.
· Found
· … BUT what he FOUND was ______________.
· This is a way for you to show them why it would be beneficial even in their situation to receive an estimate.
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OBJECTIONS

Sir/ Ma’am, I completely understand where you are coming from. 
In fact most of the neighbors that signed up with us tonight said the same thing. 

I AM NOT INTERESTED

I don’t know if this would make any difference or not but we know most people aren’t getting the work done anytime soon. For anyone that is not we leave a price that is good for an entire year. I would just make a note in the system that all they would do when they come out is take a few measurements, show you a couple samples, and give you a price to stick in your back pocket for when you’re ready to do the work. It’s more convenient to do the estimate while our guys are already here and hopefully when and if you get the work done if you have our estimate you can keep us in mind. It’s no big deal and with the tax credit the price may be something that you want to at the very least consider this year. All we are checking to see is if you’re typically available on the weekdays or weekends. It’s just a price!

I DON’T HAVE THE MONEY

Most people have all sorts of other priorities tying them up right now, and the economy doesn’t help either. But since this will eventually become a priority, we’re just leaving everyone with a free estimate so you can be better prepared when and if you ever want to do the work. The price is good for an entire year and I would just make a note in the system that you’re not looking to actually do the work right now. It’s more convenient to do the estimate while our guys are already here and hopefully when and if you get the work done if you have our estimate you can keep us in mind. All we are checking to see is if you’re typically available on the weekdays or weekends. It’s just a price!

I’LL GET AN ESTIMATE WHEN I AM READY TO DO THE WORK

However, since this will eventually become a priority, we’re just leaving you with an estimate now so you can get an idea of what is out there, and you’ll be better informed at the very least. The price is good for an entire year and I would just make a note in the system that you’re not looking to actually do the work right now. It’s more convenient to do the estimate while our guys are already here and hopefully when and if you get the work done if you have our estimate you can keep us in mind. All we are checking to see is if you’re typically available on the weekdays or weekends. It’s just a price!


LEAVE IT IN THE MAILBOX

Sir/ Ma’am we would love to do that but we wouldn’t want your neighbors to get anxious with a strange person walking around the yard when you aren’t home. All I need to know is when a convenient time that you will be available for the price would be?

I DON’T GIVE OUT MY PHONE NUMBER

I can understand that! However, the only reason we ask for it, is to give a courtesy call ahead of time to make sure that time is good, and to let you know the technician's name. I promise we wouldn’t sell your information to any telemarketing agency or call you constantly about the windows; we would only call as a courtesy before we come out. So what is the best number to reach you?

I HAVE TO TALK TO MY WIFE/HUSBAND, SO WE’LL GIVE YOU A CALL

Ok, no problem. We’d actually ideally like both of you to be there for the estimate anyways; just so we can answer all questions at one time. What I can do is set a tentative time. It’s nothing set in stone, and we’ll call you before to confirm that it’s still convenient. You guys are probably pretty busy so I just want to make sure we have a technician available in case you are around and have time for the estimate. We’re going to be in the neighborhood this week and next, how’s a weekday evening or would Saturday be better for the both of you USUALLY?

ALREADY HAD AN ESTIMATE

Oh, ok great! Most of your neighbors have mentioned receiving estimates at one point on vinyl windows and vinyl siding, but it wasn’t in their budget at the time.  We’re a fairly large company that buys a lot in bulk material so we are actually able to offer great energy efficient products at a steep discount, and our signature vinyl windows and composite siding are actually exclusive to_____________. The only reason I mention that is because we are going to be meeting with several people in this area this week and next, and since the estimate is FREE, AND NO OBLIGATION it couldn’t hurt to know what other options you have! The BBB does recommend getting at least 2 to 3 estimates for any home improvement anyways, so would a weekday evening or would a Saturday be better?

RUSH
Sometimes the homeowner will try to rush you. If they do this, get through the pitch quickly and then say…

I realize you are busy. All I need to know is a better time to stop by and give you your price.
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