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This book is dedicated to the people who are the most responsible for who I am. Emmie, you are my reason for doing all I do; thank you for picking me daily. To my kids, Dawson, Cadence, and Dylan, for improving my life and being my greatest teachers; Mom (Debbie) and Dad (Rick), you are the best parents a kid could ever be blessed with; also to my siblings, Bobby, Nathan, and Alycia; all three of you enrich my life. Bobby, I would not know how to sell or have sharpened any skill in my life without you. Together we don’t lose. Thank you, Lord, for this team you blessed me with. This book wouldn’t be here without them.
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My Own Epiphany


My epiphany came when I was twenty-two years old. I was visiting the home of Brian and Beverly Indermuhle in Smithville, Ohio, and as I presented the educational resources I was selling, an odd and uncomfortable feeling began welling up within me.


I started to feel disgusted with myself.


Ironically, I had just enjoyed connecting with some great people who were interested in purchasing learning products for their kids. But I didn’t feel good about the interaction because I’d exaggerated a bit on what the products could do and the benefit they would provide. It wasn’t a blatant lie or big deception—I had just stretched the truth a little. I had also answered a question from Brian and Beverly in a way that was not as forthright and factual as it should have been. Instead of being fully honest, I’d changed the subject quickly to avoid their questions so that I didn’t have to fully explain my product and wouldn’t lose the sale.


It was an eye-opening interaction that left me feeling lousy about myself. Even worse, I knew that my leaders and mentors at the company where I worked, Southwestern Advantage, would disapprove of what I’d done.


Why did I feel the need to stretch the truth? Because I knew this family’s name and excellent reputation, and I realized that their recommendation would prove to other potential customers that the products and programs I was selling were worth purchasing.


I can still picture the kitchen table where I sat with Brian, Beverly, and their four delightful kids. I remember the feeling in the pit of my stomach. Although I believed in the products that I had shown the Indermuhles, I felt sleazy, like that old stereotype of the unscrupulous used car salesperson.


Despite my misgivings, I made the sale. And sure enough, the Indermuhles’ name was gold in the community, helping me hit big sales numbers and sell more products than anyone else in the company that selling season. I received praise and recognition for how well I was doing; I won awards and shared my expertise with others in the business. I was successful.


Or was I?


I continued to wrestle with these thoughts all summer in Ohio, struggling with my identity as a salesperson and who I wanted to be in this field. When I was with others, I could ignore my concerns, but when I was alone, I felt like a self-centered fraud. I thought about other sales presentations where I had done similar things and gotten the sale but lost a piece of my integrity. It didn’t happen a lot, so I convinced myself that I was justified. I told myself, “In sales, you sometimes need a little ‘edge’ to make the sale by exaggerating or omitting the facts, right? Everyone does it, so it’s okay if I do too.”


Then I remembered all the arguments I’d had growing up with my brother, Bobby, who is a year and a half younger than I am. Somehow, he always knew when I stretched the truth or conveniently left something out, just like I knew when he did. I had these same unsettled feelings after arguments with Bobby when I “won” the argument but lost a part of my integrity.


As I reflected that summer, I asked myself some questions that I still think about to this day: “Will I walk away from a sale if it is not the best thing for the person? Am I okay with losing a sale?”


After I returned home to San Antonio, Texas, at the end of the summer, I sat on my back porch, pondering these questions. Looking around the yard one beautiful day, I decided to be a servant salesperson. From that point on, my sales efforts would be focused on putting others’ feelings, needs, and desires before my own.


I made this decision because I wanted to feel good about my work all the time. I wanted to sleep well at night, knowing that everyone I’d talked to that day had gotten the full truth from me no matter what the cost. To be honest, this really freaked me out. I was worried I wouldn’t be successful. I wondered, Will I stop being a top producer if I walk away from potential sales or if I don’t do all I can to get the customer? Then, clear as day, I felt like someone said to me, “Do both. Be fully honest and transparent when you’re selling and be the best at sales.”


It was the clarity I needed.


I tried to focus on servant selling throughout the rest of my twenties—and I was successful to a certain extent—but every now and then, I would struggle with the temptation to do whatever I could to make the sale instead of putting my prospects’ needs and desires first. Usually, that me-focused sales approach showed up when I hadn’t sold anything in a long time or when I was staring at zero sales at the beginning of the month.


It took a lot of hard work and practice, but I’m proud to say that I now consistently follow the servant-selling principles that I’ll be teaching you about in this book. I have been able to help my clients succeed and to grow my own business at the same time. Servant selling is a part of who I am, and I’m blessed to be working for Southwestern Family of Companies, an organization that focuses on helping people.


Today, I’m a Founding Partner of Southwestern Consulting, a sales and leadership consulting business that helps people and companies achieve their goals. Southwestern Consulting has three divisions and more than 160 certified sales and leadership coaches around the world who use our custom workshops, scripts, and coaching curricula. For several years, we have done 20 to 25 percent growth in revenue and profits each year while being true to our principles.


My work enables me to reach thousands of people every year, as a motivational speaker, coach, and certified trainer. I help people learn how to “get over themselves” and genuinely serve their team members and customers. And I’ve been able to do it with the right heart and motives.







This Book Is for You


I’ve written this book for those of you who are seeking something different for your sales career—something more rewarding. Maybe you are already selling with integrity but want to take your career to a higher level. Or maybe you feel stuck, uncomfortable, or frustrated about your job, or you’re even considering another career. If that describes you, don’t give up yet, at least not until you finish this book. As you’ll see, I’ve helped a lot of people figure out how to succeed in sales and feel good about doing it.


On the other hand, maybe you’ve enjoyed success in sales, but you still feel unsatisfied. Or maybe it looks like you’ve succeeded in sales, but your bank account tells a different story. Appearances can be deceiving, especially in the sales space where everyone wants to look confident and successful.


Whatever your reason for picking up this book, I’ve got good news. Servant selling is a proven strategy that works for every demographic, in every industry, even with people who know nothing about selling. How you go about selling matters a great deal. The approach, skills, and systems I’ll share will be just what you need to increase your sales and enhance your job satisfaction.


In Part 1: Prepare to Serve, I’ll explain the key components of servant selling and the foundations necessary to achieve success. In Part 2: Understand the Service and Sales Cycle, I’ll focus on the sales skills you need to master the sales cycle. Finally, in Part 3: Commit to Success, I will show you how to create concrete systems and utilize game-changing time-management strategies to scale your success.


At the end of each chapter, I’ll offer action steps you can take to become a strong servant seller and improve your results. And, of course, I’ll always challenge you to reach for that next level of success. As you integrate everything you learn in this book, you will start to have greater peace of mind, forever evolving to become a salesperson who people trust and respect.


I believe that when you adopt the servant selling philosophy, it will be just the beginning for you—the beginning of greater sales, more job satisfaction, and deeper joy. If I can be a servant seller, you can too. You can be a top producer while being fully honest and caring for the needs of others.













Part One PREPARE TO SERVE
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CHAPTER 1 A COUNTERINTUITIVE SALES SOLUTION
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There’s More to Selling Than Closing the Deal


Every time I run a workshop or give a talk, I ask the audience, “How would you describe salespeople?” Sadly, when I ask that question, I get some unflattering responses. Inevitably, people in the audience raise their hands and describe salespeople as selfish, manipulative, and pushy.


A survey from HubSpot1 revealed that salespeople are perceived as the least trustworthy professionals in society. (I don’t know about you, but I don’t want that label on me!) Only 3 percent of respondents stated that they trust salespeople—putting us just slightly ahead of politicians on the trust scale. Ouch!


We know what the general public thinks about salespeople, but what comes to their mind when I say the word servant? When I pose this question to the groups I speak to, some people shout the names of famous service-oriented figures like Mother Teresa, Gandhi, Florence Nightingale, Martin Luther King Jr., and Jesus. These people made the world a better place by making service their top priority. They cared about people. Helped people. Sacrificed for people.


Servant selling might seem counterintuitive at first because it involves words that aren’t often used together: salesperson and servant. But what if you could utilize both of those words in your sales efforts? How might that change sales for you?


The process I’ll walk you through in the following pages will help you live a life of significance. When you follow the principles of servant selling, your clients will feel as good as you do when you make the sale. Why? Servant selling is far more than making your quota, winning a trip, or getting a heftier commission check. All of that can and will happen as you engage the process, but as a servant seller, your intention is not just to make more money. Your top priority is to help people.


Servant selling involves…




	Aligning someone’s needs with your product or service so there is integrity for everyone involved.


	Being able to sleep every night without fear of recourse or remorse based on your sales tactics that day.


	Basing your sales on 100 percent conviction and 0 percent on pressure and deception.


	Getting a yes or a no to your questions and not a maybe.


	Telling the truth, even if it means you could lose the sale.


	Knowing your product or service so well so that you don’t have to make up stories about it.





On the other hand, servant selling is not…




	
Another ploy or method to close the deal.


	A methodology to feel better about yourself or justify your feelings about sales.


	The next fad of personal development in the sales profession.


	A brand-building technique you use to promote yourself or improve your reputation.


	A negotiation strategy to get what you want personally or professionally.


	Something you do for just a short season of life.





As you might have guessed, servant selling isn’t always easy. Most salespeople would never admit this, but it’s not as easy to sell when you don’t bend the truth about your products and services. It’s not as easy to sell when you tell it like it is in every sales presentation and are okay if someone doesn’t buy from you. It’s not as easy to sell when you’re focused on asking thoughtful questions so you can fully understand the needs of your prospects.


Servant selling may be challenging at times, but there is no arguing with the results this approach has produced for me, my coworkers, and the clients I coach. With servant selling, you can choose to live a life of service, integrity, and dignity—and you’ll find lasting success and help countless people as a result.







A Challenge and a Promise


The sales industry involves a lot of people. According to the US Bureau of Labor Statistics, approximately 13 million Americans work in sales jobs.2 Americans sell a wide variety of things, including homes and mortgages; goods for wholesalers and manufacturers; and services for advertising, insurance, financial services, and securities.


Talk to anyone in the sales industry, however, and you’ll realize that it’s time for a change. On average, people in sales positions leave their job after just eighteen months,3 and the industry faces an annual turnover rate of 34 percent when factoring in both voluntary and involuntary turnover.4


Why? Sales has become increasingly difficult. According to CSO Insights, only 60 percent of salespeople are meeting their quotas.5 In addition, salespeople have more administrative tasks than ever, spending just 34 percent of their time interacting with potential customers.6 Technology is also a factor. While technology has given salespeople more tools than ever, such as social media and digital sales funnels, it has extended the sales process. Buyers now come to the table with more information than ever based on their own research. Salespeople today do more, earn less, and must find a way to make it all work in this ever-changing landscape.


Sales will continue to change, but fortunately, one thing will always remain the same: everything was, is, and always will be about selling. Sales is life, and life is sales. Nothing happens in this world without someone selling something, whether it is an idea, a lifestyle, a diet, a product, a restaurant, or the idea that the Dallas Cowboys are the best NFL team.


As a parent, I’m always selling my children on an idea. For example, one night at dinner, my five-year-old daughter, Cadence, didn’t want to eat her peas, so I chose to sell her on the idea. I explained how healthy foods—like peas—can help our bodies heal faster and keep us strong, which was important to me since my foot was healing from surgery. I brought in testimonials from my nine-year-old son, Dawson, asking him to take a bite of peas to show Cadence how easy it was to do. We even imagined that her spoon was an airplane that “flew” the peas into her mouth. It worked! Now, one of her favorite snacks is frozen peas.


The concept about sales as a way of life applies to other relationships too. When my wife, Emmie, and I make plans for an evening out, we’re each selling our own ideas of what a great night should look like. I may want to go out for Mexican food (my favorite) while she would prefer Thai food (her favorite). We each extol the virtues of our preferred restaurant. The solution usually involves a compromise of some sort—Thai food this time, Mexican next time—but the sales process is a natural part of that dynamic.


Every vision, however small or large, must be sold to someone for it to become a reality. Every dream you have depends on your ability to sell that idea, first to yourself and then to everyone who can help you achieve it. Whether you’re applying to college or securing your dream job, deciding on a family vacation, or choosing where to live, it’s all driven by your ability to sell yourself or your own ideas to others. As the late motivational speaker Zig Ziglar said, “Nothing gets done until somebody sells something.”







An Unexpected Purpose


I never thought much about selling when I was growing up, even though my dad was a salesperson for twenty-five years. But I have always been highly competitive.


My brother, Bobby, and I usually woke up well before the sun did. My parents didn’t appreciate that, so they invested in a game they knew would keep us busy for hours: Monopoly. It worked. My selling skills developed as I cut deals with Bobby in those predawn hours. We didn’t restrict our deals to the game board either. We traded properties for doing chores, saying, “Okay, I’ll trade you Park Place for Marvin Gardens—and I’ll also feed the dog for two days and take out the trash.” Anything to get the deal done.


Even though I could “sell” my brother on a deal, I never thought I was particularly skilled at sales, and I didn’t consider it as a career option. I was focused on sports. I played as many as seven sports a year while in high school. In college, I was recruited for and played basketball, soccer, tennis, and volleyball. It made for a crazy schedule, but I loved it. I pursued a Sports and Wellness Management degree (though I wasn’t sure what I would do with it), and I settled for C’s, enough to stay eligible to play sports.


I was capable of more, though. One semester I bet my friends that I could get all A’s if I really tried. I got a 3.9 GPA. I needed a greater purpose to drive me forward, and I found it in an unexpected place. After my sophomore year of college, I checked out a job opportunity with Southwestern Advantage in Nashville, Tennessee. Southwestern Advantage specializes in training eighteen- to twenty-year-old students with no sales experience to become passionate salespeople within three months. The program has produced a wide variety of successful people like Tennessee’s US Senator Marsha Blackburn, Oklahoma Governor Kevin Stitt, US Solicitor General Kenneth Starr, entrepreneur and TV personality Chip Gaines, and Boston Consulting founder Bruce Henderson.


The leaders told me most successful dealers work very long hours a week. Based on the crazy sports schedule I had been keeping for years, I thought long hours sounded normal. The experience kicked off with a weeklong sales school in Nashville. The leaders almost kept me there for a second week of training due to my poor study habits, but I told them, “Everything will be fine. Just let me go out there.” I didn’t say what I was thinking: “It’s a competition. I’m gonna win.”


Our group went to Upstate New York. I was in Plattsburgh, on the border of the US and Canada, 3,300 miles from my home in San Antonio. Because I hadn’t paid attention all week, I hit the streets totally unprepared, driving randomly from house to house. The next day, my manager had me follow him. He taught me everything the company had tried to teach me the week before, but now it was real.


Due to sports commitments, I could only sell for ten weeks rather than the full three months, but that didn’t matter to me. I set my sights on being the company’s top first-year salesperson each week. After I reached my goal (and got my picture on the front page of the company newsletter), I said, “As long as I do this, I will continue to be number one.”


The second week, I came in third. I wasn’t happy. But the third week, I hit a company record for the number of customers sold. My shocked field leader said, “Dude, you just made $6,000 this week.” That was twice what I had made being a waiter the previous summer!


I qualified for the elite President’s Club and stayed at the top for the next nine weeks. I started getting calls from seasoned salespeople at Southwestern Advantage, asking me for selling insights. Then I was asked to prepare some sales-improvement ideas to share with other salespeople at the annual awards dinner that September. From that moment, I fell in love with what I was going to do for the rest of my life.


The next summer I returned as a student leader. Once again, I could only sell for ten weeks, but I still finished second, beat by someone who sold for fourteen weeks. My third summer, I surpassed the second-place person by several thousand units. I resolved to break the company record the following summer. I achieved my goal for the highest number of units ever sold—until my good friend, who I’d helped mentor, managed to sell even more units!


Over those summers, I knocked on 52,000 doors in eight states. I went on to create the audiobook Painless Prospecting, and a few years later, my partners and I created a start-up business called Southwestern Consulting. We started as a seminar business, selling custom sales training events before moving to one-on-one sales and leadership coaching. When we began our consulting business, I was making thirty to sixty calls a day to set up in-office meetings. My conservative estimate is that I’ve now made more than 260,000 prospecting calls, and my goal is to top one million. I’ve spoken to over 137,000 sales professionals, and as a business we have coached more than 20,000 individuals—a number that grows daily.


My wife, Emmie, and I lead and manage the Invictus Organization in Southwestern Consulting, which generates about 50 percent of our company’s revenue year after year. We have the largest team in the business, with approximately twenty coaches on our direct team and another sixty-plus coaches who are led by Invictus team members.


I’ll admit, I’m a very hard worker, who still puts in sixty-hour weeks occasionally. But I truly believe my sales success has been driven by my servant-selling philosophy. I’ve found both financial success—and peace—by helping people, and I wouldn’t want to do it any other way.







Putting the Principles into Action


What’s preventing you from reaching the next level in your sales career? Be specific.


How do you see yourself as a salesperson? Positive? Negative? Neutral? Do you see yourself as a servant? Why or why not?


Take the time to think about your perspective on the sales process. Is this perspective holding you back?


What good could you do if you surpassed your sales goals this year? What would selling more empower you to do with your life? What dreams do you have for making an impact in this world? Write them down.













CHAPTER 2 WIRED TO SERVE
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A Heart of Servanthood Brings Success and Satisfaction


It is easy to spot servant sellers. Their servant-minded approach is an intrinsic part of them. It’s who they are. They aren’t faking it or putting on a show. In a room where others are jockeying for attention, they are the ones listening to someone whom others might consider unimportant.




	When faced with a problem, they look for solutions that benefit everyone.


	When something goes wrong, they take ownership.


	When things go well, they share the credit.


	They tell everyone the same story, even when it is inconvenient or difficult.


	They know that they don’t have all the answers, so they seek advice from others.


	
They work hard and inspire others to do the same.





One of my favorite examples of a servant salesperson is Mark Deering, a longtime friend and super-successful financial advisor with Raymond James Financial Services. I’ve worked with Mark for nearly ten years, and I can say with confidence that he is 100 percent focused on improving the lives of his prospects. Mark carefully studies every product he sells and works to fully understand his prospects before he meets with them. He wants to make sure his services truly meet the goal or solve the problem his prospects are trying to address. Mark listens during 95 percent of the meeting. When he’s not listening, he’s asking many questions and writing everything down so he can learn as much about the client as possible.


Mark takes time to think through his answers and to put himself in the other person’s shoes. I’ve even seen him talk himself out of selling a particular product that the potential client really wanted because he knew the product better than they did, and he understood it wasn’t going to fulfill the needs they had at that time. When his product is the right fit for the person at the time, Mark closes the deal with skill and confidence. As we’ll discover, this is one of the keys to effective servant selling: once you have established that your product or service fulfills a need, you close with persistence and enthusiasm because most people need help making decisions.


When you serve potential clients with honesty and integrity, you might feel like you’re conducting a customized counseling session or teaching a masterclass. Does this sound like a dream? It’s possible for anyone who cares enough to do it. Ask Mark. He considers the extra effort that he dedicates to his clients to be his service to them, and it makes his job even more fulfilling.








See Yourself Clearly


How do you view yourself as a salesperson? Do you feel like you’re intruding into the life of your prospect? Do you worry that you’re making people uncomfortable? If so, it doesn’t have to be this way.


In chapter 1, I mentioned that many people think of leaders like Mother Teresa, Gandhi, Florence Nightingale, Martin Luther King Jr., and Jesus when they hear the word servant. I’m not trying to compare these iconic leaders to salespeople—obviously, these leaders faced very different trials and circumstances. But we can all benefit from examining the qualities they exhibited and exploring how we might use those qualities or attributes in our own work life.


For example, these servant leaders all shared pure motives. They didn’t try to create a name for themselves or simply make tons of money. They each had another, deeper purpose. If you want to serve people in your career—whether you are selling insurance, computer software, coaching services, or books—you must look beyond materialistic success. In sales, you will often encounter doubts and resistance. But when you have a greater purpose for your work, you can push through any challenge or conflict that you face.


Anyone can be a servant in their job. Since we as salespeople are often in contact with dozens of people each day, we should be able to make a huge impact. So why do we tend to see ourselves as annoying rather than helpful, service-oriented professionals? Why do we falter when we meet the slightest resistance? Why are we tempted to tell half-truths, like I did as a college student?


Let’s face it: when we have quotas and commission requirements, we feel pressure to produce results. Yes, we need to produce results, and this book will help you do that. But servant selling will help you focus on the results that really matter.


Selling as an opportunity to serve means putting the wants, desires, and needs of your prospects before your own. It means you are honest with all the information you share about yourself and your company. Most sales books and seminars only teach a series of questions to ask or provide a basic seven-step outline to close the sale, sending the message that you win because you made more sales. Sure, those methodologies can address your concerns, feelings, and needs. The message, however, is that you should do the program so you will make more sales, not so that you will help more people.


Again, servant selling is about helping people. That is the sole focus.


My sincere hope is that the ideas presented in the following pages will inspire you and equip you to reach your full potential as a salesperson. Later in this book, I’ll provide service-oriented techniques for asking questions, closing sales, generating referrals, and much more. As you read, I hope you ask yourself: “Why am I truly in the sales business? What is my motivation? Am I doing this only to make big bucks? Or is there an opportunity to make a difference in people’s lives?”


Sure, you need a paycheck, but how you get that paycheck will determine how much you enjoy it. When you see selling as an opportunity to serve, you’ll be better positioned to enjoy your real-world success.







Caring for Your Prospects


I tried to use the servant selling approach to the extent that I understood it as a young college student. I wanted to do things the right way. For instance, I loved sitting down with an entire family around a table. My aim was to bring the family together, build them up, and engage in real conversation about education. I encouraged the parents on the great job they were doing raising their kids. I told the children how important they were, and I applauded them for caring about learning. I told stories to the kids to help them think about their future. I said that if they just made a few key choices while growing up, it would affect the rest of their lives.


“That’s why your parents are concerned about your education,” I told them. “They want the best for you.”


Everything I did was about loving the family. Because I showed genuine interest in them, they were more open-minded to what I was presenting. Genuine sincerity isn’t a sales tactic.


Later, as I progressed in my career, I would call on managers of companies where I didn’t understand the business and I’d still walk out with the sale, simply because I cared about the people I was talking to. For example, when we started our consulting business, I didn’t know much about mortgages. I had never bought a house. Yet I was able to convince managers to let me teach their team to sell mortgages.


Despite my early efforts to be a servant seller, though, I knew I wasn’t always fully serving my customers. My epiphany with Brian and Beverly gave me a good start, but it took many years of time and investment to understand what I needed to do to stay in that place. It wasn’t until I fully embraced the servant-selling approach that I began to experience both real selling success and deeper fulfillment. It happened because I became focused on truly serving people rather than just figuring out how I could connect with them to sell more. Instead of thinking of how I could sell more to meet my needs, I wanted to meet their needs with what I had to offer.








The Servant Selling Ethos


At Southwestern Consulting, we have a document titled “Servant Selling Ethos” that details what we mean by this concept. It begins this way:




Servant Selling is not a self-help philosophy; it’s a help-others philosophy. We believe that joy, satisfaction, and significance come not from accumulating and acquiring for ourselves but by serving and supporting others to achieve their goals in life.





Joy. Satisfaction. Significance. Who doesn’t want that? When I finally learned how to sell this way—consistently—I not only enjoyed greater sales results, but I also felt more deeply fulfilled in work and life. And it has changed everything.


Now I feel content in my career choice. I don’t feel like a fraud who is talking others into things they don’t want. I believe strongly that sales is a prestigious profession that has lifted me and many others to unprecedented heights.


In fact, servant selling has helped me improve every relationship in my life. Even though the hardest place to practice these servant philosophies is at home with my wife and kids, I try every day to put their needs ahead of my own. When I practice these principles, everyone in our house is more considerate, happy, and peaceful.


In addition, I have grown spiritually by practicing servant selling principles. My favorite spiritual leader and teacher, the apostle Paul, said it best in my favorite book, the Bible. He wrote, “Do nothing out of selfish ambition or vain conceit. Rather, in humility value others above yourselves” (Philippians 2:3). To me, this statement nails the concept of servant selling. As servant salespeople, we should look primarily to the interests of others. This is not natural for me; it’s hard for me to put others’ interests before my own. But through prayer, meditation, and coaching, I’m getting closer to this ideal way of living. I’ll never perfect it, of course, but I have embraced this daily challenge to do better and be better.


You might have heard it said, “To sell is to serve.” But what does it mean to truly serve people? When you are a servant seller, you love your customers. You love yourself. You love what you do. Sure, you probably don’t love every minute of it, but you learn ways to remind yourself of why you do what you do. That’s what sales is all about—loving people.


I love the message of servant selling because it aligns so well with what I read in the Scriptures. Jesus defined what it means to serve others. He told his disciples, “Love one another. As I have loved you, so you must love one another” (John 13:34). Jesus wanted to show others how much he loved them. As a result, his focus on serving others created connections with people, enabling him to make a significant impact on the world—both then and now.


You don’t have to share my beliefs to recognize the value of Jesus’s call to serve the people around us. In fact, many other spiritual leaders and great thinkers have emphasized the importance of loving people and putting others first. Everyone can benefit from the principles of servant selling.


Servant selling begins with having a servant’s mindset. It’s not about me but about how I can serve you. When you begin every day, every call, and every conversation with that perspective, it changes everything.


Here’s what having a heart of service helps you do:


Overcome fear. When you focus on helping others, you sell “by accident.” Your job becomes being helpful, valuable, and useful to as many people as you can reach. Think about that the next time you feel reluctant to call a potential client. Could it be because you’re not focused on the opportunity to serve?


Subdue pride. Humility is the highest discipline. Ironically, it cultivates confidence, giving you a humble boldness in your selling. The next time you feel insecure or arrogant, you should assess whether you are focusing on service.


Create joy. There’s nothing like the joy of watching someone you’ve helped succeed. If you don’t have a heart to serve, you shouldn’t be allowed to sell. If you don’t feel joy in your work, maybe it’s because you’re not focused on serving.


Sustain motivation. You don’t need to be relentless in your pursuit of success. Instead, be relentless in your pursuit of service. When you do this, you’ll move from doing more so you can have more to serving more so you can do more good. This will naturally provide you with more. If you have a poor work ethic, it may be because you’re not focused on serving!


Inspire greatness. Servant sellers focus on giving everyone a premier welcome so that they feel great. Insist on overdelivering and adding a finishing touch to convey how important each of your clients is to you. Your focus on service will inspire you to be great and will encourage others to do the same. If you feel complacent, it may be because you’re not focused on serving.







Servants in Action


We’ve talked a lot about what servant selling is and is not. But what does it look like in action? One of our coaching clients, Lizzie Bishop of Heffernan Insurance Brokers in Petaluma, California, is a servant salesperson through and through. She is an executive vice president with Heffernan, a $100 million company, and she is in charge of training all new brokers. She also sits on Heffernan’s board of directors. Over the years (more than a decade now) of working with us, Lizzie has not only absorbed but also practiced every single servant-selling principle we have taught her.


From our first phone call, it was easy to see she had a heart for helping others through her work. Lizzie wanted to help more clients and prospects, and she believed in the servant selling principles I had introduced to her, so she asked me to come train her people in her office. That initial meeting went so well that Lizzie and her team attended a conference to learn more.


Lizzie has learned and integrated many things from us over the years, but one of her favorite servant selling techniques and principles includes using names and success stories. This gives her credibility as a salesperson and ultimately makes her clients feel more comfortable. Lizzie also studies various approaches and closes, catering to each person’s personality and needs so she can honor her prospects. She doesn’t call on anyone without learning a little bit about them. Rather than push her own agenda, she honors her clients by selling the way they like to buy.


By using these principles and others, Lizzie is now one of the top executives in the insurance field.
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