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1 on 1 

Meetings

Events & 

Seminars

Phone Calls

Handwritten Notes

Electronic Communication

Direct Mail

Advertising
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Which is the most important stage?
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Unidentified 
Needs

Implicit 
Needs

Explicit 
Needs

Strong 
Desires

Action 

(Buy)
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Implication 

Questions
Benefits

Need / Payoff 

Questions

Problem 

Questions

Situation 

Questions
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Behavior Definition
Impact

On small sales          On larger Sales

Features
Describe facts, data, product 

characteristics

Slightly positive

Positive

Very positive

Neutral or 

slightly negative

Slightly positive

Very positive

Advantages

(Type A Benefits)

Show how products, services, 

or their Features can be used 

or can help the customer

Real Benefits

(Type B Benefits)

Show how products or 

services meet Explicit Needs 

expressed by the customer
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Behavior Definition Impact
On small sales     On larger Sales

Features
Describe facts, data, product 

characteristics
Slightly positive

Positive

Very positive

Neutral or slightly 

negative

Slightly positive

Very positive

Advantages

(Type A Benefits)

Show how products, services, 

or their Features can be used 

or can help the customer

Real Benefits

(Type B Benefits)

Show how products or 

services meet Explicit Needs 

expressed by the customer
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Seller behavior Most probable customer response

Features

Advantages

Real Benefits

Price Concerns

Objections

Support or approval

•

83

84



•

•

85

86



•

•

•

•

•

•

87

88



•

•

•

89

90



•

•

•

Challenger

• Always has a different view 

of the world

• Understands the customer’s 

business

• Loves to debate

• Pushes the customer

Hard Worker

• Always goes the extra mile

• Doesn’t give up easily

• Self-motivated

• Interested in feedback and 

development

Relationship Builder

• Builds strong customer 

advocates

• Generous in giving time to 

help others

• Gets along with everyone

Lone Wolf

• Follows own instincts

• Self-assured

• Independent

Problem Solver

• Reliably Responds

• Ensures that all problems 

are solved

• Detail oriented

•

•

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

Relationship

Builder

Problem

Solver

Hard Worker Lone Wolf Challenger

Challengers Excel in Complex Sales

Less Complex Sale Complex Sale Digital Signage Sale
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Source: Sales Executive Council research
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Why?

How?

What?
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Renewal
Habit #7

Public Victory
Habit #6

Habit #5

Habit #4

Private Victory

Habit #3

Habit #2

Habit #1
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Reactive Focus
You focus the 

majority of your 

time and energy on 

your concerns and 

problems. You don’t 

take responsibility 

for your own 

situation. 

Changing Your Focus
You choose to redirect 

your time and energy. You 

begin focusing on those 

things within your control, 

and you start making a 

difference. 

Proactive Focus
You devote the 

majority of your 

time and energy to 

changing what is in 

your control. Your 

life improves and 

you stop blaming 

others. 

Adopting a Proactive Focus
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Quadrant 1

Important and 

Urgent tasks. 

(Crises, Deadlines, 

Problems)

Quadrant 2

Important but not 

Urgent tasks.

(Relationships, 

Planning, 

Recreation)

Quadrant 3

Urgent but not 

Important tasks. 

(Interruptions, 

Meetings, Activities)

Quadrant 4

Not Important and 

Not Urgent tasks. 

(Time Wasters, 

Pleasure)
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❑ Synergy is about valuing differences

❑ Surround yourself with people who offset 

your weaknesses

❑ Work together to create solutions better 

than anyone could create on their own

❑ Get the most from the team by recognizing 

each participants unique strengths
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Body

Mind

Spirit

Heart
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IT DEPENDS!
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On Premise Software System
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Software as a Service (SaaS)
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Internet
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D i g i t a l  S i g n a g e  E x p e r t s  G r o u p
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