
Practical Applications
(Second of a four-part series)

“I f it weren’t for all these customers,
maybe I could get some work done!”

How often have you heard a co-worker
utter that phrase? More important, how
often have your co-workers heard you utter
that phrase? 

“Wait a minute,” you say. “Everyone
knows I’m only kidding when I say that. I
know that without customers I wouldn’t
have a job. In my organization, the customer
is king!” That’s what you say, but how do you
act? Are you more apt to treat a customer as
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Getting the 
‘DROP’ on your 
customers

How do you make those 
you sell to feel like 
royalty?  Treat them 
with Dignity, Respect,
Optimism and 
Professionalism.

“The great thing is the start, to see an opportunity for service

and to start doing it, even though in the beginning you serve

but a single customer—and him for nothing.”
— Robert Collier

Author & Social Philosopher
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royalty or as a royal pain in the neck? 
How would your customers respond if

asked that question about you? This is
incredibly important to know, because the
answer to that question is the fundamental
difference between a truly great salesperson
and one who will suffer the pain of medioc-
rity throughout his career. So how can you
know whether you are giving your customers
the treatment they deserve? 

I’d like to discuss some important princi-
ples that, if applied, will help ensure that
your customers are getting the royal treat-
ment. I’ve condensed them down to a sim-
ple acronym that I call the DROP DEAD
Solution. In this article, we’ll discuss the
first part of the solution—getting the DROP
on your customers. What does that mean? It
means, simply, that you surprise your cus-
tomers by always treating them with Digni-
ty, Respect, Optimism and Professionalism.
Let’s consider these ideas one at a time. As
we do, think about how you would respond
to being treated this way; chances are your
customers will feel the same.

Dignity
The Merriam-Webster Dictionary defines
dignity as “the quality or state of being wor-
thy, honored or esteemed.” When you think
of your customers, are those the terms that
immediately spring to mind? 

For most of us, the answer would proba-
bly depend on the day we’ve had. On one of
“those” days, we might be more likely to
refer to customers as a nuisance to be
avoided at all costs. That, my friends, is an

attitude that must change. 
All of your customers, even your worst cus-

tomer on your worst day, should be treated as
“worthy, honored or esteemed.” Why? Sim-
ply because, out of all the options available
to them, they chose you and your company to serve
their needs! This alone automatically qualifies
them to be treated with dignity. They have
graced you with the privilege of solving their
problems, and for that you are obligated to
demonstrate your gratitude by being a hum-
ble servant. How?

First and foremost, you have to believe
that the customer (not you or your wallet) is
the most important person in any transac-
tion. Notice that I said “believe,” not
“behave.” To act or behave like your cus-
tomer is important without the belief that
they will be easily transparent and immedi-
ately resented. On the other hand, your
belief that your customer is more important
than you translates into a genuine pattern
of behavior that will be instantly appreciat-
ed and eventually rewarded.

I realize that what I’ve just said goes con-
trary to the commonly held belief that all
salespeople are egomaniacal self-worship-
pers. I also realize that it is contrary to the
way many salespeople behave. Neverthe-
less, the ability to treat your customers with
dignity is the surest way to retain their busi-
ness in the long term. It also inspires them
to tell others about you, and that is worth
any pain developing this belief may cause
you in the short term! 

Respect
The word respect conveys the idea of treat-
ing someone or something with high regard.
So how do you manifest such high regard for
your customers? That depends a lot on what
they consider respectful or disrespectful. It’s
like Aretha Franklin said: “R-E-S-P-E-C-T,
find out what it means to me!” Different cus-
tomers feel differently about the matter of
respect, so it is important to get to know
your customers’ likes and dislikes and adapt
your behavior accordingly. There are, how-
ever, a few items that should be universally
adhered to.

First of all, I’d like you to make a commit-
ment that you will never, under any circum-
stances, answer your cell phone while with a
customer. In fact, take this one step further

A positive attitude

breeds positive

actions, and your

customers and co-

workers will 

appreciate the effort

you are making.
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Even your worst
customer on your
worst day should be 
treated as ‘worthy,
honored or
esteemed.’

and leave your phone in the car when mak-
ing sales calls. We also can extend this ban
to putting a customer on hold to take anoth-
er call. Think for a minute about the mes-
sage that taking the other call sends to your
customer. You are basically letting him
know that something other than him is
more important to you. That is a message
you cannot afford to send. Let your cus-
tomers think that they are anything less
than your top priority, and you run the risk
of losing out to your competition. 

Second, you need to show respect for
your customers’ time. This means making
appointments. Many of us would rather just
show up at a customer’s door and try to talk
our way into an immediate audience. Let
me ask you this, though: The last time a
telemarketer called your house and tried to
convince you to listen to what they had to
say even though you were in the middle of
something else, how did you respond? Did
you say you weren’t interested? Did you
have to get rude? Did you hang up? 

Do you really want to make a potential
customer feel that way about you? Wouldn’t
it make a lot more sense to have an appoint-
ment so that you are a planned and wel-
come part of a prospect’s day instead of a
pest to be gotten rid of? I know that making
appointments requires a little more skill
and a little more work, but the dividends are
worth the effort. Of course, it goes without
saying that once you’ve landed an appoint-
ment, you must be on time.

In short, you should always remember
the Golden Rule: Treat your prospects and
customers as you would like to be treated if
you were in their position.

Optimism
Are you an optimist? If not, it’s time for a
change. Optimism is your best defense
against the more difficult aspects of selling
such as cold calling and dealing with rejec-
tion. Optimism also enhances your relation-
ships with your customers. How so? By
bringing a little light into their day. 

Most people are bombarded every day by
a constant barrage of negativity. It comes at
them from all directions: the daily news,
unhappy family members, disgruntled
employees, their customers. With that much
negativity coming at them, you can be a

refreshing spot in their day, an oasis of pos-
itivity, if you will. People will look forward to
seeing you because of your positive outlook.
So how do you develop and maintain this
vital quality?

First, you develop optimism by inviting
positive thoughts into your mind. You do
this by listening to motivational tapes, read-
ing books about attitude development,
attending upbeat seminars and surrounding
yourself with positive people. Gradually, you
will find that your improved outlook affects
the way you behave; you become more pro-
ductive and efficient, and you find the secret
to that elusive quality, happiness. 

Next, you maintain your optimism by
warding off negative thoughts and influ-
ences, never allowing them to enter your
mind and disrupt your good thought pat-
terns. For example, rather than listen to or
participate in the office gossip about what a
horrible guy the boss is, you spend your
time more productively. You look for ways to
build other people up instead of tearing
them down.

If this sounds a little naïve, you should
take stock of how your attitude may be
affecting your performance. Take a look at
the most successful salespeople in your
organization, and I will guarantee that in
most cases they are optimistic people. A
positive attitude breeds positive actions,
and your customers and co-workers will
appreciate the effort you are making.

Professionalism
Do you consider yourself a professional
salesperson? Do you act like one? This is a
very important point, for professionalism is
what will separate you from the vast major-
ity of salespeople. I’m sure all of us have a
favorite story about a sales rep who was less
than professional and whose behavior
caused us to purchase whatever it was we
were in the market for from his competitor.
Don’t let that be you!

One definition of “professional” is
“exhibiting a courteous, conscientious and
generally businesslike manner in the work-
place” (Merriam-Webster Dictionary). Can
your customers and co-workers say that
about you? For example, when you make a
commitment to a customer, do you consci-
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entiously follow through with any other
departments involved to make sure that
your commitment is kept? When presented
with a complaint or problem by a customer,
do you take ownership of that issue until it
is resolved? Or are you in the habit of play-
ing the blame game and passing responsi-
bility to others in your organization?

One of the best ways to demonstrate
your high level of professionalism is to stay
one step ahead of problems. For example,
let’s say you’ve landed a new customer
account and they have just given you their
first order. You have submitted the order to
the operations department, along with any
information (contact phone numbers, deliv-
ery address, a map, etc.) they might need to
make delivery. You have stressed the impor-
tance of making a great first impression with
this customer, as this account will represent
a large revenue stream for the company. You
have even arranged to meet the delivery
truck at the customer’s warehouse to help
with the first delivery. 

In fact, you’re on your way there when
you get a phone call from your office stating
that the delivery truck had mechanical prob-
lems and is being towed back home. What
now? While it might sound easier to have
the dispatcher or a customer service rep call
the customer to explain the situation, don’t
give in to the temptation! This is your cus-
tomer, and it is your responsibility to make
the call and to outline what you are doing to
solve the problem. That is what being a pro-
fessional is all about!

Treat your customers with the honesty
and courtesy they deserve. Always conduct
yourself as a sales professional and people
will begin to recognize your value to their
businesses. This will act as solid protection
when your competitor approaches them
with a lower price. You will have then
achieved a measure of sales greatness!

The next step
Getting the DROP on your customers by
treating them with dignity, respect, opti-
mism and professionalism is worth the
effort! It is a sure way to help you stand out
as a truly valuable partner in a sea of sales-
people who want nothing more than to
close a deal and collect a commission. 

You should be aware that your customers
might need a little time to acclimate to
being treated this way. They are used to mis-
trusting salespeople, so at first they might
think you are faking it. Stick with it, though,
and they will come to truly appreciate you.
This appreciation is the difference between
a long, prosperous and happy career in
sales and a dreary, mediocre “I hate my job!”
existence. 

We’re not finished yet, though. Next
month we’ll discuss the second part of the
DROP DEAD Solution—four qualities that
will, if properly developed, help you to
absolutely knock ’em DEAD! <<

Jerry Kennedy is a certified lubrication specialist

(CLS) and is sales manager for Bryant Petroleum

in Modesto, Calif. He is also the founder of Inside

Out Business Solutions, a sales and customer serv-

ice training organization. You can reach him at

jkennedy@inside-out-solutions.com. For

more information about Inside Out Business Solu-

tions, visit www.inside-out-solutions.com.

Different customers
feel differently about
the matter of respect,
so it is important to
get to know your 
customers’ likes and
dislikes and adapt 
your behavior 
accordingly.
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