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The
Grandmother
Philosophy

ovember 10, 2002 started out like
N any other day. | was working as a

sales rep for a flooring distributor and
awoke to the usual sound of a 6:30 a.m.
wake-up call. By 8:00 a.m. | was headed to
my first appointment of the day.

Of all the sales calls, sales meetings, and
sales trainings | had ever attended, today
would prove to be the most important sales
lesson of them all, and a turning point in my
career. Unbeknownst to me, everything in
my life would change before returning to my
hotel room later that evening.

After spending a few minutes saying heiio
to a half dozen salespeople, | sat down with
the general manager and owner for my ap-
pointment, The first item an my agenda was
ask John to answer a question that | had
been curious about since our last meeting.
lohn's stare, in a market with a population
of 90,000 people, had consistently been in
the top five in the country and | wanted to
know why? What were they doing differ-
ently? What was their secret? How could
they be so highly ranked when they were
competing against stores in much larger
markets? John's response was one that | will
never forget.

He thought that if he told me | would
laugh, but after promising not to, he toid me
he felt the reason his store had been so suc-
cessful was because he had always told his
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would treat their own grandma.

| immediately looked at John and said,
“What a great idea for a book!” His response
was, "Yeah! But who would write it?”

As soon as | walked out of his store, |
thought to myself, why not me?

By Chris Coltran,
president,
C2 Unlimited, LLC
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When | arrived back to my hotel that evening, | made the first out-
line of what | had decided to call the Grandmother Philosophy.

If you were selling new furniture to your grandmother, imagine
how much better you might treat her compared to a regular cus-
tomer. You would make sure and only show her products that you
would feel comfortable with her buying and you would never sell
her a product that you would not put into your own home. You
would give her a fair price and you wouldn’t try to cheat her or take
advantage of her. Because she is your grandmother, she expects
you to make a profit. What kind of grandmother wouldn't want
her grandson or granddaughter to make a good living? You would
try to sell her your best products, and not let her buy something
that might not withstand the test of time. You would put your best
delivery crew on the job and you wouid make sure they were on
time and professional. The day of her delivery, you would stop by
her house on your lunch break to make sure everything had going
smocthly. If she had a problem, you would take care of it immedi-
ately and not give her the runaround. You would call her the day
after delivery and verify that everything was to her satisfaction. You

_ would give her the best service you possibly could.

The Grandmother Philosophy is an acronym for the word grand-
mother:

Greet every customer immediately
Read body language

Attitude is everything

Never prejudge

Do unto others as you would want done unto you
WViake an impression that will last a i
Own your Products

Think like a Salesperson

Hanesty, Honesty, Honesty
Everyone is a potential customer

Remember to “treat every customer like you would treat your
own grandmother”

Contact your association at www.WHFA.org or (800) 422-3778.



Make An Impression That Will Last A Lifetime

Imagine it's Monday morning and you are sitting behind your desk
surfing the internet catching up on the latest news and scores from
over the weekend, drinking your third cup of coffee, all while wait-
ing for your next customer to walk through the door. Just as you
read that the quarterback on your fantasy football team is out for
the season, the chime from the deor indicates someone has entered
your store. As you look up from your computer, you see someone
who resembles your grandmother walking towards your desk, At
second glance, you realize the customer is your granny, so you jump
to your feet and approach her with open arms.

When a potential customer walks into your store, what are you
going to da? Consumers get turned-off when they walk into a store
and a salesperson from across the room just looks up and does noth-
ing. The look on their face says, “Just what | need, another customer
to keep me from doing my work.” They might acknowledge their
presence by nodding or smiling and then they let the customer roam
around the store while they finish up what they were doing. Is what
they are doing more important than a new customer? More impor-
tant than what they might buy? Who knows? | have met hundreds
of people who had this very experience happen to them. A salesper-
son needs to first realize their customer got into their car, dodged
through traffic, fought for a parking space, and then walked into
their store. Is this how you would want to be greeted after such an
amazing feat?

Do you remember the last time this has happened to you? | bet
you can, right down to what the salesperson was wearing. Have
you been back to that store since? The average consumer shops

costs. The pace of business
seems to increase on a daily

introd
ward, solid truck that will satisfy
< countants — all at the same time.

4 your delivery requirements and
trucking needs.

LFORD of Sacramento

located at 1-80 and Madison
utureTruckCenter.com

Contact your association at www.WHFA.org or (800) 422-3778.

two stores before making a purchase, so

if this experience happens when they walk
into your store, you have lost the sale. You
might have the best products on the mar-
ket, the best location, the best advertising,
and the largest inventory in town, but more
important than all of these things is the first
impression you make with your customers.
Good or bad, these first impressions will last
a lifetime.

To illustrate this point, a story told by a
woman in one of my seminars had affected
her for many years. She had been shopping
in a department store and had been waiting
at a sales counter for some assistance while
two employees finished having a personal
conversation. When one salesperson finally
turned to help, instead of helping her, he
helped a woman who had just stepped up
to the counter. Disgusted with the way she
was treated, she stormed out of the store
and has never shopped there again. The
amazing part of this story is that it happened
over 30 years ago.

People will hold grudges against a com-
pany for a very long time. When a customer
walks into your store, they are the king of
the sale, which is why you should treat them

Ask for truck specialists: Bilf, Duke, Ed, Scott or Steve
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like royalty. Without them, nothing else matters. Paperwork, phone
calls and orders you have to place can wait. You get one chance to
make a good first impression, so make the most of your opportunity.

Now let’s get back to Monday morning:

As you jump to your feet, you walk towards your grandmother as
though you have springs in your shoes. Happy and excited to see
her, your face has a smile from ear to ear. The last thing on your
mind is coming up with some fancy opening line to use on her. She
is your kin. You trust her and she trusts you. You give her a hug and
ask how Grandpa is doing. The words, “Can | help you?” don’t even
cross your mind. You tell her what a pleasant surprise and that you
certainly didnt expect to see her today.

Your goal with every customer should be to get them to trust you.
If they trust you, they will buy from you. As far as your grandmaother
is concerned, you wouldn't deceive her, cheat her, or try to sell her
anything that you were not comfortable with. Is this how you ap-
proach all of your customers? | understand you might find yourself
in an awkward situation if you started hugging all of your custom-
ers, but figuratively speaking, what's wrong with approaching your
customers with the same energy and enthusiasm that you would as
if she were actually your Granny?

Obviously, every customer who walks into your store isn’t going to

Chris Coltran, based in Acworth, Ga., is the
author of the book, “Selling To Your Grand-
maother, * and president of C2Z Unlimited, LLC, He
has conducted sales seminars and motivational
talks around the country. He has a background in
manufacturing, distribution, wholesale, and retail,
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