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Introduction 

Brand /brand/: What people think about 
when they hear a name or see a logo, based 
on perceptions, experiences, and facts. 

Have you ever had a crappy first-time encounter with a brand 
and wondered how the owner of the company would react if he 
or she knew what you were experiencing? Such experiences tend 
to be more typical of larger companies where the CEO is several 
titles insulated from the daily interactions between customers 
and the company’s touchpoints – places where prospective 
customers contact or “touch” the brand, such as through the 
company’s website, emails, phone calls, and meetings. 
  
Poor first impressions can spook prospective customers, giving 
them good reasons to disregard a brand and explore others. It 
could be something small, such as a poorly designed website, the 
demeanor or personality of the receptionist’s voice when 
answering the phone, or a salesperson who is slow to follow up 
on an email. It could be the cold feeling someone gets when 



visiting an office or when the person sitting behind a trade show 
booth swiping the screen on his or her iPhone while visitors 
(ahem, interested prospects the company needs to survive) come 
and go. Or it could be the salesperson showing up 12 minutes late 
to a meeting who doesn’t feel the need to apologize.   

When salespeople scratch their cranium, wondering why some 
of their prospects are ignoring them after an email exchange, 
phone call, meeting, or presentation, it’s likely because those 
prospects had an indifferent or poor first impression of the 
company’s brand.  

If your company is a victim of hearing crickets after a first 
encounter with a prospective customer, I recommend adopting 
this three-step approach:  

1. When wondering why, let your gut feeling lead the way. 
You know that no company is perfect, and none can be all 
things to all people. However, if you’re aware of a 
weakness or deficiency within your company, whether 
it’s product or service related, you can start by addressing 
and fixing known issues.   

2. Do a brand assessment among your employees, 
customers, channel partners, and others who touch your 
brand to learn about your brand. Ask your employees to 
share their thoughts on your strengths and weaknesses. 
Ask them how they believe your brand could improve. 
Find out if they genuinely believe in your brand and if 
you’re poised for success, or if they think a competitor 
does a better job than you. Ask your customers what 
comes to mind when they think of your brand, and follow 
up with questions on how they define your strengths and 
weaknesses. Find out what criteria they used to select or 
partner with a company that sells what you sell, and find 
out what other companies they’ve worked with or 
considered.   



3. Use this book as a checklist for things you need to do to 
make sure you give prospective customers the best 
possible first impression of your brand. Prioritize them. 
Share this book with others on your team, and put 
together miniature action plans to improve upon each 
impression. Better yet, organize committees within your 
company of two or more people to tackle each 
impression head-on. Set goals, establish expectations, 
hold people accountable, and measure improvements.  

Some of the things I cover in this book may seem like common 
sense, but as you know, common sense is more relative than 
absolute. For example, some people working in the corporate 
world don’t think it’s that big of a deal to show up to a meeting in 
a pair of old jeans. And as the cover of the book shows, some 
people don’t understand that offering a limp, dead-fish 
handshake is a sign of weakness and low self-esteem. (Can I get 
an amen?)  

I will also provide valuable tips and best practices for meeting 
preparation, first-time customer visits, how to prepare for 
presentations, and more. 
  
My hope is that when you’ve completed this book, you’ll have a 
deeper understanding of how important and influential first 
impressions really are to the overall success of your business. My 
other hope is that you’ll understand why buying decisions are 
directly tied to the many aspects of a brand. In other words, 
brand truly is the difference between a sale and a lost 
opportunity.  

Enjoy. 

Scott Seroka 



Impression #1: Your Website 

I was the recipient of one of those cheesy, generic blast 
emails from a small business specializing in equipment 
financing for manufacturers. This company’s list was 
obviously flawed, as we are not manufacturers, and the 

most expensive equipment we purchase are desktop and laptop 
computers, which we always pay for in cash. 

However, because the company was a finance company and 
because we provide brand development and marketing services 
to the financial industry (as well as several others), my curiosity 
led me to their website to see what this company was all about. 
After a cursory review of their site through the eyes of a 
prospective client, I discovered several careless mistakes.  

For starters, I immediately noticed they were using two slightly 
different logos with slightly different names. (Which one was 
correct?) Second, there was a dead link to an article I was 
interested in reading. (Who’s managing the website?!) Third, it 
had an “Our People” page with three-sentence bios of the 
executive team. (None pertained to their expertise.) It was also 
worth noting that the company’s “About Us” page was more 
braggadocious about their accomplishments than it was about 



the value they bring to client relationships. Lastly, nowhere did I 
find a value proposition or any compelling reason to contact 
them.   

Enough was enough. I emailed the CEO of the company 
explaining that I had received his company’s email even though I 
in no way fit the profile of his prospects, and I also itemized the 
issues I had discovered on his website. Knowing that I could help 
with his site, and more importantly, with his company’s brand, I 
extended an invitation to meet over a coffee or lunch. Less than 
20 minutes later, I received a reply, and we stamped a date on 
the calendar to meet.  

___________________ 

As unfortunate as it is surprising, there have been plenty of other 
times when, perusing websites of prospects, clients, and their 
competitors, I’ve found similar issues. 

In 2020, marketers should know by now that a properly 
functioning, optimized, current, and easily navigable website is 
the most important and influential marketing tool their company 
has. 

So, for this first impression, my recommendation is this: If you 
haven’t browsed your website lately, take a few minutes to do so 
now. Ask a few others to do the same, and give people a small 
reward if they find any errors or flaws such as typos, dead links, 
pages that don’t load, or anything else that seems broken. Also, 
as the owner, president, or CEO, ask yourself if your site 
underwhelms you or if you see things you don’t like about it. If 
so, make it your personal priority to make needed changes. Just 
think about how many prospective customers may be dismissing 
your brand because your website is in disrepair.  

Your website is your storefront and is very often the first thing 
prospective buyers see. Make sure you impress them. 



But it costs a lot of money! 

Yes, I understand how expensive it is to create and maintain a 
solid website. I also appreciate how large a commitment it is to 
keep it current with meaningful and relevant content. And I also 
understand how time consuming it is to keep it in good working 
order.  

If you don’t have anyone internally to manage your site properly, 
I recommend you look for a talented and competent digital 
partner you can trust to manage it for you. (I’m going to digress 
for a moment: I cannot stress how important it is that your 
digital partner is truly competent. There are too many people 
who think they are web developers because they’ve built a few 
WordPress websites, just like there are many people who think 
they’re good cooks because they know how to fry an egg.) 

However, just like any other profession or trade, there exists a 
hierarchy where an abundance of low-performing and mediocre 
people reside at the bottom and a small percentage of people 
have excelled into the category of greatness.  

So, given the complexities of building and managing a properly 
functioning, well-designed website, make sure that when you 
find a candidate to manage your website, you vet them 
thoroughly. If a mediocre developer gets in over his or her head 
and creates a mess, you’ll likely need to spend a substantial 
number of dollars to find a good developer to clean up the mess, 
or worse, start from scratch. (This happens much too often!) 

Whoever it is you choose to be your website administrator, his or 
her key responsibility will be to make sure it is always operating 
at peak performance. Your website administrator’s 
responsibilities should include, at minimum: 



1. Making sure all pages load and operate properly on  the 
different browsers (the most common being Google 
Chrome, Internet Explorer, Microsoft Edge, Firefox, and 
Safari). 

2. Making sure your entire site functions properly on mobile 
devices. 

3. Ensuring that all links are current and functioning as they 
should. Free online technical website audit tools such as 
invitethemhome.com will provide insight into how search 
engines perceive your website. Knowing this will give you 
the ability to improve your search position and website 
experience.  

4. Making sure all brand and marketing messages are 
consistent. 

5. Populating the site with the right keywords and phrases. 

6. Keeping the site optimized so it can be seen by search 
engines. 

7. Regularly proofreading all content, especially if your 
company has multiple contributors. (I would strongly 
consider a professional proofreading service, like 
bulletproofonline.com.) 

8. Ensuring everything is in line with your brand standards 
(calls to action, colors, fonts, graphics/images, etc.). 

9. Keeping all content up to date (staff, contact information, 
maps, locations and hours, news releases, product 
updates, alliances, partnerships, events, employment 
opportunities, etc.). 

http://invitethemhome.com
http://bulletproofonline.com


10. Keeping current on website best practices (design, user 
experience, functionality, content, calls to action, 
optimization, etc.). 

11. Installing updates as needed. 

12. Regularly going in as a first-time visitor to break down any 
barriers that would get in the way of a smooth and easy 
user experience. 

13. Googling your company name and knowing what appears 
at the top of the search results. 

14. Googling your industry’s keywords and phrases and 
knowing where your site appears in the search results. 

View your website as you do your home. It needs constant 
maintenance to ensure everything is working as it should. Every 
once in a while, you’ll need to replace, refinish, refurnish, and 
repair.  

Content 

Once people land on your site, either through a search or a link 
to a specific page, they will immediately form an impression 
about your brand based on two elements: 1) design (layout, 
colors, white space, images, videos, etc.), and 2) the quality and 
volume of content. If your site is visually unappealing, or if the 
content isn’t well written and interesting enough to keep them 
engaged, you certainly can’t expect prospective customers to 
hang around very long.   

Take some time to visit the different pages on your website and 
ask yourself the following questions: 

1. Are the pages well laid out? Or are they cluttered? 



2. Do people know what to do when they land on the 
different pages within your site? (Create calls to action!) 

3. Is the content of your website current and relevant?  

4. Does the content clearly define your brand, what it stands 
for, and how you are unique?  

5. Does your website’s “About Us” page articulate in a 
compelling and convincing way why your brand should 
be given top consideration?  

6. Does your site define your tiebreaker – the one thing that 
positions your competition in second place? 

7. Are convincing calls to action (CTA) strategically placed 
throughout your site to usher prospective customers into 
your sales funnel? 

8. Do you have an active stream of blog posts sharing your 
wisdom and insights on how you solve customer 
problems and what is happening in your industry? 

9. In your blog posts, do you have downloadable content, 
such as ebooks, white papers, elements of research, and 
other things your customers would find interesting? 

10. Are you using infographics to help persuade, 
communicate, and tell stories about your business and 
industry that customers would find interesting? 

Your customers crave information. The more you can give them, 
the more you will be perceived as a leader and expert in your 
industry. 

https://hbr.org/2014/03/tiebreaker-selling


Content is King! 

No matter what industry you’re in, all it takes is a little thought 
and imagination to realize that you have infinite opportunities to 
create valuable content your customers would find appealing. 
You can create videos and write blog posts, case studies, white 
papers, and articles on quite a number of topics, such as: 

1. Industry trends 

2. Your perspectives on how industry trends will affect your 
customers 

3. Answers to frequently asked sales, service, product, and 
service questions  

4. How your products perform in the field (compared to 
competitors’) 

5. How your products and services solve customers’ 
problems 

6. “How To” instructions and guides 

7. Your key brand differentiators 

8. Your brand story 

9. Other thought-leadership topics that would interest your 
prospective buyers and customers 

I think you would agree that there is no better way to elevate 
your brand credibility than to have a website and digital 
presence replete with valuable content that makes customers 
feel confident about your brand! 



How often to create and publish content 
  
Let’s start with a simple fact: The more content you have that 
speaks directly to the needs and interests of your buyers, the 
better the chances you of your prospects having a favorable 
impression of your brand.  

Some believe that a company needs to create and publish one 
good piece of content per day. Now, that all sounds fine and 
dandy, but unless you personally love to write, or unless you 
have a staff of several people who are qualified to write, this 
simply will not be sustainable. Let’s be realistic - you have a 
business to run, customers who need your attention, and 
employees who need to be managed. Furthermore, after several 
weeks of producing fresh content each day, the quality of what 
you produce will likely begin to suffer for a couple of reasons: 1) 
you may start to run out of ideas, and 2) even if you do have a 
good idea, there are going to be days where you simply cannot 
find the time or creative energy to write. And forcing yourself 
will likely result in poor-quality content, which will harm your 
brand much more than just taking a needed break. 

So, consider a more realistic plan: 

1. Set a goal of authoring six high-quality informative and 
educational blog posts that include industry-specific 
keywords and key phrases within the week. (These 
could be written over a weekend.) 

2. Post all of them to your blog page at the same time (with 
publication dates a week apart) so that when people 
visit your blog, they see more than one entry.  

3. Promote your blog on your social media channels. 

4. Set a new goal of authoring, posting, and promoting a 
new blog post or video each week. 



Once you have built up an impressive library of 20-30 blog posts, 
you’ll be able to repurpose and repromote them. By 
repurposing, I’m referring to converting (for example) your blog 
posts into videos or podcasts and giving each a slightly modified 
title. You could also group several blogs on key subjects to create 
several white papers. Over 12-24 months, you could very well 
amass more than 100 pieces of rich content in various formats. If 
you really want to go nuts, write a book! 

Yes, the front-end work will be substantial, but only for a brief 
time, and the benefits will be plentiful. The more interesting, 
relevant, and engaging your content is, the greater your chances 
of winning the confidence, respect, and trust of prospects and 
customers. 

Do yourself a favor and don’t overthink this and become 
intimidated - the more blog posts, videos, white papers, and 
podcasts you produce, the easier it becomes. And the more you 
do it, the more impressed you will be with yourself, knowing that 
you’re far ahead of what your competitors are probably doing. 
Just make sure to always aim for quality over quantity, but also 
keep in mind that progress is better than perfection.  

But I hate writing! 

Okay, okay. I get it - not everyone is a good writer; few people 
enjoy the process of writing, and then there is writer’s block, 
which is always frustrating. If that’s the case with you, the 
obvious solution would be to hire a writer to work with you on 
creating your content. 

For quite some time, I had a relationship with a manufacturer 
who would send me bulleted lists and random thoughts for me 
to wordsmith into readable and understandable blog posts, 
brochures, landing pages, etc. On occasion, I would simply 



interview him and get everything I needed by asking the right 
questions. He liked this system because it was headache-free, 
hassle-free, and he never had to worry about making time for 
something he didn’t want to do.  

When you hire a good writer, you’ll have the comfort of knowing 
that your content will be written correctly and professionally. 
Problem solved. 

Producing Videos 
  
Corporate Videos 

If you’ve been led to believe that all you need to create a 
corporate video for your company is a smartphone and a $19 
tripod, please reconsider. Producing a good-quality video 
requires not only good content, it also requires good sound, 
proper lighting, and an appropriate location. Posting a poorly 
produced video will give prospective customers the impression 
that you are a small start-up with minimal funds to promote your 
brand. It also tells prospective customers that if you have such 
low standards for your own company, you must not be too 
concerned with the quality of your products or services either. 

The good news is that producing higher-quality videos isn’t 
nearly as expensive as it once was. Sure, you could get away with 
using your smartphone to record your video, but it will only 
work under ideal lighting conditions, as its sensor (the element 
that “sees” light) is so small. Even so, you’ll still need to think 
about sound quality, as the microphone on your smartphone is 
useless.  

When getting started, the most challenging decision you’ll face is 
deciding what style of video you’d like to produce. You’ll also 
need to identify the purpose of the video and why people should 



care, where to shoot the video, the length, who will be featured, 
what you need to communicate, and what you want to budget. 

Given the complexities of producing a decent video, I would 
encourage you to hire an experienced videographer who will be 
able to offer expert guidance and recommendations. And let me 
restate - hire a professional, not just someone who owns 
professional equipment and shoots a lot of personal or home 
videos. There’s a BIG difference. Expensive equipment has 
absolutely nothing to do with talent, experience, competence, 
and ability. Again, it will cost a bit more, but it will be worth it! 

Now, I know some of you will still insist on producing your 
video(s) in-house because you want to save some cash. So this 
next part is for you. 

To have a chance at producing a good video with proper lighting 
and sound, you’ll need to purchase (at the minimum) the 
following equipment: 

1. A high-end point-and-shoot camera or an entry-level 
DSLR with a good-size sensor, such as an APS-C or full-
frame capable of shooting at least 1080p. (Nearly all can, 
and don’t worry about 4k! It has been all the rage for the 
past few years, but it is by no means mainstream.) Larger 
sensors allow more light into the camera, which will be 
required for optimal image quality. Smaller sensors may 
require you to shoot in a place with a lot of natural light 
or to compensate by purchasing a lighting kit. Your 
smartphone may be okay under the very best of lighting 
conditions, but its sensor is the smallest made. If it is 
slightly dark where you are shooting, or if you plan to 
play the video on monitors larger than the phone itself, it 
will look dark and pixelated. If you buy a DSLR, you’ll 
also need to purchase a fast prime lens with an aperture 
value of 2.0 or greater. 

https://fstoppers.com/gear/shooting-1080-2020-bad-idea-or-still-way-go-446752
https://fstoppers.com/gear/shooting-1080-2020-bad-idea-or-still-way-go-446752
https://fstoppers.com/gear/shooting-1080-2020-bad-idea-or-still-way-go-446752


2. A high-quality tripod with a fluid head. You may think 
you have surgeon-steady hands, but your video will 
overdramatize even the smallest shake, making it very 
distracting to watch. Spring for a good setup ($300 or 
more), as it will be better built and will do a better job of 
keeping heavier cameras steady. 

3. A good audio recorder (such as a ZOOM H1) to connect to 
a lavalier microphone. The difference in audio quality 
between an external recorder and the built-in 
microphone on your camera (even a good one) is 
significant. A lavalier microphone has a very tight 
recording range, which means it will do a much better job 
of not picking up ambient or white noise, such as your 
HVAC, traffic, or conversations taking place in adjoining 
rooms. You could also use the microphone app on your 
Android or iPhone to import into your… 

4. Video editing software. Find someone with a Mac – iMovie 
is part of the Mac operating system, which means it’s free, 
and it does a spectacular job. I’ve produced some 
amazing videos with iMovie. 

5. Three-way video lighting kit. You’ll need at least three 
lights positioned at different angles to prevent distracting 
shadows for those times when shooting in natural light is 
tricky. (Lighting is very tricky, and if not done right, it will 
make people look horrible. You don’t want raccoon eyes, 
double chins, shadows under noses, washed-out or shiny 
foreheads, etc.) 

6. A teleprompter. Many people think they can get in front 
of a camera and wing it. After all, you know your 
business, products, and services better than anyone, 
right? That may be true, but there’s something that 
happens to most people as soon as they are in front of a 
camera lens, causing them to stumble over their words. 



And unlike giving a presentation in front of a live 
audience, we tend to be much more critical of ourselves 
during a recording, and the slightest fumble makes us 
want to reshoot from scratch! So, the best remedy for this 
is to use a teleprompter so that you’ll be able to 
communicate everything you want to say smoothly.  

  
Everything listed above can be purchased brand new for less 
than $4,000. Or you could buy refurbished or slightly used 
equipment from reputable companies to save quite a few dollars. 

I will tell you that if you don’t have a talent for, experience with, 
or a passion for producing videos, do yourself a huge favor and 
hire a professional. Believe me when I say that the time and 
frustration involved with scouting a location, purchasing the 
equipment, learning how to use it, and getting everything set up, 
and the trials involved with getting everything right and 
producing the video will make most people want to poke their 
eyes out with a letter opener.  

Other types of videos 

There are several kinds of videos you could produce for your 
business, the most common being:  

1. Interview 
2. Product demo 
3. How-to / instructional 
4. Thought leadership 
5. Sales 

For these types of videos, you can get away with using your 
smartphone as long as you have adequate lighting. (Lighting is 
always the most important element.) Most companies would 
benefit from having a library of :20 to 2:30 videos for multiple 
purposes, and hiring a professional to shoot a quick interview, 



how-to, or product demo would get rather costly and would be 
unnecessary. What’s more, informal videos do quite well in 
terms of being liked and shared. 

And, of course, there are always animated 
videos 

This has been a popular option for quite some time.  

But again, you can find a DIY website and produce your own 
videos for just a few dollars and spend dozens of hours cursing 
to yourself as you become familiar with the tool, or you can step 
up and hire a professional to produce them for you.  

It really comes down to how much you value your time. Could 
you be doing something better with it, such as prospecting for 
new customers, meeting with your people, brainstorming ideas 
for growth, improving operations, or anything else that is 
focused on improving your business? 

http://toonly.com


Impression #2: Your Online Presence 

I  hit a nerve when we began talking about his sparse online 
activities. He said, "We have a pretty good website, and 
we’re pouring more money into it this year, but I just don’t 
believe our customers are watching YouTube videos or 

poking around on Facebook. They’re busy, and they don’t have 
time for that jazz."  

He continued, "We tried the whole social media thing last year 
with LinkedIn, Facebook, YouTube, and that stupid thing with 
the blue bird, but after spending ten thousand bucks, countless 
hours making videos, and six months when we couldn’t tie any 
sales to it, we said to hell with it. And if you look at our social 
media posts, you’ll see that nobody liked anything and we only 
got a few views."  

___________________ 

While it’s always a wise decision to make investments in your 
website (as you could tell from the previous chapter), you still 
need to expand your online presence for numerous reasons: 



1. People don’t search for specific content or research 
solutions to problems on company websites. Sorry - your 
website will never be able to compete with Wikipedia, 
YouTube, Facebook, or Twitter. 

2. As good and as brilliant as your content may be, people 
are not going to subscribe to your newsletters or blogs 
anywhere near as much as they will subscribe to social 
media channels. 

3. People check a company’s social media accounts - they 
don’t head to company websites. 

4. An active social media presence lets prospects and 
customers know you are an active, stable, and credible 
company. 

In 2020, there is an expectation that you and your company will 
have some sort of social media presence. If you don’t, or if it’s 
limited, it may lead prospective customers to believe you are 
either a start-up company, very small, or not taking your 
business very seriously.  

If this is the boat you are in, I strongly encourage you to get to 
work on building a robust LinkedIn profile for yourself as well as 
for your company. LinkedIn is, was, and will continue to be in 
the foreseeable future the most important place to promote your 
personal and corporate brands. Although it’s rare, I still see 
executives (even those at larger companies) exhibiting LinkedIn 
profiles with no headshot, no bio, no posts, and just a handful of 
connections. Not only does such a weak presence appear odd, it 
will also impede that person’s ability to advance in his or her 
career, especially when searching for a different career path.  
LinkedIn, in many ways, has replaced the traditional and 
outdated resume, so it is in your best personal interest to use this 
most powerful online tool! 



If you’re wondering how to get reengaged and reacquainted with 
LinkedIn, start with reviewing this list of best practices, as 
published in BUSINESS2COMMUNITY: 

1. Beef up your corporate profile with a compelling 
description of your company. For your personal profile, 
complete all fields to the best of your ability, and make 
sure to post a professional headshot. To maximize the 
effectiveness of your profile, I highly recommend 
purchasing Wayne Breitbarth’s book, "The Power Formula 
for LinkedIn Success". It is one of the best books on 
LinkedIn I’ve ever read. Wayne also updates his book 
often, as LinkedIn’s features and functionalities change 
often. 

2. Focus on education versus promotion to establish 
credibility. Post valuable content that answers questions 
and offers solutions to problems your customers face. 

3. Include visuals. Studies have shown that the human brain 
processes visuals 60,000 times faster than text. Add to this 
the fact that content with visuals gets 94 percent more 
views than content without and that 65 percent of people 
are visual learners. 

4. Create videos to give your brand a voice, answer 
frequently asked questions, show testimonials, and 
enhance your overall profile. 

5. Publish consistently to keep your content fresh. If your last 
post is more than a month old, no one will have a reason 
to revisit your profile. 

6. Tag strategically by placing the "@" symbol in front of 
others' names. It will notify them and put your content in 
their news feed. (So there - you’ve just expanded your 
reach!) 

https://www.business2community.com/linkedin/10-linkedin-best-practices-will-accelerate-business-02018010
https://www.amazon.com/Power-Formula-LinkedIn-Success-Fourth/dp/1626346208/ref=sr_1_3?keywords=linkedin+success&qid=1580424601&sr=8-3
https://www.amazon.com/Power-Formula-LinkedIn-Success-Fourth/dp/1626346208/ref=sr_1_3?keywords=linkedin+success&qid=1580424601&sr=8-3
https://www.amazon.com/Power-Formula-LinkedIn-Success-Fourth/dp/1626346208/ref=sr_1_3?keywords=linkedin+success&qid=1580424601&sr=8-3
https://www.amazon.com/Power-Formula-LinkedIn-Success-Fourth/dp/1626346208/ref=sr_1_3?keywords=linkedin+success&qid=1580424601&sr=8-3
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7. Use your employees to help create good content. It’s an 
impossible burden to place entirely on yourself. You hired 
smart people (I hope), so seek their help and support. 

8. Pay to amplify great (your best) content that positions you 
as an industry expert and intelligent thought leader. 

9. Create a group to get your audience right where you want 
them on or around a hot topic. 

10. Use analytics to measure your performance and pinpoint 
where and how you could improve your LI activity. 

Make Quality Your Priority 

I’m not going to get into how to build a social media strategy - 
there are plenty of resources on that topic. However, make sure 
that the content you post is both meaningful and relevant. If 
you’re telling people general stuff most of them already know, 
you’re not providing any value, and they will have no reason to 
come back, click “like,” follow, or subscribe. 

In addition to posting high-quality content, make sure to avoid 
common errors and poor choices when posting on the different 
social media channels, such as: 

1. Posting identical content on all channels, forgetting that 
people go to different channels for different reasons (e.g., 
a good Facebook post doesn’t necessarily belong on 
LinkedIn) 

2. Not proofing content for proper grammar, spelling, and 
punctuation before posting 



3. Use of profanity either to make a point or to try to seem 
funny 

4. Poor use of humor (inappropriate or corny) 

5. Using too many emojis (save these for texting your 
friends) 

6. Inconsistent or poor timing of posts 

7. Trying to sell something on every post (you’ll appear 
desperate) 

8. Not engaging when being engaged 

9. Posting low-quality photos and videos 

10. Posting stuff just to post, with little forethought or 
strategy 

11. Ignoring negative posts or becoming overly defensive 
when responding to them 

You can learn a lot about you on Google 

When was the last time you entered your name and the name of 
your company into Google? If you haven’t done so in the past 
several weeks, open a new window on your browser and do it 
now. Whatever it is you see is going to be what anyone sees when 
they do a little research on you or your company. Again placing 
yourself in the position of your customer, what kind of 
impression do you get about you? What kind of impression do 
you get about your company?  

Let’s dial things up a bit. Go ahead and do the same for your 
salespeople and anyone else who interacts with your customers 



and prospects. If you want to go a step further (and I hope you 
do), some prospective customers even go so far as to do a 
background check, because they can (in Wisconsin, the website 
is www.wicourts.gov). I have a high school acquaintance who 
became a very successful insurance salesperson and was fired by 
one of his largest clients after learning that he had been arrested 
and charged with domestic abuse and battery more than three 
years before. My point in sharing this with you is that just about 
everything about everyone is fewer than 10 clicks away online. 
Be aware of yourself, your company, and your people!   

Wait - there’s more! 

Whenever I research a company, part of my process involves 
Googling their name and waiting the .000342 seconds it takes to 
see what appears in the search results. Over time, it has become 
more common for other sites, such as glassdoor.com, LinkedIn, 
or news sites to appear before the company’s web page, 
displaying activity associated with the company name. 
Sometimes this is good, and sometimes, it's not so good.  
  
Here’s why: If you entered your company name into Google and 
the glassdoor.com site is the first to appear in the search results, 
you’ll immediately see snippets of what your current and former 
employees are saying about your company alongside your 
employer rating. This provides prospective customers with an 
inside look at the health of your culture and the stability of your 
company. If your company has a rating of 3.5 or higher on 
Glassdoor.com’s five-star scale, no need to sweat. (It’s quite rare 
for any company to be able to boast a four- or five-star score.) 
However, if your score is three stars or below, it could scare off 
prospective customers for quite a few reasons: 

1. Disgruntled employees typically hold nothing back when 
airing grievances about their current or former employer. 
Oftentimes the grievances center around the company’s 

http://www.wicourts.gov
http://glassdoor.com


dysfunctional culture. For the prospective customer, it’s 
easy to put two and two together and wonder if the 
company’s employees will deliver a high level of customer 
service.   

2. Poor ratings are also a warning sign of a revolving-door 
culture, making it difficult (if not impossible) for clients to 
build meaningful, long-term relationships with the 
company’s employees. 

3. A low rating is also a sign of corporate instability.  

Other sites that may appear at the top of your search results 
include Yelp, BBB, your corporate LinkedIn page, Indeed, sites of 
suppliers or distributors of your products, etc. In other words, 
your website URL is not necessarily going to be at the top of the 
search results. Like I said before, know what appears on a Google 
search of you, your company, your salespeople, and even your 
other employees, and take immediate steps to reverse any 
negative trends by righting any wrongs and diligently working on 
becoming a better company.  

The simple fact is… 

According to Google, there are hundreds of factors that influence 
search results. And although many of these factors are out of 
your control, one thing is for sure - for the corrupt, shady, or 
poorly managed company with a fair number of disgruntled 
employees and customers, there is nowhere to hide. If this 
thought makes you nervous, I don’t need to tell you what to do.  

For companies doing well based on delivering an excellent 
customer experience and treating employees well, search results 
provide a very desirable first impression.  



Impression #3: Your Marketing 
Materials 

T he picture on the cover was of a gear drive. Yes - a boring 
gear drive. But the professional photographer who set up 
the shot and the designer who created the brochure 
made that gear drive look better than a new Rolex.  

As I flipped through the pages, I saw that the other product 
photos were equally stunning, and there was just the right 
amount of copy highlighting each product’s key attributes. The 
brochure was printed on heavier cover stock, which reinforced 
the brand’s claim of quality, durability, and reliability.  

___________________ 

Heck yes, it was expensive to print!  But this manufacturer 
understood how important it was to have a high-quality, 
professional brochure for prospective customers to pick up and 
hold in their hands while thinking through a purchase decision.  

So, for those of you who believe printed marketing materials are 
pointless and dead because everything moved online, I 



encourage you to reconsider. Even if you don’t sell a tangible 
product, your brand still needs printed marketing tools, such as 
trade show displays and booklets. 

Time for real honesty here. It’s just you and yourself. Ask 
yourself the following question about your brand’s marketing 
materials: 

1. Am I proud of them? 
2. Are they good quality? 
3. Are they designed well? 
4. Are they better than my competition’s? 
5. Do they reflect our brand attributes? 
6. Do they have a consistent look and feel? 
7. Is the content written in a way that gives people 

compelling reasons to do business with us? 
8. Do they have strong calls to action? 

If that little voice in your head replied “No” to any of these 
questions, you know where to go from here. Quality does matter! 

Content 
  
You probably know that people don’t actually read marketing 
copy. (Do you?) Instead,  they tend to scan content looking for 
specific words and phrases that are relevant to their needs and 
interests. 

When people buy a book, they intend to read the book either for 
enjoyment or because they want to learn something. And the 
same goes for articles. Website and brochure copy? Most people 
are only interested in checking to see if a company’s product or 
service will meet their needs. They don’t want to wade through 
excessive copy to determine if you can help them, and if it 
appears that it will be too much work to find what they need, 
they’re gone. 



So, instead of writing War and Peace, consider using the 
following techniques to make sure anyone scanning through 
your content will have an easier time absorbing your key 
messages:  

1. Instead of writing long paragraphs filled with information 
on your products and services, use bullet points.  

2. Don’t make people hunt for information - load your 
content with keywords and key phrases that interest your 
customers.  

3. You want to sound intelligent, but avoid using $10 words 
when $5 words will do the same job.  

4. Don’t get too philosophical - no one cares, it takes up 
valuable real estate, and it is usually nothing more than 
unnecessary noise. 

5. If you need to cram in a lot of information, make the 
brochure bigger, add more pages, and use more white 
space. 

6. Make it visually vibrant with the use of graphics, 
illustrations, and pictures of people to communicate your 
points. (There’s a reason social posts with images 
significantly outperform those without.)  

7. Don’t forget to include your leading brand messages and 
tiebreaker. If you need help in this area, we can help 
build a stronger brand for your company.  

8. Include numerous calls to action by telling people what to 
do next, and make the next step easy. 

http://www.seroka.com/our-services/brand-development/brand-development-workshops/


9. Most importantly, make sure your copy and content have 
personality! I can’t emphasize enough how important it is 
to be human! This is one of the leading ways to 
distinguish and differentiate your brand. Whether it’s 
having an edge or a comic flair, or being eloquent, please 
be human!  

Design 

Typically, no matter how good you think you can design 
(perhaps by mimicking someone else’s good design - some of us 
are guilty of it), you’ll save time, money, and a lot of aggravation 
by getting to know several good and reputable designers. If you 
don’t know any, head to LinkedIn or start asking people in your 
network who they use or recommend. Just like you hire a CPA 
for your accounting needs, outsource your HR, and retain a PR 
firm when you need help promoting your brand, buddy up with 
good designers to make your brand look its best. 

A good designer will possess the following traits: 

1. Fluent in the Adobe programs, such as Illustrator, 
InDesign, Photoshop, Premiere Pro, AfterEffects, etc. 

2. A razor-sharp eye for detail (Have you ever seen 
Photoshop fails on ads and magazine covers?) 

3. The ability to envision a look and feel for your brand, 
including colors, fonts, graphic structure, use of images, 
etc. 

4. The ability to communicate your brand story through all 
elements of design 

5. Open and receptive to new ideas 



6. Aware of current design trends to make sure the graphical 
elements of your brand never appear dated 

7. A thick skin, with the ability to take criticism well instead 
of being defensive and temperamental 

8. A knack for solving problems 

9. A good listener who will understand what you are trying 
to achieve 

10. The ability to work well with writers and other designers 

11. Reliability 

12. Flexibility 

13. Knows how to properly prepare files for output (This is 
big!)  

14. Efficient 

15. Loves what they do 

And as long as we’re on the subject of design, let’s touch on 
photography.  

Quick story: In the summer of 2018, I met with a very successful 
financial advisor who was interested in enhancing his personal 
brand. He was one of the top producers at his firm and was 
confident that he could win more business from wealthier clients 
if he could build his own personal marketing machine within the 
framework of his firm’s marketing guidelines. 

When we got together, he handed me a copy of the brochure his 
“internal guy” had created just months before. The stock it was 
printed on was impressive, the design was nothing special, the 



copy was dry (written by a former pharmaceutical rep, which 
was baffling), and the headshots of him and his staff were 
terrible. 

When I asked about the photos, he said he had hired a 
photographer who was a friend of one of his associates and was 
boastful about only paying $200 for all six headshots. I found 
this conversation to be very comical, because during the first 20 
minutes of our meeting, he was bragging about his stable of 
supercars, including a Ferrari, Lamborghini, AMG 65, and 
Bentley SUV for the winter, at his 12,000 square-foot home. Oh, 
and his supercar budget was $2,000,000. 

Back to the photos… 

They were terrible. Not only were they underexposed (very 
dark), but also, everyone had those “raccoon eyes” from the 
shadows produced by overhead lighting. (This is why 
professional photographers bring softbox lighting to 
photoshoots.) Also, one person had what appeared to be a tree 
growing out the top of her head, because her headshot was shot 
in front of (you guessed it) a tree.  

So he got exactly what he paid for. 

For the price of putting a new set of tires on his Lamborghini, he 
could have had a spectacular brochure with stunning photos of 
his people, written by a professional copywriter. Oh well… 

Business Cards 

You’re at a networking event or a trade show, or maybe you just 
gave a presentation at your trade association because you are an 
expert in your field. In all of these scenarios, what do people ask 
for after chatting with you? Your business card.  



Is there anything cool or unique about your card? Is it from one 
of those cheap business card websites that prints its cards on 
flimsy stock? Are both sides of the card being utilized? (I only ask 
because if you’ve ever noticed, one of the first things people do 
when they accept a business card is turn it over. This is valuable 
real estate.)  

Here’s what I'm getting at… 

When we changed our corporate logo at Seroka quite some time 
ago, we decided to have a custom oval die made so that our 
business cards would be shaped to match the design of the new 
logo. Ever since then, every time I hand someone my business 
card, the first thing they do is run their finger along the rounded 
edge of the card while saying things like, "Cool!," "Nice card!," or 
"We need to do something like this!"  

Your business card is just another way to make a positive first 
impression. Do something creative to make it memorable. 



Impression #4: The Incoming Phone 
Call 

H ello, and thank you for calling ABC Corporation. If you 
know your party’s extension, you may enter it at any time, 
followed by the pound sign. For a list of extensions, press 
one. For a company directory, press two. To speak with a 

sales specialist, press three. To speak with our customer care 
department, press four. For all other callers, please press zero, or 
hold for an operator.” 

(Enter super-crappy Muzak version of Henry Mancini’s "Moon 
River") 

Every 10 seconds: Our customer care specialists are busy helping 
our other valued customers. We value your business and will be 
with you shortly. 

(Repeat) 
(Repeat) 
(Repeat)… 

___________________ 



Sound familiar? Is this what customers experience when they 
call your company? If so, don’t feel too bad. After all, it’s become 
the norm. It’s become expected. But just know it’s a leading 
customer pet peeve. 

Let me share a story… 
  
I work with the company rev.com to produce captions for my 
videos, and on the few occasions I've called to ask questions or 
get technical support, I’ve been pleasantly surprised each time, 
because a live human being picked up my call immediately after I 
pressed “2” on their phone system. And it gets better - each time 
I’ve spoken with someone, they were able to help me in an 
instant in a friendly way without needing to transfer my call to 
someone else. (Nice training!) 

Whereas many online businesses require customers to send an 
email and wait for a response, rev.com has differentiated itself by 
providing customers with one of the things they value the most - 
having their phone answered by a trained human being. 

Sure, your auto-attendant works 24/7, never cops an attitude, 
doesn’t cause any drama that can’t be fixed with a reboot or 
software update, and doesn’t take vacations. And the greatest 
appeal of the auto-attendant is that it is usually the cheapest 
employee on the payroll.  

However, if you can have a trained human answering your 
phones, it would be a significant differentiator for your brand, 
because the human touch and human interactions are attributes 
that customers value. Think about it - aren’t you pleasantly 
surprised when you call a business and a human answers the 
phone?  

http://rev.com
http://rev.com


The benefits of a live human greeting your customers far 
outweighs the benefits of using an auto-attendant. How? Glad 
you asked. When properly trained, a live human being will: 

1. Build meaningful relationships with your customers, 
vendors, and partners  

2. Respond to urgent matters with a sense of urgency  

3. Defuse disgruntled callers by listening, empathizing, and 
using emotional intelligence to work toward a solution to 
a problem 

4. Make life easier for incoming callers  

(Isn’t that what building a meaningful brand is all about - having 
a human touch?) 

Now, I understand that completely eliminating an auto-attendant 
may not be realistic for your company, especially if you have a 
large volume of incoming callers that would require you to add 
$40,000 + to your payroll by adding one or more employees. 
However, you could consider hiring a 24/7 answering service, 
like answerfirst.com, which would be more economical. 

Don’t pass up appropriate opportunities to 
promote your brand 

Despite a company’s reasonable efforts to have a live person 
answering the phone, there will be times when customers will 
need to be placed on hold. And I can almost guarantee that one 
of the last things they want to hear about or care about is how 
hard you are working to take care of your valued customers.  

I propose taking advantage of on-hold airtime by communicating 
your brand promise, value, and differentiators, promoting a new 

http://answerfirst.com


product or service, or sharing noteworthy news about your 
company. In other words, instead of forcing incoming callers to 
listen to horrible music or a live stream of talk radio, create a 
strong audio advertisement around your brand.  

Below is a brand essence statement we created for one of our 
clients. In my opinion, it is far more beneficial to have customers 
hear something like this while they are on hold. 

"At XYZ Corporation, our forward-thinking team is committed to 
leading the markets we serve through superior technology and 
operational excellence. And our entrepreneurial leadership 
inspires a culture that seeks opportunities for the benefit of 
customers, employees, and stakeholders."  

We are customer-focused in all that we do. We provide local 
support in our customers’ space and time. Our products are 
uniquely engineered to meet the needs of our customers, giving 
us the broadest application experience in the oil and gas, power 
generation, defense, and industrial markets. 

Hire the best person you can find to answer 
your phones and pay them well 
  
Many CEOs and business owners view the person answering the 
phone as a dime-a-dozen, low-level admin only worthy of 
earning an entry-level salary. After all, all they do is pick up the 
phone when it rings and direct the call to a more important 
executive or salesperson to take care of whoever is on the other 
end of the line. Right?  

WRONG!  

In many cases, the person answering your phone will be the very 
first point of human contact a prospective buyer has with your 
brand, and he or she must consistently deliver the best possible first 



impression of your brand on every single call that comes into your 
business. That’s a pretty damn important person, wouldn’t you 
agree? 

At minimum, the person or people responsible for handling 
incoming calls will possess the following traits: 

1. Have a naturally upbeat and positive disposition and 
outlook on life.  

2. Be an excellent, active listener by fully concentrating on 
and understanding each caller's needs. 

3. Have a passion for the company and the brand that will 
come through in the enthusiasm in his or her voice. 

4. Be appropriately trained so that frequently asked 
questions are answered without having to transfer the call 
to another person, where the caller may potentially need 
to leave a message. (Callers hate voicemail!) 

5. Have the Emotional Intelligence (EQ) skills to calm anxious 
or angry callers by knowing what to say and how to say it, 
and empathize with the caller without taking anything that 
is said personally, while keeping the dialogue composed 
and professional. 

6. Most importantly, the person answering your phone must 
want to be the person on the front line. 

  
Here’s my final thought - your next customer - perhaps a very 
profitable customer - may be calling your company at this very 
moment. Is he or she getting the best possible first impression of 
your brand from a friendly, personable, outgoing, helpful, and 
caring human?   



Impression #5: The Customer Visit 

T he first thing I noticed was the weeds emerging from the 
cracks on the steps leading to the main entrance of the 
building. When I opened the door, I saw that the brown 
carpeting had a worn, gray path to the main interior 

door. There was no one on the other side of the window to greet 
visitors. And although I could see several people hard at work in 
their cubicles while one person walked right through my field of 
view, I had to ring the bell twice before hearing someone yell, 
“Can somebody get that?” 

___________________ 
  
I’ve had warmer receptions at my local department of motor 
vehicles. 

Compare this scenario to a business where the owner invests less 
than $250 each month to make sure there is always a fresh 
bouquet sitting on the corner of her company’s reception desk. 
Every area of her company (including her production floor) is 
always immaculate, because paying attention to details is one of 
her company’s leading values. She once told me that visitors 



often comment on how her office is so welcoming, clean, and 
friendly. 

Here’s where I’m going with this: When a prospective customer 
walks through your main entrance, they will form impressions 
about your brand based on quite a few details, such as: 

1. The quality, warmth, or coolness of your lighting. I’m not 
being nitpicky - lighting sets moods. Compare the bright, 
cold LED or fluorescent lighting at Walmart to the lighting 
at an upscale resort or an office building. (Note: If a light is 
burned out, replace it. It looks bad. People notice these 
small details.)  

2. How your office smells. I’ve toured many different offices 
and manufacturing facilities, and I remember one in 
particular that had overpowering, offensive odors of what 
everyone had nuked for lunch in the break room 
microwave (a scent marketing fail!). 

3. The color, condition, cleanliness, and style of your floor 
and wall coverings. Things like peeling wallpaper, the 
worn-out carpeting, the crooked photo of the founder and 
his bio on the wall, the blank walls, the empty candy/mint 
dish in the lobby, etc. Every little detail gives people an 
impression of your brand. (Hint: If your lobby looks like 
Austin Powers’ apartment, it’s time for an update.) Also, 
what kind of pictures and signage are on the walls? I know 
a business owner who proudly displays his brand 
everywhere and tells the brand story to all new visitors. He 
wants to make sure everyone knows what his brand stands 
for, what he promises, and what customers can expect 
when they do business with his company. 

4. Interior signage – Are your logo, tagline, and brand/
mission/vision statement professionally framed and 
displayed? How large are they? (I’ve seen company 



mission statements printed on 8.5x11 copy-machine paper 
housed in a cheap frame. What does that say about the 
brand?)  

5. Awards: If you have any, display them in your lobby with 
pride and make them conversation pieces. Visible awards 
add to your brand’s credibility and relevance. 

6. The reception area – Is anyone sitting at the desk? If so, 
what is his or her body language saying? Are visitors 
greeted with an enthusiastic smile and pleasant 
conversation, and offered a beverage? Or do they get the 
“What do you want?” face? (Remember the low-level, 
minimally paid, dime-a-dozen, expendable admin who is 
just there to greet people and answer the phones? Is that 
who you want as the face of your brand?) 

7. Is your office cluttered or clean? I’ve been in lobbies where 
boxes were stacked up against the wall, vacuum cleaners 
were left out, signage on the floor was covered with dust, a 
six-foot section of a dirty gutter was laying across a leather 
sofa, and an almost-empty box of doughnuts and a stack of 
napkins were left atop an unoccupied reception desk. 

8. Are there areas to sit and wait? If so, are there current 
issues of industry trade publications available for visitors 
to thumb through as they wait for the person they are 
there to see? Are the chairs clean? 

9. If visitors need to press a button to get buzzed in to the 
building, what is the demeanor of the person greeting 
them, and how long do visitors have to wait? 

10. Do you have a designated sign or screen to welcome 
expected visitors by name? It’s rare, but it goes quite a 
long way to make people feel important. 



11. How are people dressed? Attire communicates a lot about 
your brand and culture. 

12. Live plants also reinforce a brand that claims to care about 
its customers, employees, and the environment. Keep the 
plastic plants at Grandma’s house. 

13. I’ve been pleasantly surprised lately by how clean many 
manufacturing floors have become. When compared to 
dirty, stained, cracked, and damaged floors, cleaned and 
polished concrete floors make a very bold and positive 
statement about the quality of the products the company 
produces and its corporate work ethic. 

14. I hope your business doesn’t play Muzak for ambiance.   

15. Anything else? 

I’ll share another experience I had with a prospective customer 
when I was given a tour of his facility. 

When I entered the building, I wondered if the company was 
going out of business. 

The place where a receptionist would typically sit to greet 
visitors was vacant, with nothing other than computer cables on 
the desk with a buildup of grayish dust and a bell with a sign that 
read, “Please ring bell for service.”  

So I rang the bell. And although I could hear people clicking 
away on keyboards and a few voices in the distance, no one 
appeared. I rang the bell a second time, and the owner walked 
toward me, wearing a big smile. 

On the way to his office, we passed five employees, two of whom 
were coming from the opposite direction - both appeared 
hurried and expressionless - but none of them made eye contact. 



On the way, the owner and I exchanged the typical “How are you 
doing” pleasantries along with comments about the prior day’s 
Packer game and, of course, the weather.  

Within minutes, we got down to business. We discussed the 
reason for our meeting - the owner was finding it more difficult 
not only to retain his people but also to find good, qualified 
people who wanted to work for his company. And with the 
revolving door picking up speed, quality was consequently 
suffering, along with his ability to deliver products on time. After 
nearly an hour of discussing his thoughts and theories as to why 
he was having these struggles, I asked for a tour.  

As this was a manufacturer, we began the tour on the carpeted 
side of the building, populated with close to 20 cubicles 
surrounded by larger offices occupied by the VP, HR manager, 
head of operations, and a few others higher in rank than the 
cube dwellers.  

As the owner walked me around, he told me what people did in 
one office and another, and showed me how he separated the 
different departments (e.g., sales, marketing, customer service, 
etc.). As he was telling me what they did, there were no 
introductions or conversations along the way with his people - it 
was if he was describing how one of his machines on the floor 
operated. This was one of the rare times I took a tour where 
there was no interaction between the owner and his or her 
employees. The experience felt very strange, and it also revealed 
a dysfunctional culture. 

Before we entered the shop floor, I asked if he was giving me the 
“customer tour,” as it seemed as if he was. He confirmed this. 

As this was a manufacturing facility, I put on my safety glasses 
before going through the Authorized Personnel Only door. As he 
had during the tour of the carpeted areas, the owner gestured to 
indicate how the floor was organized as he walked me through 



different areas. I continued to find it strange, and now a bit 
unsettling, that although we were within a few feet of some 
employees, there wasn’t even an occasional nod or cordial smile 
to acknowledge one another’s presence. Equally unsettling was 
the cold and lifeless energy of the people tending the machines. I 
got an unmistakable feeling that there was no relationship or 
mutual employer/employee respect and that none of the 
employees were happy.  

I had the opposite experience with another manufacturer less 
than two weeks later. (Why they both occurred within such a 
short time span remains a mystery to me, and I often believe it 
was the reason I authored this book.) 

When I walked through the main entrance, I noticed the 
meticulous landscaping and general care of the building's 
exterior. When I walked through the door, it was almost as if I 
was entering the offices of a prestigious law firm. Except for a 
few sport coats and ties, everyone was dressed business-casual 
attire, and the company seemed vibrant from the moment I 
walked in. I was immediately greeted with a smile and asked if I 
wanted anything to drink, and the few employees who passed 
me while I was waiting for the people I was there to see greeted 
me with a “Hi” and a smile. I could hear a bit of laughter off in 
the distance within the office.  

When the president gave me a tour, I could feel the energy, 
optimism, and culture of the company. This tour took much 
longer than the one in my previous example because the 
president went out of his way to introduce me to key people in 
his company, all of whom seemed very friendly and professional, 
both in the office and on the shop floor. 

I distinctly remember the way he asked one of his employees 
how her daughter’s first day of school went and another how his 
mother was doing recovering from surgery. Everything about 
him communicated the genuine interest he had in each of his 



employees and that they really were his family. And one more 
thing - I was introduced to people by their name versus by the 
function of the machines they were using.   

Given the significance of tours, I hope I’ve inspired you to go 
through the list on pages 43 - 45 and ask yourself how each item 
could be improved. Think of a tour as you would a well-
choreographed play. Each employee has a rehearsed and distinct 
role, and your stage must always be set. Every. Detail. Counts. 



Impression #6: Preparing for a 
Meeting 

T he salesperson of a web development company scored a 
meeting with the partner of a wealth management firm 
to discuss a much-needed upgrade to the firm’s website. 
The salesperson felt that the sale was in the bag and all 

he had to do secure the business was pull together an impressive 
presentation of his company’s capabilities, complete with several 
recognizable brand names of past and present clients.  

On the day of the meeting, the salesperson got off on the right 
foot with the prospect of building a mutually respectful and 
trusting relationship. Unfortunately, 20 minutes into their 
conversation, the salesperson kissed any chance of a sale 
goodbye. He shared with the prospect that he worked with many 
other insurance companies, and as such, really understood the 
prospect’s business and industry.  

The prospect, alarmed by the salesperson’s comment, smiled 
and asked the salesperson what he knew about his company. The 
salesperson blushed and fumbled for words while admitting that 
he hadn't done any research on the company. The partner of the 



firm stood up from behind his desk, walked to the door, opened 
it wide and said, “You were inches away from making a sale 
today, but you just wasted almost an hour of my time because 
you didn’t take the initiative to do a little homework on our 
company. We’re done here.” 

___________________ 

As the owner or president of your company, you know how 
difficult and expensive it is to secure a meeting with a prospect. 
Depending on the business you are in and your sales gestation 
period, it may cost you between $2,500 and $10,000 (if not 
more) to have the chance to meet with an interested prospect. 
When you consider the cost of hiring, training, and managing 
salespeople, the cost of marketing, the cost of salaries or base 
pay, and the cost of time, it adds up fast - and to a lot. 

Below is my personal preparation checklist for meeting with a 
prospective customer. I would never want to be in a position 
where the person I was meeting with felt I didn’t have enough 
respect to get to know who they were and learn about their 
business. 

1. Review their website: 
• Homepage 
• About Us 
• Staff/leadership – know the number of employees and 

locations 
• Products/services 
• Testimonials 
• News releases 
• Blogs 
• Case studies 
• Achievements and awards 
• Brand and key messaging 



2. Head to LinkedIn to learn about the person or people you 
are meeting with 

3. Search for the company on social media sites to see if it 
has a presence (LinkedIn, Facebook, YouTube, Twitter, 
etc.) 

4. Google the company name to see what comes up on the 
first few pages of the search results: 
• BBB 
• Glassdoor.com 
• Online forums and conversations 
• Articles in industry publications 
• Yelp.com 
• Advertising and marketing 
• Reviews 

5. Prepare a list of good questions to ask based on your 
research and how it applies to the purpose of the 
meeting. Be naturally curious and ask the questions your 
competitors probably don’t ask. (One of my customers 
told me that one of the reasons he hired us was that we 
were able to have a deeper and more meaningful 
conversation not just because we did our homework, but 
also because of the questions we asked.) 

I generally spend several hours on this level of research. It may 
seem like a lot, but it’s not. I bust my tail to get a qualified 
meeting with the right person, and I need them to know that I 
did my homework and that I’ve earned the right to ask for their 
business. 

If you want to make a great first impression, show your prospect 
you’re prepared! 



Impression #7: How You Present 
Yourself 

M ost of the people at this business association meeting 
was dressed business-casual attire. But there was one 
person who was impeccably dressed, engaging with a 
small group of people, and wearing a genuine smile. 

You could tell by his body language and mannerisms that he was 
on his game and was also very down to earth and approachable.  

___________________ 

Sure, I’ll hand it to you that some very important and successful 
people dress below business casual. Steve Jobs was known for 
wearing jeans, tennis shoes, and his black mock turtleneck, and 
Gary Vaynerchuk is always ultra-casual, often wearing jeans, T-
shirts, and hoodies. But most of us haven’t achieved the fame of 
Steve or Gary.  

Like it or not, the fact is that people who dress a notch above 
average are more likely to be perceived as more successful, 
competent, and intelligent.  

https://en.wikipedia.org/wiki/Steve_Jobs


"But I want to be approachable,” you say. Pardon my bluntness, 
but being approachable has everything to do with the smile on 
your face, your verbal and nonverbal communication, and the 
way you are seen interacting with others - not your attire. The 
“approachable” argument is oftentimes nothing more than an 
excuse. And no, I’m not in any way saying that men should 
always wear a tie. In fact, I’m not always a fan of wearing a tie. 
The point I’m trying to make is that if you wish to make another  
investment in the perception of your brand, make it a habit to 
dress one notch above the rest. 
  
Consider this: According to Forbes, you have seven seconds to 
make a first impression. And some research even suggests that a 
10th of a second is all it takes to determine traits such as 
trustworthiness. Visual first impressions of people are based on 
how someone is dressed and groomed, whether or not he or she 
is smiling, whether or not he or she makes eye contact, and how 
he or she speaks his or her first words. And research from 
Princeton supports the fact that people judge competence based 
on someone’s appearance in a split second.   

Many business owners say they are interested in brand 
differentiation, yet fail to consider that the way their people 
present themselves to colleagues and customers makes a 
significant impact on how they are perceived. So if you wish to 
improve people’s perception of your brand, I encourage you to 
think through your company’s dress code and not be shy about 
enforcing it. 

I would be an advocate of any movement toward reversing the 
ultra-casual trend of employees showing up to work wearing 
ratty/torn jeans, T-shirts, sweatshirts, and shorts. I’ll always 
remember the time we were interviewing web development 
companies and noticed one stark difference between two of 
them. Both offered near-identical services, yet the owner and 
employees of one company we met with showed up to our 
meeting in jeans and t-shirts. When we visited with the other 

https://www.forbes.com/sites/serenitygibbons/2018/06/19/you-have-7-seconds-to-make-a-first-impression-heres-how-to-succeed/#1b94987c56c2
https://www.eurekalert.org/pub_releases/2019-12/puww-ias120919.php
https://www.eurekalert.org/pub_releases/2019-12/puww-ias120919.php
https://www.eurekalert.org/pub_releases/2019-12/puww-ias120919.php
https://www.eurekalert.org/pub_releases/2019-12/puww-ias120919.php


company several days later, the president and his staff were 
dressed in business-casual attire. Guess which company inspired 
more confidence? Guess which company charged more for its 
services? Guess which company had larger and more profitable 
clients? Guess which company became one of our new partners? 
  
If I’ve inspired you to revisit, recreate, or create a dress code for 
your business, keep the following thoughts in mind: 

1. Wrinkled clothing: Often a sign of low self-worth and a lack 
of attention to detail.  

2. Clean, polished shoes: I keep an instant shoe polisher in 
my car. In less than 10 seconds, my shoes go from dull and 
dirty to polished and shiny.  

3. Professionally appropriate attire: Early in my career, I 
showed up to an event and quickly realized I was one of 
the most underdressed people in the room. That has never 
happened again. 

4. Bling: Don’t. 

Here’s an idea for you: If you’re preparing for any sort of meeting 
and aren’t sure what to wear, call and ask. The question will 
most certainly be appreciated and shows respect. What a great 
way to make a first impression! 

Hygiene 

Honestly, I can’t believe I need to mention this topic, but some 
people don’t practice it very well and poor hygiene makes a 
terrible first impression. The most common problem is halitosis, 
closely followed by offensive body odor, bathing in colognes or 
perfumes, dandruff, chewed fingernails, and my personal 
favorite, food stuck between teeth.   



  
And one more thing – when your people are suffering from a 
cold or any other illness, tell them to stay home and reschedule 
appointments. 

Body language 

Have you ever heard someone tell you that you looked like 
something was bothering you? And they were right, weren't 
they?  

It’s because our body language doesn’t lie, and people are quick 
to pick up on it. Those forced, fake smiles and laughs fool no 
one. Communication experts universally agree that 7 percent of 
communication is verbal, 38 percent is tone, and the remaining 
55 percent is visual. 

As human beings, we are very cognizant of people around us - 
we have strong instincts about who we can trust, who we should 
or shouldn’t approach, and who to stay away from, all based on 
appearances. Some of us are even lucky enough to have a keen 
bullshit meter to detect when we are being lied to and protect us 
from being deceived. 

Fortunately, for most of you reading this book, you’re not as 
concerned with your safety as you are with who you believe to 
be trustworthy and competent.  

Joe Navarro, a former FBI counterintelligence agent and author 
of What Every Body Is Saying and Louder Than Words, offers the 
following nonverbal signals we should be aware of as we interact 
with people:  
  

1. When we are nervous, troubled, or lying, our blink rate 
increases. When Richard Nixon was talking to the press, 
his blink rate increased from 12 per minute to 68. During 

https://www.amazon.com/What-Every-BODY-Saying-Speed-Reading/dp/0061438294/ref=sr_1_1?ie=UTF8&qid=1466450236&sr=8-1&keywords=what+everybody+is+saying
https://www.amazon.com/Louder-Than-Words-Exceptional-Intelligence/dp/0062015044/ref=sr_1_2?ie=UTF8&qid=1466450050&sr=8-2&keywords=louder+than+words
https://www.forbes.com/sites/maseenaziegler/2014/07/03/secrets-from-the-fbi-how-to-spot-and-really-nail-a-liar/#2d06b79a10da


Bill Clinton’s deposition, his blink rate was more than 92 
per minute. Both individuals were under a lot of stress, 
and it showed. 

2. When people compress their lips, there is usually 
something negative going on. 

3. It’s a sign of discomfort when people ventilate (sigh or 
noticeably exhale) when being asked a question. 

4. Touching the neck shows that a person is anxious, 
nervous, or scared. 

5. People turn their body away from others when they are in 
a difficult or contentious conversation. 

6. When people touch their eyes, it’s a sign that they are 
bothered by something. 

7. Here’s an interesting one - when someone is feeling 
insecure, they typically lower or hide their thumbs when 
communicating a lie. 

8. Lastly, changes in speech patterns are a sign that you are 
being deceived. 

  
What about the old telltale sign of people who lie avoiding eye 
contact? Not necessarily. Some liars are so smooth that they will 
look you right in your face as they lie, as the old saying goes. 

But there is a lot of truth in the saying that the eyes are a window 
into the soul. We’ve all seen the difference between genuine and 
fake smiles, we’ve all had suspicions of being lied to, and for the 
most part, we can generally detect insincerity and deception. 
And it’s all done primarily through the eyes. 



Keep in mind that at the moment someone is forming a first 
impression of us, our eyes are subconsciously telling them what 
we are really feeling. This is the very instant when chemistry will 
either be established or destroyed.  
  
People do business with people, not companies. Give people 
genuine reasons to do business with you. 



Impression #8: Your Handshake 

T om, the owner of the advertising agency, was upset and 
confused when he learned that Jake, his new hire, had 
lost an existing piece of business to a competitor. As it 
was an account the agency had serviced for more than 

three years, Tom immediately called Chris, the VP of Marketing 
who had terminated the relationship, to find out why his 
company had switched to another agency. 

As Chris had a lot of respect for Tom, he was brutally honest 
with his explanation. Chris explained, "Tom, I appreciate the 
call, and I’ll be honest with you. I’ve worked with many other 
partners and vendors, and I really liked working with Denise, 
who I understand left your company. She was a hard worker, 
determined, and always delivered. We know we're not the easiest 
customer to work with, but she was great for our team, and we're 
going to miss her." 

Chris continued, "When our team met with Jake - I'll be honest 
here Tom - his low-energy, limp, clammy handshake really 
soured our confidence. Maybe you’re rolling your eyes right now, 
but we didn’t feel confident that he was going to be the go-getter 
kind of guy who would work hard for us like Denise. He seemed 



smart and capable and all that, but we need someone who 
inspires confidence."  

___________________ 

A firm handshake gives an impression of trustworthiness, 
confidence, and competence. A limp and clammy handshake 
gives the impression of, well, the opposite. I can’t believe I still 
receive them. 
  
Think about it – many deals are made on a handshake, a 
nonverbal way of someone giving another person his or her 
word. When two people are resolving a conflict, they shake 
hands as a gesture of mutual respect, even if they have agreed to 
disagree. The quality of a simple handshake speaks volumes 
about your integrity and trust. Personally, I wouldn’t feel good 
about a relationship unless a handshake was involved. Simon 
Sinek, an expert on human interactions and also a famous 
author of many books on leadership and business, believes that a 
business relationship simply will not last nor be healthy if a 
handshake isn’t the final gesture of closing a sale or deal.  

When shaking hands, be the person to initiate the handshake 
with your palm up. It is a sign of respect to the person with 
whom you are bonding. A palm-up approach tells the person 
that you are open, friendly, and appropriately vulnerable. When 
you approach a handshake with your palm facing down, you are 
telling the person they are beneath you. Also, and I can’t stress 
this enough, maintain eye contact when shaking hands. Failing 
to do so is a sign that you either lack confidence in yourself or 
that your word cannot be trusted.  

https://simonsinek.com
https://simonsinek.com
https://simonsinek.com
https://simonsinek.com


Impression #9: Your Headshot 

P aul returned from a LinkedIn workshop and was inspired 
to replace his nine-year-old, grainy LinkedIn and website 
photo with a professional headshot. When his marketing 
director told him what a photographer would charge,  he 

replied, "I'm not gonna pay someone $200 to take my picture. 
My iPhone takes fantastic photos. Here - take this and take my 
picture in front of those doors over there." 

(Several minutes later…) 

"Crap. I look horrible. Give this to Karen and have her Photoshop 
the light off my head, and tell her to get rid of the shadows under 
my eyes. And why didn’t you tell me my collar was curled up? 
Have her fix that too. Give it to me when she’s done, and I’ll post 
it to my LinkedIn." 

___________________ 

Peter Hurley is one of the most famous and sought-after 
headshot photographers in the U.S., and he charges handsomely 
for his services - in fact, much more than $200. 

https://peterhurley.com


It’s not because he uses some of the best, and also some of the 
most expensive photography gear money can buy. And it’s not 
because his staff of touch-up photographers are expertly skilled 
at smoothing blemishes, tweaking highlights, and adjusting 
shadows and tones. 

The reason people pay top dollar for Peter’s services is that, over 
time, he has perfected the art of making his clients look better 
than they ever thought they could.   

Peter believes his job is 90 percent E.Q. (counselor) and 10 
percent IQ (technical aptitude) because if a client shows up in the 
same frame of mind as he or she would when going to the dentist 
to get a tooth drilled, it simply won’t be possible to get a good 
headshot. 

So, he starts with a one-hour interview to get to know his clients - 
not just to build rapport and trust, but to help them relax and be 
themselves, because let’s face it (pun intended), many people 
hate getting their photo taken. Why? It’s because very few 
photographers know how to take great headshots. 

Honestly, it doesn’t take much to learn how to adjust camera 
settings and set up lighting to acquire a good exposure. These 
mechanical skills can be learned by watching a few instructional 
YouTube videos. However, a great headshot photographer knows 
how to: 

1. Identify the client’s best headshot profile (his or her 
“good” side). 

2. Sway the client into a positive frame of mind. 

3. Empower the client by boosting his or her confidence to 
“own” the photoshoot! 



4. Engage with the client during the photoshoot through 
conversation and use of humor to get his or her mind off 
the camera. 

5. Wait…wait…wait…waaaaaaiiiiiiit to hit the shutter to get 
the best facial expressions and candid photos of his or 
her client. (Timing is everything in photography!) 

6. Pose the shot to eliminate those features clients are most 
self-conscious about (e.g., double chin, bags under eyes, 
big nose, etc.). 

7. Etcetera, etcetera… 

You know, and I know there is no shortage of people who brand 
themselves as “photographers” simply because they happen to 
own an expensive camera and some lighting equipment. You and 
I also know that owning expensive equipment doesn’t mean the 
person knows how to use it.  

What I’m trying to say is, do yourself a favor - don’t be frugal, 
and get a good headshot! 



Impression #10: Trade Shows 

T he president said, "We did the math - the cost for us to 
exhibit at one of our industry trade shows exceeded our 
budget. However, because it was 'the' industry trade 
show of the year, we did what many small businesses do - 

we got on the phone and sent emails to our prospects and 
customers to schedule meetings at the show. In the end, we 
scheduled so many meetings that it wouldn’t have been possible 
for any one of us to even occupy a booth. We barely had time to 
eat. Success!" 

___________________ 

Your trade show exhibit may be professionally made, properly 
branded, and appropriately staffed, but what people will notice 
the most is the body language and actions of the people working 
your booth.  

Given the expense of exhibiting at a trade show, you’ll want to 
make sure that the people representing your brand present well, 
are enthusiastic, attentive, and well trained, and of course, are 
actual company representatives who genuinely believe in your 
brand and want to be there. Some companies believe in hiring 



“eye candy” to attract visitors. And although this strategy works, 
it does little to convert visitors into interested and qualified 
prospects. Plus, think of how your brand would be perceived if 
you staffed your booth with people who barely knew anything 
about your company or industry. 
  
Next time you attend a trade show, take 10 or 20 minutes for a 
fun and important experiment. Observe five or six exhibitors 
from afar, and make a note of your very first impressions of each. 
Within a matter of seconds, you’ll likely note the following: 

1. The number of company representatives standing at the 
booth. Are there any? Are there enough? (I’ve seen vacant 
booth spaces for tens of minutes at a time during peak 
traffic.) What are they doing? How are they dressed? Are 
they sitting or standing? Are they smiling? What does 
their body language reveal? Are the reps saying “Hi” to 
attendees passing by and reaching out to them? If there is 
a kiosk or video, are more attendees watching the video 
or talking to the reps? Are the reps staring at their 
iPhones? Swiping on smartphones, even when there’s not 
a lot of traffic, sends the wrong message to anyone 
passing by, and I see it often. 

2. Is the booth too large for its space? Are there too many 
pop-ups, tables, or kiosks? Or does it seem skimpy and 
cheap? How about the lighting and the booth’s 
positioning? When viewing the booth, is the brand and 
messaging easy to see and understand? In other words, 
can you easily tell what the company does?  

3. Can you see people’s personal belongings on the floor or 
under the tables? Can you see brown corrugated boxes 
filled with brochures? What about the booth panel cases? 
Are they in plain view? 



4. Going back to my previous comment, is the company 
relying on hired “eye candy” to attract visitors? This tactic 
may attract a lot of them, but likely too many who just 
want to flirt, with absolutely no interest in your brand. 

You’ll be able to make a snap judgment and form an impression 
about each brand in a couple of seconds. After you’ve observed 
five or six exhibitors, look at your booth from afar with an 
objective eye and ask yourself what kind of first impression it 
may be giving to prospective customers and potential business 
partners. 



Impression #11: Your Packaging 

M y coffee brand of choice is Wide Awake Coffee. It’s not 
because I think it tastes better than any other brand 
(although I do think it tastes good), and it’s not 
because of the price. It’s because of the packaging. It’s 

just so damn cool. I was a die-hard Folgers drinker for a long 
time, but the first time I saw Wide Awake Coffee on store shelves, 
I just had to try it. In fact, I thought the packaging was so great 
that I snapped a photo of it with my phone (which I rarely do) 
and sent it to our designer. I found the packaging to be more 
visually appealing than any other brand of coffee on the shelf. 
Wait...actually, more visually appealing than any other packaging 
in the store.  

___________________ 

I may be a focus group of only one, but if the packaging had an 
image of a cup of steaming coffee with a background of a pile of 
coffee beans or mountains, I know I never would have noticed it. 
  
If you go to the Wide Awake Coffee Company’s website, you will 
see that their packaging is consistent with their brand – fun, 
original, and full of personality. The major coffee companies 

http://www.wideawakecoffee.com/


leverage their brand awareness and recognition through 
expensive TV and online advertising to sell their beans. But Wide 
Awake Coffee, to my knowledge, does very little advertising and 
has been around for quite a while. However, my gut feeling tells 
me they are not trying to compete with Starbucks or Folgers – 
they just want to be who they are. (For those of you who are 
appalled that I put those two coffee brands in the same sentence, 
take it easy - we’re just havin’ coffee talk here.) 

When it comes to the brands you buy or the brands that interest 
you, packaging influences your decision to buy more than you 
consciously know.  

Packaging is much more than what products are wrapped in, 
such as boxes or bags. Packaging encompasses everything visual, 
such as your: 

• Website  
• Social media sites 
• Presentations 
• Sales materials/brochures/business cards 
• Signage 
• Salespeople and how they present themselves 
• Delivery vehicles 
• Handouts at trade shows (e.g., flashlights) 

The Five Elements of Packaging 

Packaging can often be the very first touchpoint a brand has with 
its customers. When creating and designing your packaging, 
think through how its four elements influence how customers 
perceive your brand. 
  

1. Packaging material(s) – For product packaging, you’ll be a 
hero if you use recycled materials. For quite some time, 
there have been and will continue to be pressures placed 



on organizations to become greener - so much so that 
more and more restaurants have switched from plastic to 
paper straws. (I don’t like them either.) You may have 
even noticed that many companies are boldly printing on 
their packaging that it is made with recycled materials.   

2. Visuals (photography and illustrations): Humans are 
visual beings. It’s the reason Facebook posts with images 
and videos receive nearly 20 times more likes and clicks 
than those without, and why Instagram is currently 
ranked as a top social media website - it’s nothing but 
photos and short videos. It really is true that a picture is 
worth a thousand words. For visuals, you have two 
choices: 

• Stock photography: Many organizations use it, and it 
does the job most of the time. My only tip here is to 
avoid cliches at all costs: for example, the picture of 
two hands shaking as if two people are making a 
business deal, or the businessman in a suit and tie 
jumping up in the air with his briefcase because he’s 
so happy, or the group of hands all piled on one 
another to represent a team of people all coming 
together. In my opinion, it would be better to have 
no image than something so stale and worn.  

• Professional photography: Yes, it's much more 
expensive, but also much more personal and 
intimate for your brand. If you sell products, 
professional photography will be your best option, 
as you’ll want to display them in the best way 
possible. Of course, some of you will take your own 
shots with your phone or camera, but a professional 
photographer will have an eye for composition and 
lighting, which will make a huge difference in the 
quality of the photo and how it will and can be used 
in different applications.   



3. Design: I’ll admit that I’ve tried designing my own stuff a 
few times to try to save time and a few dollars. I kind of 
know my way around the Adobe products, so how hard 
can it be? Plus, DIY design is so tempting when you can 
find low-cost or even free templates for just about 
everything online, from websites to videos to logos. 
However, as the saying goes, you get what you pay for.  

4. Designing is a unique skill: A good designer is 
knowledgeable about the elements of design and how 
they all work together, such as contrast, balance, 
emphasis, movement, white space, proportion, 
hierarchy, repetition, rhythm, pattern, unity, and variety. 
As with hiring a professional photographer, you’ll save 
enormous amounts of time and money by hiring a good 
designer. After all, you want your brand to look good, 
don’t you? 

5. Use of colors: When designing your packaging or logo, 
give careful consideration to your use of colors by 
referencing the list of options below. As you likely already 
know, different colors spark different emotions. 

• Yellow – optimism (Best Buy, Subway, Hertz, 
McDonald’s, Nikon) 

• Orange – friendly (Amazon, Nickelodeon, Firefox, 
Fanta, Harley-Davidson) 

• Red – excitement (Lego, Coca-Cola, Target, Ace 
Hardware, Canon) 

• Purple – creative (Taco Bell, Barbie, Welch’s, Yahoo, 
T-Mobile) 



• Blue – trust (Dell, Lowe's, HP, Oreo, Facebook, 
Pfizer) 

• Green – peaceful ( John Deere, Android, BP, Whole 
Foods, Animal Planet) 

• Gray – balanced (Mercedes, Wikipedia, Apple, 
Honda, Nike) 

Design is another area where you don’t want to skimp - people 
notice bad design. It’s a turnoff. Your brand deserves better. 



Impression #12: Your Response Time 

I needed to find a reputable and experienced partner to help 
us formulate and execute a research study for one of our 
clients serving customers around the globe. As many of the 
telephone interviews would be with non-English-speaking 

customers, I was in unfamiliar territory and needed additional 
resources.  

So, I did what most would do - I reached out to several people 
within my network to find out if someone could offer a 
recommendation. After seven phone calls and 90 minutes, I had 
received the names of three different companies and contacts. As 
our client needed to complete his research within a tight time 
frame, I immediately emailed each contact and also followed up 
with voicemails.  

One person called back in less than five minutes. Twenty 
minutes into our 40-minute conversation, I had all the 
confidence I needed to sign a contract and move forward with 
him and his company. A very close mutual contact highly 
recommended him, and he was genuinely invested in our client’s 
best interests. 



However, I’m not one to make such an important decision 
without having at least one or two other points of comparison. 
Unfortunately, no one else called or replied to my email that day. 

The next morning, I received a voicemail from one of the other 
contacts. I promptly called back and left a return voicemail. 
(Ugh). We eventually connected, but this person didn’t seem 
quite as interested or eager as the other and took the position 
that this was an easy, no-brainer project. Maybe she thought this 
would make me feel confident in her company, but it did the 
opposite - I felt as though she wasn’t taking the project and my 
concerns seriously. The third and fourth contacts emailed me 
two days after my original email and voicemail. Although they 
apologized for getting back to me so late because they were so 
busy, my decision had already been made to sign a contract with 
my first contact.  

___________________

Question: How do you think the owners of these two last 
companies would react if they knew no one responded to a 
referral for two business days and told a prospective customer it 
was because they were too busy? 

How would you react if this was your salesperson at your 
company? 

We are living in a NOW culture where people expect immediate 
responses and attention. How difficult would it have been for 
these two other people to type a one-sentence response to an 
email? If a company is so busy that its people cannot at least 
acknowledge a call or email from a potential buyer, some may 
say it’s a great problem to have, but it is also one that will likely 
dissuade potential buyers from reaching out again when another 
need arises. And that’s not a good problem to have. Perhaps a 
simple solution would be to hire or appoint someone to manage, 



and respond to incoming inquiries - in other words, to respond 
and strike when the iron is hot! 



Impression #13: Your Salespeople 

T om seemed desperate, as if he would lose his job or not 
be able to pay his mortgage if he didn’t make the sale, so 
he eagerly offered a 15 percent discount on his original 
estimate in exchange for a “gentleman’s agreement” for 

more business in the future.  

Kelly had perfectly rehearsed, yet robotic rebuttals to sales 
objections and was unable to make a meaningful connection 
with the prospect.  

Brandon asked the standard textbook sales questions, but not 
the ones he needed to ask to really understand the prospect’s 
pain points and needs.  

Bobby tried so hard to bond with his prospect that the sales call 
turned into a friendly conversation - so friendly that he was 
afraid to ask for the business.  

Rick overapologized for being late and forgot to bring a pen to jot 
down important notes.  



Cindy thought she bonded so well with her prospect that she 
thought humorously dropping an “F-bomb” would be a good 
idea.  

And Eric didn’t show up for the meeting because he forgot to 
enter the date and time on his calendar.  

___________________ 

I’m sure you have your own experiences and stories you could 
share about salespeople you’ve encountered. And all have left 
you with a lasting impression of their personal brand as well as 
the company brand they represented.  

By some estimates, roughly 6 percent of salespeople are 
exceptional, 30 percent barely get by, and then there is everyone 
else. Sales is, by far, one of the most challenging and emotionally 
taxing professions. Even if a company provides a base pay, a 
sales career will be short-lived if the salesperson doesn’t 
produce. After all, sales is the lifeblood of every organization.    

Training 

Does your company provide any sort of formal sales training?  

Whether it is subscribing to the teachings of the author of a good 
sales book or retaining the services of a professional sales 
trainer, it would be worth the investment to have some sort of 
sales training that extends beyond product and service training 
and your onboarding. Given the fact that generating sales is the 
only way your company can survive and is required to provide 
(hopefully) a livelihood for all employees, I would think every 
CEO and business owner would invest heavily into it, just as he 
or she would into equipment and software needed to run the 
business. 



Sales Books  

I won’t even bother trying to recommend a good sales book or 
podcast for you and your business. There are enough sales books 
to fill a stadium many times over.  

However, what I will suggest is exploring books that teach people 
how to become better leaders, listeners, problem-solvers, 
communicators, and empathizers - books that are often 
overlooked or dismissed when thinking of how to improve sales, 
which is unfortunate.  

These “soft” skills are the very ones you and all your employees 
need to improve relationships, manage conflict, and provide the 
highest possible level of customer service. Think about it this 
way - when considering a candidate or a vendor for hire, you 
certainly must feel confident about his or her competence. 
However, if that person is a poor listener, isn’t skilled at solving 
problems, doesn’t know how to be a real team player, or doesn’t 
seem to take a genuine interest in you and your needs, he or she 
is worthless. Game over. These are the same criteria prospective 
clients use when considering one person or company over 
another.  

I continue to be shocked by how many employers choose not to 
invest in sales or personal development training for their 
employees due to its cost, the belief that their salespeople are 
already good enough, or the idea that a sales trainer couldn’t 
possibly provide any value above and beyond the training the 
company already offers. This is very shallow, perilous thinking, 
and having inadequately trained salespeople out in the field 
representing your brand may be doing it more harm than good.  

Here’s my final thought on the matter: Some of the most 
successful salespeople I know tell me they are always looking for 
ways to improve their skills by attending workshops and 



webinars, reading books, watching training videos, and 
networking. Oftentimes, they do so at their own expense, 
because their employers won’t provide it.  

That’s all I have to say about that. 

Unethical and Deceptive Sales Practices 

In addition to blatant scammers who call people to sell fake 
insurance policies or promise to reduce credit card debt, there 
are some salespeople who practice unethical and deceptive sales 
practices to make a buck and hit an arbitrary quota. Some of the 
more common methods include: 

1. Dialing for dollars and using shady tactics, tricking people 
into either taking a phone call, returning a message, or 
replying to an email (e.g., “Hi Dan. A mutual 
acquaintance, Ted Larson from Vandelay Industries, 
suggested I call you.”) 

2. Obtaining emails by questionable means, such as 
following the email address patterns of a company’s 
employees to try to reach the unpublished email address 
of the company’s CEO. It’s a slimy tactic, and any 
salesperson with an IQ in the double-digits should know 
by now that even if their email scores a hit, it will likely 
do little more than to irritate the CEO. In other words, it 
rarely works. 

3. Overselling products and services by making promises 
that the company may not be able to fulfill. 

4. Being aware of an issue but intentionally not disclosing 
important information about it because the prospects 
didn't specifically ask about it. 



5. Making false claims about competitors’ products and 
services. 

6. Sneaking something into a contract or agreement, hoping 
the prospect doesn't notice it. 

Just think about how damaging any one of these can be to your 
brand! 

Protect yourself 

There are ways you can guard against your salespeople even 
thinking about trying any sort of unethical scheme to win a new 
piece of business.  

First, if your salespeople have a meager base salary, or no base at 
all, and are going through a sales drought, they may feel the 
need to do what is necessary to bring in a sale. Many companies 
are restructuring their compensation programs for salespeople 
so they don’t need to be distracted by the worry of not getting a 
paycheck (or getting a puny one) when going through a rut.  

Second, consider easing and transitioning new hires into their 
sales roles by starting them off in another department, such as 
managing customer service accounts. Give them a chance to 
learn about your company, your culture, and how business is 
done so that they have a higher chance of success when moving 
into their full-time sales role.  

Third, meet with your salespeople weekly to discuss their sales 
pipelines and efforts. Know how they are managing their day, 
what sales tools are being employed, who is on their prospect 
list, which prospects have a high potential of coming aboard, and 
which have drifted away. Provide support and additional training 
when and where needed. 



Establish Credibility and Trust By Asking Good 
Questions 
  
Most sales trainers agree that one of the traits that separate 
average salespeople from great salespeople is the quality of the 
questions asked during a sales call. Whereas many salespeople 
rush through a general list of questions to determine what 
product or service they can most easily sell a prospect, others 
carefully and intelligently create a list of questions aimed to build 
rapport, establish trust, and demonstrate competence.  

Below is a small sampling of some of the questions I assemble 
before meeting with a prospect: 

1. How did you get into this business? 

2. What do you like the most about it? 

3. What are some of the trends you are seeing? 

4. How are you preparing for those trends? 

5. Can you tell me about your brand and how you 
differentiate it from others? 

6. How does your business make money? 

7. What are your margins? 

8. What’s on the top of your priority list? 

9. Where’s the pain? 

10. Other than acquiring new business, what does winning 
look like to you? 



11. How are you attracting new customers? 

12. How do you define your ideal customer? 

13. How are you attracting employees? 

14. Can you tell me about your values? 

15. What brand is considered the gold standard in your 
industry? Why? 

16. What are some common misconceptions people have 
about your company and industry? 

17. If you were to start a company that would compete with 
you, what would it look like?  

18. What would an ideal relationship/solution look like if we 
were to become your partner? 

19. What do you hope to accomplish? 

20. Can you tell me about the challenges you are having in 
your current relationship or with your current product so 
that I can determine if we would be a good fit for you? 

21. Can you give me some insight into some of the 
expectations you would have if we were to move 
forward? 

22. Can I meet some of the (other) people I would be working 
with, and could I have a tour? 



Active Listening 
  
Listening is tough to do. It takes a lot of practice and requires 
intense focus. You’ve likely heard the saying that people don’t 
listen - they wait for their chance to speak, which is a bad and 
difficult habit to break. Also, some people believe that the more 
they talk, the more they will bring someone around to their way 
of thinking. In other words, the salesperson feels compelled to 
keep talking and talking and talking until a sale is made. 

Most salespeople will have a pad of paper and pen with them to 
take notes during a sales call. Some feel the need to write down 
every detail, while others are skilled at jotting down only the 
highlights of the conversation. Trying to write down every detail 
completely disconnects the sender (the customer) from the 
receiver (the salesperson). This is not only distracting to the 
sender, it also sends a message that the salesperson isn’t listening 
to understand the big picture. This is where active listening 
comes in handy.  

Active listening is a highly effective communications technique 
where the receiver (listener) repeats back to the sender what is 
being said in his or her own words to confirm understanding and 
to validate the sender’s message. The reason active listening is so 
critical is that there is no better way to build a meaningful 
relationship than to let people know you not only hear them but 
also that you understand them.  

To support my point, consider the scenario where the sender 
(the prospective customer) is speaking with a software company 
sales rep (the receiver) who is more focused on closing the sale 
than on listening to the prospect’s needs: 
  
Sender: The biggest problem with our current customer 
management software is that it is too complex for our needs, and 
it’s making everyone here even less efficient than we were 

https://en.wikipedia.org/wiki/Active_listening


before. Our former system wasn’t robust enough, and we were 
sold on the one we are using now, but we need to get something 
different. We need something in the middle, as what we are using 
now is killing our productivity. 

Receiver: Gotcha. Our system will definitely make you more 
productive.  
  
Sender: The other headache we have is that the system runs very 
slow, as everything is stored in the cloud. Our old system was on 
our local server, which was much faster, but we know we need to 
be in the cloud so that our customers can track the progress of 
their orders. 
  
Receiver: Yep. No problem. No problem at all. Our system is 
definitely cloud-based, and it’s wicked fast. We’re actually 
running a special on our system right now, and it’s very 
economical. How many people would be using the system? 
  
Sender: Well, let’s hold on a bit. We’re still in the exploratory 
phase right now and looking at different solutions…(This is code 
for “We’re not going to buy from you.”)  

The end. 

Now compare that to the sales rep who is actively listening and 
connecting with the prospect. 

Sender: The biggest problem with our current customer 
management software is that it is too complex for our needs, and 
it’s making everyone here even less efficient than we were 
before. Our former system wasn’t robust enough, and we were 
sold on the one we are using now, but we need to get something 
different. We need something in the middle, as what we are using 
now is killing our productivity. 



Receiver: So what you’re saying is that you are looking for a 
system that will actually make your people more productive, and 
one that won’t require your team to jump through so many 
hoops by entering data that isn’t relevant or important to your 
needs.  
  
Sender: Exactly. The other headache we have is that the system 
runs very slow, as everything is stored in the cloud. Our old 
system was on our local server, which was much faster, but we 
know we need to be in the cloud so that our customers can track 
the progress of their orders. 
  
Receiver: Understood. You need speed because it is also affecting 
your productivity, and time is money. Tell me more about some 
of these issues so I can address them one by one. I can sense 
your frustration, and I want to make sure we can meet your 
needs and expectations. If it’s okay, I’d like to ask some 
questions. 
  
Sender: Of course. Please do. But let me get my account 
management guy and the head of IT in here so that we can cover 
their needs as well. Are you sure you have the time? Can I get 
you some water or coffee?  

Notice the difference?  

What’s important to remember is that people want to be heard 
and need to know their problems are understood. Selling is 
much easier and more effective when the right questions are 
asked and the sender knows the salesperson (receiver) is 
listening, understanding, and acknowledging them. 

Once you practice active listening and get the hang of it, it will 
help you retain the key messages of a conversation. Try it in your 
next conversation, and you’ll notice how the connection you 
make to the person you’re speaking with is much more 
meaningful. 



Punctuality 

You and your salespeople work hard - very hard - to win a 
meeting with a prospect. In my opinion, when a meeting or call 
is scheduled, there is anything more disrespectful or inexcusable 
than being late or not having the courtesy to let the person you 
are meeting with know if you are running behind - or worse, to 
be so disorganized as to forget about the meeting altogether. 
(This is a pet peeve of mine even in my personal life.) 

Set backup alarms and meeting reminders. Map out your route, 
be aware of things that could add to your travel time, such as 
construction, and leave extra early. Make sure your gas tank is 
full, and have the person’s contact information ready in case you 
need to make the dreaded call that you’re running behind, and 
then apologize, please. (I don’t know if you’ve noticed, but 
people don’t give apologies much anymore - they give lame 
excuses.) Failing to extend an apology gives a poor first 
impression of your brand! 

Tardiness without apology and forgetfulness are not only signs of 
disrespect, they also cause the prospect to be concerned that he 
or she may not be able to count on you to fulfill your obligations, 
and they are also signs that you may not be detail-oriented. My 
rule of thumb is to give myself more than enough time to arrive 
at a meeting. So if I know it will take me 30 minutes to get 
somewhere, I give myself 50. Why? It’s because I want my 
prospect to know I’m reliable and that I respect their time. I 
always have my iPad with me so that if I arrive too early, I can get 
some work done in my car. 

Here’s an article from Inc. explaining that many executives agree 
that failing to show up on time for a pitch is a deal breaker. 

https://www.inc.com/minda-zetlin/9-extremely-good-reasons-you-should-never-be-late-again.html


Cursing 

Don’t. 

  



Impression #14: Your Elevator Pitch 

S ue: Hi Mark. Good to meet you. I see you’re with M&R 
Bank. Tell me about you and your bank. 

Mark: Oh, sure. I’m a commercial loan officer, and M&R’s 
been around for about 30 years, and we offer a full suite of 
business banking products and services. We work with a lot of 
small businesses in the area, and our office is in Brookfield, off of 
94 and 84th. 

___________________ 

Huh? That’s it? 

That’s the best Mark can do when asked about his business by a 
potential prospect or a possible referrer of business at a business 
event? Doesn’t M&R Bank have a differentiating value 
proposition? Do they specialize in anything? Is Mark the best 
person for M&R to send to events to represent their brand? 

Imagine the brand impression Mark left on Sue. If it had a sound, 
it would be that of a whoopee cushion.  



The fact is that many banks “offer a full suite of business banking 
products and services,” and nearly all of them “work with small 
businesses” in the areas they serve. Mark gave Sue no 
meaningful reason to be interested in his bank or to refer 
business his way. In other words, his elevator speech stinks. 

This question “What do you do?” comes up in nearly every social 
interaction, and your people need to be ready to fire off a 
response (elevator pitch) that sums up the essence of your brand 
and why people should be interested. It should be one that leads 
to a deeper conversation, with the listener wanting to know 
more. 

According to Entrepreneur Magazine, a persuasive and effective 
elevator speech contains seven traits:  

1. It’s brief. 
2. It’s clear. 
3. It’s specific to an audience. 
4. It highlights benefits you or your company offers. 
5. It identifies the problem(s) you solve and your solution(s) 
6. There is a call to action. 
7. There is an invitation to extend the conversation. 

So, let’s go back in time and rewrite the conversation between 
Mark and Sue in a way that includes these elements.  
  
Sue: Hi Mark. Good to meet you. I see you’re with M&R Bank. 
Tell me about you and your bank. 

Mark: Hi Sue. Good to meet you as well. I’ve been a commercial 
loan officer with M&R for a little over three years. The thing I 
appreciate the most about our bank is that we have a very 
customer-centric culture and are always looking for ways to 
serve our customers better and provide products and services 
that meet their needs the best we can. Can I offer you my card? 

https://www.entrepreneur.com/article/249750


All right, enough about me. Tell me about you and your 
business. 

I think you’ll agree this is a much better exchange between two 
professionals. As you were reading, could you hear the 
enthusiasm in Mark’s voice? Could you see him smiling as he was 
talking? Did he seem authentic?  

If your company doesn’t have an elevator speech that answers 
the question “What do you do?” in a way that differentiates your 
brand and intrigues those who ask, I urge you to create one. If 
this is something you find yourself struggling with, you’ll need to 
start by defining your brand - the compelling set of distinctions 
your company owns that make a positive and noteworthy 
difference in the lives of your customers.  

Why is this so important? Think of it this way: Your salespeople 
need to give prospective customers and referrers of business a 
reason they should do business with you or refer you. If they are 
out there just spewing out what your company does without any 
meaningful or relevant claims of distinction, they are going to 
have a very challenging time getting people interested in your 
brand.  

I think you would agree that that’s a problem. 



Impression #15: How You and Your 
People Treat Others 

W e received a call from Cheryl, the owner of a PR firm 
specializing in the franchise industry. Cheryl 
discovered us through a mutual connection, and she 
was intrigued by our certification in brand 

development and strategy. After a friendly conversation on the 
phone, we agreed to meet over lunch to discuss a potential 
business partnership. 

When we arrived, we saw a Jaguar pull into the parking spot next 
to us. We knew it was Cheryl because the abbreviated name of 
her firm was on her vanity license plates. As she stepped out of 
her car, we saw that she was covered with excessive amounts of 
bling and carrying a gigantic purse. She had brought along 
Britney, her provocatively dressed daughter, who was introduced 
to us as the company’s vice president of client services. Cheryl 
extended her hand with a warm smile, offering a firm shake, and 
Britney, void of expression and eye contact, also shook our 
hands, offering a disingenuous, “Hi. Nice to meet you.”  



Cheryl was very charming, polite, and charismatic. She 
occasionally touched my arm when talking on our way into the 
restaurant and seemed to take a sincere interest in us. In other 
words, she had “it” turned on. And what about Britney? She 
didn’t have much to say, but her body language clearly stated she 
didn’t want to be there.  
  
After we had exchanged a few more pleasantries at the table, our 
friendly waiter arrived to ask what the four of us wanted to 
drink. Without even looking at the waiter, Cheryl very curtly said 
to him, “You can go get me a Bloody Mary.”   

After witnessing that exchange, my interest in a partnership 
crashed and burned. There was no way I could work with, 
respect, or associate myself with someone who came off as so 
demeaning and offensive to a person who was just doing his job -  
and doing it very well. But…we had driven two hours for the 
meeting, and we needed to eat lunch.  

When the waiter returned with our drinks, Cheryl’s charm and 
elegance turned to braggadocio and arrogance as she began 
bragging about her stardom as a 1960-something Playboy Bunny 
and that Britney was married to a very wealthy and successful 
business owner. 

Over lunch, the talks of a potential partnership turned tepid. It 
felt as if both sides concluded early on that the chemistry 
between us just wasn’t there.  
  
When our lunch meeting was about to end, Cheryl noticed that 
her credit card was missing from the billfold. The waiter quickly 
discovered it on the floor and offered his sincere apology. Cheryl 
squawked to the waiter, “Oh dear God! Why don’t you be more 
careful with people’s credit cards, you moron? You’re not getting 
a tip out of me today! 

___________________ 



This was one of the most awkward moments I’ve ever 
experienced in my career. We let Cheryl and Britney leave on 
their own. While still at the table, I apologized to the waiter for 
Cheryl’s tantrum and gave him two twenties - a well-deserved 
gratuity. I needed him to know whose side we were on. 
  
I’m a huge believer that you can judge people's character by how 
they treat others – especially those who are paid to provide a 
service or those who offer no financial or social benefits by 
association. 

If you are the owner or CEO of your company, take your people 
to lunch every once in a while or invite them for an early coffee 
meeting. Notice how they treat the vendors and delivery drivers 
who visit your office. Do any of them have an ego too big to smile 
and be polite? Are any of them “above” showing respect to 
people in the service industry? There are plenty of people out 
there who achieve a level of success and only turn it on for 
people who are valuable to them and turn it off for those who 
are not.  

Be aware of the kind of people whom you have out in the field 
representing your brand. There are plenty who do more harm 
than good. 



Impression #16: Your Workshops and 
Presentations 

H e owned the audience at “Hello everyone!” His energy, 
his body language, and his ability to connect with all 
300+ people in an instant was electrifying.  

His topic was employment law, and he had the skills and 
personality to make it one of the most interesting and engaging 
presentations I’ve ever attended. I swear he made eye contact 
with every person in the room, smiled often, connected with us 
on a personal level, and shared interesting stories to drive his 
points home.   

___________________ 

Speaking to a group of prospective customers through a 
workshop or participating in a seminar or panel discussion 
provides excellent opportunities to build brand awareness, 
establish expertise, and become positioned as an industry 
expert.  



For some people, speaking to even small groups of five to eight 
people can be nerve-racking, and for some, terrifying. As Jerry 
Seinfeld once said, "Some people would rather be in the casket 
than the one delivering the eulogy." If you’re the CEO and this 
sounds like you, it’s something you’ll need to face head-on, 
because you cannot avoid speaking to groups altogether.  

As I was also quite fearful of public speaking at one point and 
knew I had to fight through it to be successful, I mapped out the 
following strategy to overcome my fear. 

It started with joining my local Toastmasters club. Toastmasters 
is great at helping people overcome their fears of public speaking 
because the groups are generally small (10-25 people), and each 
member starts with delivering 30-second speeches and gradually 
works up to giving seven-minute speeches. Diehard members 
enter speaking contests and receive awards based on multiple 
criteria, such as the ability to tell stories, use of body language to 
emphasize points, not using “um” as a filler, quality of speeches 
presented, etc. 

It only took me a year before I was confident enough to join The 
Second City training camp to perform improv in front of live 
audiences. Halfway through my year of training, I started doing 
stand-up comedy at clubs in Chicago and Milwaukee.   

Today, I feel the most alive when I am speaking in front of a 
group. Whereas I dreaded it in the past, now I look forward to it. 
Oh, and the nerves? Those are pretty much gone. 

Another thought for you is that many fear public speaking 
because they are afraid they will stumble, fumble, forget 
essential parts of their presentation, and attendees will grow 
disinterested and start swiping on their smartphones.  

Well, based on my many experiences as a speaker, a trainer, and 
also as an attendee, I can share the following tips to help you 



mitigate these fears while making the best possible first 
impression on your audiences.  

1. Forty-eight hours before your presentation, make a list of 
everything you’ll need to bring with you, and test your A/
V equipment to make sure everything is working correctly. 
Aside from the obvious, such as your laptop and power 
cords, make sure to bring the right adapters for 
connecting to the projector and a backup of your 
presentation on a flash drive compatible with a PC and a 
Mac (I even bring an extension cord with a power strip to 
make sure I have enough cord length to reach a distant 
outlet). I fill my car with extras of nearly everything just in 
case something fails because things do and will fail! If it 
hasn’t happened to you yet, it will. Late starts and 
technology issues give attendees the impression you’re not 
prepared. 

2. Once your deck is complete (assuming you’re using 
PowerPoint), rehearse multiple times and make notes of 
key points you wish to make. Attendees become bored, 
and at times even irritated, by presenters who fail to 
prepare and need to read their slides word for word. If you 
needed to whip a presentation together on short notice, 
use notecards to make sure you cover all relevant material. 

3. Be prepared to tell stories and give real-life examples to 
support your messages. Nothing holds the attention of an 
audience better than a well-crafted and well-told story. 

4. Have a compelling and memorable introduction and 
conclusion. The energy you use to start your presentation 
will determine how many attendees will genuinely engage. 
If your beginning is weak or soft, you’ll lose some 
attendees' attention immediately. End your presentation 
on a high note by giving people a final, powerful statement 



or issuing a challenge that relates to your topic. Be 
memorable and remarkable. 

5. If you are presenting to a group of fewer than 20 people, 
and if you have the time, ask participants to introduce 
themselves and share what they hope to learn during your 
presentation. If there are more than 20 people, randomly 
call on 10 or so to find this information out. Make notes 
and assure them that you will address their individual 
interests. During your presentation, acknowledge the 
people who shared with you what they wanted to learn, 
and make sure you provided them with the information 
they were seeking. It’s an impressive way to build rapport 
with your audience. The first time I hosted my workshop 
on how to build a high-performance brand and culture, I 
discovered that most of the attendees were more 
interested in learning about building a stronger culture 
and how to measure its impact than they were on how to 
build a high-performance brand. When I gave the same 
presentation several weeks later, more attendees were 
interested in the brand than the culture. Every audience is 
different, and you’ll want to make sure they leave feeling 
satisfied instead of disappointed or hungry for more 
information. Being able to adapt on your feet to the 
interests of your audience also helps to improve your 
evaluation scores, which you’ll need to land more 
speaking opportunities.  

6. Make sure you cover everything that was advertised in 
your promotional materials about your presentation. Be 
mindful that some participants may come to see and hear 
you speak on only one of the numerous topics you stated 
you would cover, so be thorough and don’t disappoint. 

7. Never ever trust your technology. Computers fail, they do 
unexpected auto-updates, projectors don’t “see” your 
laptop, bulbs burn out, remote clickers stop working, 



power goes out, and PowerPoints freeze. Expect your 
technology to fail you, because it will. Trust me. If it does, 
don’t waste more than 15 seconds trying to fix the issue. 
Be prepared to move on without the benefit of a 
functioning laptop or projector. I can recall several times 
when technology failed me, and fortunately, I knew my 
subject matter so well that I was able to continue without 
skipping a beat. I am passionate about my subject, and 
attendees can always follow along on the provided 
handouts, just as if nothing happened. You’ll make a great 
impression on your audience once they realize that you 
never really did need to lean on your PowerPoint.  

8. Turn off your email and WI-FI connection. You don’t want 
30 or 300 people in the room reading that little email 
preview box that appears on the lower-right corner of your 
screen or any other notification that will interrupt your 
flow. 

9. Look participants in the eyes and use their names every 
once in a while, as if you’re speaking to them personally. 
There is no better way to connect with them. 

10. Relax, and let your personality out. If you’re too stiff, 
you’re boring. Of course, this can only happen if you are 
well rehearsed and adequately prepared. A good friend 
once told me that people might not remember everything 
I say, but they will remember exactly how I made them 
feel. I can’t make my audience feel anything if I don’t 
present with personality, emotion, and charisma.  

PowerPoint 

I have a quick rant - many studies have proven that PowerPoint 
PPT presentations and the like are huge turnoffs and that in most 
cases, your audience or attendees victimized by one will retain 



even less of your message than if you didn’t use PPT at all. 
Question: How excited are you when you go to a presentation or 
seminar and the PPT filled with text and corny graphics hits the 
screen?  

Instead of wasting too much time building PowerPoint slides 
most people loathe, work on your speaking skills, become a 
master storyteller, and engage your audience with questions. If 
you must use PPT, use it as an aid to communicate your story, 
and keep text to a minimum, ideally, three words or fewer per 
slide. 



Impression #17: Your Webinars 

T he webinar was focused on the seven ways leading 
brands differentiate themselves from competitors - a 
topic that was of significant interest to me. 
Unfortunately, I disconnected from the webinar less than 

15 minutes after it started. 

Now, you may think I’m persnickety, but I found the presenter’s 
excessive use of  “um” and “uh” during his presentation to be 
very distracting. Also, as some of his thoughts were 
disconnected, I wasn’t able to make sense of where he was going 
and what points he was trying to make. It was quite evident that 
the moderator and host were winging it. Add to this the 
apologies for having two slides in reverse order and two 
typographical errors by the time we arrived at slide number 
eight. I was getting quite uncomfortable as I started to detect 
aggravation in the presenter’s voice.  

So I left the meeting. 

___________________ 



If this was a presentation in front of a live audience, it would’ve 
felt even more awkward and uncomfortable, at least for me, 
watching the presenter stumble through his material while losing 
his audience's attention and interest.  

Presenting a webinar is presenting in the dark 

When presenting to a live audience, such as in a workshop, a 
seminar, or panel discussion, I have the benefit (and pure 
enjoyment) of interacting with attendees by making eye contact 
with as many people as I can and getting the audience mentally, 
emotionally, and even physically involved by asking questions 
and inviting people to interact with one another. In some cases, I 
am also able to move about the room and use gestures to 
emphasize key points. If I sense the audience is floating away, I 
can use a few techniques to reacquire their attention.  

When presenting in person, it is very easy to sense how many 
people are genuinely engaged based on the content and tone of 
the questions they ask and how many people are swiping away 
on their smartphones. Fortunately, as I am a former improv 
artist and stand-up comedian, I possess the skills to make 
necessary adjustments in my presentation to regain people’s 
attention.   

However, when presenting a webinar, the only feedback I receive 
is through the GoToMeeting dashboard that reveals how many 
people are sticking around versus dropping off. For those who 
are dropping off, I have no way to find out why. I also have no 
way of knowing how many people are really engaged in my 
webinar versus how many are catching up on emails or 
Facebooking while my presentation rolls on in the background. 
I’m pretty much presenting in the dark. 



Six Steps for Hosting a Successful Webinar 

In many ways, preparing for a webinar is much more challenging 
than preparing for a live, in-person presentation, for the reasons 
I previously covered. When preparing for a webinar, I must, 
without fail: 

1. Know my audience very well. In some cases when I invite 
the CEO, CMO, or head of marketing, I’ll discover, 
through looking at the registrations that the head of 
operations or the VP of sales has signed up in their place. 
With this knowledge, I’ll know to adapt my presentation 
to appeal to these different groups appropriately.   

2. Maintain an unrelenting focus on delivering the topics 
that were marketed to them through my promotions and 
email invitations. As I am writing this book, I recall a time 
when I was lured into a webinar only to be disappointed 
that the host spent too much time digressing into areas 
somewhat unrelated to the title of her webinar. In the 
end, I was disappointed, underwhelmed, and didn’t learn 
what I had hoped. 

3. Know, through the experience of presenting the same 
topic in front of a live group, how much time and 
attention to give to each section. One of the benefits of 
presenting to a live audience is that you can ask the 
audience what interests them the most about the topic 
you are about to present and what they hope to learn. For 
example, the first time I gave a presentation on the top 10 
ways to build a continuous improvement culture, I asked 
the audience what they wanted to make sure I covered. It 
turned out that more than two-thirds of the group was 
mostly interested in only six of my 10 points. Yes, I 
covered all 10 points, but I spent the bulk of my time 
focusing on the six of greatest interest to the audience. I 



would not have had that luxury if I had first presented my 
material through a webinar. 

4. Know, through the experience of presenting the same 
topic in front of a live group, what the most common 
questions are, and answer them through key points 
before they are asked to ensure thoroughness. Similar to 
#3 above, there are a lot of benefits to knowing what 
interests people the most about the topic(s) you’re 
presenting. If you can address those FAQs in your 
webinar, your audience will be quite satisfied. 

5. Come out swinging with a compelling opening and 
closing – ones that will reaffirm the very reason the 
attendees signed up for your webinar. Much like the time 
you invested in creating a compelling title, you need a 
compelling opening statement, thought, or story that will 
immediately capture your audience’s attention, as well as 
a strong closing they will remember. 

6. Include powerful calls to action throughout. After all, 
you’re presenting because you hope to build brand 
credibility and pick up some leads, right? Tell your 
audience what you want them to do, and at the 
conclusion of your webinar, pose a challenge. Offer an 
incentive to contact you afterward. Lead them to an easy-
to-remember URL where they will enter your sales 
funnel. You get the idea. 

I strongly encourage you to avoid presenting a webinar on a 
subject or topic you’ve never given to a live audience (see #3 and 
#4). The reason is that when you present fresh content through a 
webinar, there is no way to know or predict what kinds of 
questions your audience will ask. This lack of knowledge will 
place you at a major disadvantage. With presenting in person, 
you are always checking-in with your audience to make sure they 
are tuned in. You don’t have this luxury with a webinar.  



Impression #18: Your Pricing 

T he hospital administrator received the third bid for  
installing protective wall paneling for the hospital's 
expanded facility. She was surprised to see that it was 50 
percent more than the two others. Was there a mistake? 

Did the bidder misunderstand the request for quote? Was there 
something the bid included that the others did not? 

___________________ 

It’s been said that if you want more business, you should 
increase or even double your prices. That sounds all well and 
good, but high prices will quickly deter any prospective 
customer unless you can clearly articulate why customers should 
pay a premium for your products and services.  

Perhaps it is a guarantee your competitors don’t offer or a 
warranty that extends beyond what’s standard in your industry. 
Maybe it's a premium-level service that far exceeds what 
competitors are willing to provide. Whatever it is, it needs to be 
an add-on customers commonly use, need, or value, or one that 
is easily measurable. 



If you plan to charge higher prices than the industry norm 
because you claim to have “the best” or “most experienced” 
engineers, consultants, designers, attorneys, accountants, etc., 
in your industry, it’s going to be a tough sell. First of all, you’ll 
need to prove your claim by quantifying “best” or “experienced”  
in terms of real time and real dollars. For example, in the 
advertising industry, one freelance graphic designer may only 
charge $22/hour and another, $95/hour. Being pennywise and 
pound foolish, you may jump for joy at being able to hire a 
designer so cheaply, but fail to realize until you’re into the 
relationship a few hundred dollars that the cheap designer isn’t 
very good, doesn’t know how to meet deadlines, doesn’t pay 
attention to the details of the project, and is slow. So, after all the 
headaches, you hire the $85/hour designer to save the day, and 
once again, you are reminded that you get what you pay for. 

On the other end of the spectrum, if you price your products or 
services measurably lower than industry standards in the spirit 
of winning new business, you’ll attract a lot of customers with 
small budgets and high expectations. All companies, at one point 
or another, have dealt with demanding customers who either 
apply pressure to get more than what they agreed to pay for or 
pressure a vendor or partner company to throw things in at no 
charge in exchange for a promise to refer business to hem. This 
is especially problematic in the service industry, where 
prospective customers who have little or no intention of buying 
ask for detailed proposals and samples to get free ideas and free 
advice. Run away as fast as you can. 

As with any business, there exists a hierarchy of bad, good, 
better, and best. Based on where you fit in, you’ll need to build 
your pricing strategy fairly and accordingly. 



Impression #19: Your Service and 
Delivery Vehicles 

T om had a very strict policy for his drivers. All were 
expected to drive as if they were always being followed 
by a police officer. In other words, a 35 mph zone meant 
35 mph - not 38, not 40. Also, drivers were required to 

come to complete stops at stop signs, and blinkers were to be 
used whenever changing lanes.   

On the highway, drivers had to keep their vehicles in the far right 
lane so that when people passed them, they would be able to see 
the branding on their vehicles. Additionally, all vans had to be 
kept clean, inside and out, at all times, all vehicles needed to be 
serviced regularly, and any visible blemishes such as rust or 
dents had to be fixed immediately. 

There was zero tolerance for violating Tom’s policy.  

___________________ 

We’ve all witnessed company vehicles being driven aggressively - 
tailgating, weaving in and out of traffic, blowing through yellows 



and reds, and speeding - and, of course, ones with inattentive 
drivers who are multitasking with smartphones.  

Just think - one of your vehicles traveling two hundred miles in 
one day is seen by thousands. Now multiply that by the number 
of days in a week, weeks in a month, and months in a year. Think 
of how many tens of thousands of people see your service and 
delivery vehicles each day and what kind of impression your 
vehicles and your drivers are making on everyone who sees 
them.   



Where to Go from here 

Use this book as a tool.  

Share it with others within your organization, and schedule a 
time to have an open and candid conversation about everyone’s 
thoughts on each one of the impressions I’ve covered. This book 
will pluck some nerves and offend a few people, but maybe 
that’s not such a bad thing. You have a business to run. You have 
competitors who are courting the same customers you’re 
targeting, and the organization that does the best job of giving 
the best possible first impressions of their brand will be the 
organization that wins the most opportunities and grows. 

Once you and your team have finished reading this book, I 
encourage you to organize a movement within your organization 
to take each one of these impressions on to build a culture of 
continuous improvement. 

Of course, if you’d like assistance in any of these areas, please let 
me know. I would enjoy the opportunity to help you in any way I 
can! 
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