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Quiz - World's Greatest Philesephers:
— Wheisaid..?
To Do is to Be

Aristotle
To Be is to Do

Socrates
Do Be Do Be Do

Sinatra

Objective of Today

Obtain skillsiter use IMMEDBIATELY to get
clients/prospects to) discuss; their
Life/Investment: programs

LLearn how: torovercome /miall set &
navelit at work:




“What's limiting you frem selling
more! Life/lnvestment Products?”

Review responses; oniflip chart at
Peginning ofi every: Seminar with: New: and
Veteran Agents

What deiyoul think'is 1" answer EVERY.
TIME?

PROPUCTEKINOWILEPGE

Paradigms

Need BESHI Product/Price to) compete in
Life sales

IFdonit have reneugh TIME te sell Life
aliter the P/C sale (Columlie)

Vost Clients have: Einancial Planner

Actual Facts

Agents selling high: velumes: of Life
actually sellshigh velumes of P/C.
Reverse ot true. Why?

P/C isipreduct focusediand price
sefis/tive — can 't skiprcoverages: LLife
reguires youltorbe a skilled
INERVIEWER




FaCtS (continued)

Confidence comes;fiicmibeing a
skillediinterviewer:
u Asking Open Ended Questions
ExamplesiClosed vs. Open
Why, How, Wihat vs. Who;, When, etc
Bringing up: Life at the' ENDIof the
interview!isi seldemrsuccessiul

FaCtS (con't).

Preduct knowledoe is impoertant
buit not essential tor OPEN A

DISCUSSIONwith a client —1t's
about needs and fact-finding

Life Insurance

Wheniisit usually: brought it up?

= Viost agents/— at the END. ofi the P/C
INterview,

s “Who handles your Life?”

s “Whenwas the last time you reviewed your
Life?”

How wellf does this work?




2. Tiypes ofi Objections

1. Objections to closing thersale:
= Think about It

u Shiop around

m Can't affordfit

= Etc.

Objections

2. Objections; te) DISCUSSING! Life
nsurance withryou!

What are the most commoen
objections yourhear to this? (99%) of
the time!)

Most Common; Objections to
Discussing| Life

“I'm all set”
“Il have! it at work”




WHY?

Whyzare: clients;reluctant terdiscuss
their Life_ Insurance?

‘Protecting Assets:
Pretecting) your INCOME®

Overview of ‘The Work | Do’

Your auterand your heme ane valuable
assets and IFappreciate your confidence in
me to helpisee that they're well protected.
But | alserhielprmy; clients protect their
MOSH} VALUABLE asset'— their INCOME.
Whenyoul retireryouillfhave a 60-70%
DROPI IR yeur income — | can shiow:you
hoew! to replace some of that at retirement.

Overview.

And ifyou die befiore retirng, I can show,
you how/ te replace your Income: to)your
family sei they: canrkeep this lifestyle
you'veworked to) provide for them. SO
whenwe get done, I'd/like tor ask youl a
few, questions aboeut your retirement and
ncome, OK?




Question:

What are you doing terheceme
diStinct firem! your competition?
u Or - Why doryoeur custemers; buy: from
Your
Rates, Brand Name, looks, etc?

One Answer:

Become a skilled Interviewer.

n ['s learned technigues; not: DNA
generated
= [t’s; Simple andl Prefeund!

m Creates Confidence (in YOU and your
Client!) and establishes you as a
Professional

How: Do | Become: a SKILLED! Interviewer?

By ASKING feeling-type., opern
enagea_questions:

u Examples: (list more)
How: do you feel about that?

Why: is that important to VOUP?

Ifiyou had , how would' that make you
feel?




“When you tell a client
something, he or she islistening
withrenly: 30% of attention, at
best. When you ask them a
guestion;, Newever, you' hiave
100%) of thelr attention.”

= C. Richara Weylman

"It is as important to know when to
stop talking as when to start.”

Dr. Napoleon Hill

Becoming a Skilled Interviewer

Sid Walker's Book:

u oW o Poubler Your Sales by,
Asking. alFey Vore OUESHBIS,

s WL sidwalker.com




4 | .evels of Communication
(From Walker's Book)
1. Things — smallitalk —weather, etc

s Simple & Impersenal
‘Chit-Chat’ — “Warm Up”

2. People

u Simple & Personal
‘How’s your son doing in school?’

4 |evels of Communication

3. Concepts/ldeas

u Complex & Impersonal
Product Knowledge
lllustrations/Brochures, etc

4. Feelings

= Complex & Personal
Emotional Level

4 [evels of Communication

1. Things

2. Peaple

3. ldeas/Concepts
4 EEELINGS




How: Do) Youl Get to the ‘Emotional
Levellwithr Clients??

By askinglepen-ended ‘fieeling” type
guestions
By findingj eut THEIR story

By becoming a skilled interviewer

\Who is: Your BEST Client?

WHY2 LList what makes; this, client your
BEST.

What happened tormake his/her your;
best?

What's, the: difference’ between your A"
clients and'your ‘B & € clients?

Discussion

SKILLED! INTERVIEWER! (con’t)

DiglDeeper:
‘A lot off my/ clients say: that
IS important te them.
WHY is that importanit te) YOU?*




CAUTION!!

Do et ofiferta seluticnruntilfyeur
client:hias acknewledged that therens
a problem ANDrhas agreedi that
he/she wants; terselve it (P/Crand
Life)

= EXAMPLES...

Back to) Objections
‘| have it at Work.’

1. Congratulations
2. Openiendedguestions about fit’

3l More openiended guestions about
his/her pregram

‘| have it at work.’

4. WHY is that important te YOU?

5. FEELING" guestions akout his
pregram

6. Feeling guestion about a'selution
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“I'm all set.”

1. Congratulations

2. Openiendediguestion’ = What dees
allfset; mean; teyou?" (neVW: SEE pro):
slide)

3., Open ended guestions; terdig
deeper;

‘I'm all set.’

4 \WHY isi that important te' YOU?
5. Feeling guestion: about program
6. Eeeling guestions albout selution

Questions

Drawing| for Books;& Cbs
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N Siiioa More Maasy, tince toum T

nay,
Make More Life-long "A” Clients, and
Make & Real Difference in People’s Lives!

Contact Info

Ray \Vendett

m Vendetti429@comecast.net
Ofif' 925-634-1397 ext 404
Celll 760-443-1719
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