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Speaker Overview

Whether you sell a product, a service or yourself and your ideas... you arein sales.

Maura Schreier-Fleming
works with business and
sales professionals who
want to sell more and be
more productive at work.

What clients have to say

"Thanks for yesterday, it was a great seminar and really got me
thinking again." SBC Southwest

“Your presentation on Personality Pointers for Professionals was
put immediately to work at UPS. Bring her back.”  UPS

"I really enjoyed yesterday's seminar. You have so much energy
and enthusiasm! Yesterday's information will help me collect my
ideas before making a presentation to management. As we all
realize that times are tough, but your suggestions to let the
customer identify the desire (to address a need) and clarify the
rewards will really help me each time | have a chance to talk to
decision makers." EDS

“My staff was talking about what they learned in your
presentation after it was over. Most important, they were using
the information to analyze the people they work with. | would
recommend your work to other managers who want a dynamic
program that improves their team's performance and
understanding.” LandAmerica American Title Company

“What a great pleasure it was having you speak at our June 2003
Sales Meeting.  This presentation is sill ‘the’  topic of
conversation among our sales force and already days have
passed!” Diagnostic Health Services

“Your breakout session “Emotional Intelligence at Work” was
entertaining and insightful and conference attendees’ comments
were very complimentary.”  DART (Dallas Area Rapid Transit)

"What a great seminar today! Now | need to take your next
seminar entitled” Workshop for People Who Are Terrified of the
Cold Call" and | think | will be well on my way to a successful
sales career.” Ingram & Friends.com

"l enjoyed Maura's presentation and her no nonsense approach
to the basics. Maura's humorous presentation with "back to the
basics’ had me thinking about the gaps in my own customer
service and those of my team."  AVP-Business Banking,
Community Credit Union

Be the most successful business
professional you can be!

Successful strategies for you and your staff.

Make it easier to get along with customers, employees
and managers

Generate new ideas so you can select the best for your
business

Increase sales by guiding customers to make the best
buying decisions

Listen to hear what your customers, managers and
peers really mean

Presentation topics

7 Habits of Highly Successful Businesspeople
Secrets of Persuasion

You candoit!

Real-World Selling

Consultative Selling

Goals: Assetsin your Success Portfolio (Workshop)
Soaring to New Heights

Maura has a track record of developing performance
improvement with her real-world approach to
selling and business. She writes the selling column
for The Insurance Record and is the author of Real-
World Selling for Out-of-thisWorld Results. An
engineer by training, she has appeared on numerous
radio shows from coast to coast to discuss selling
and business. Her articles on selling and business
have been published both locally and nationally.
Maura has been quoted extensively including
Slling Power, the New York Times, and
Entrepreneur. She began her career as a sales
engineer for Mobil Oil. While at Mobil she was
their first female Lubrication Engineer in the U.S.
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Best@Selling Clients Include
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“Your evaluations were great. Thanks for making us ook so great!
Texas Association of Saffing

“We especially valued your taking an intangible subject and making it tangible and usable for us. Your
seminar was a nice shortcut to figure out some important lessons for success!”
Travis, Wolff & Company

“ As usual your insights areright on!” Frameese

s
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About Maura Schreier-Fleming

Maura works with business and sales professionals to achieve business success. Her
presentations and consulting focus on the skills and strategies that immediately get results in
business today. She is the author of Real-World Selling for Out-of-this-World Results. An
engineer by training, she has appeared on numerous radio shows from coast to coast to discuss
selling and business. Her articles on selling and business have been published both locally and
nationally. She has been featured on StartupNation.com and Micorsoft’s BCentral sites. She has
been extensively quoted including Selling Power, Entrepreneur and the New York Times. Her
column ‘ Selling Strategies’ appears in The Insurance Record. She writes the selling column for
Jobbers World. She also contributes to the internal sales newdletter for Administaff. She
produces The Selling E-Letter™, a subscription selling newsletter, which is used by managers to
coach sales professionals and increase sales.

Maura started her company Best@Selling in 1997. Her clients include Fortune 500 companies
from diverse industries. She has been in sales for over 20 years. She began her career as asales
engineer for Mobil Oil. While at Mobil she was their first female Lubrication Engineer in the
U.S. She sold industria lubricants for applications as diverse as steel mills and nuclear power
plants. After moving to Texas, she worked for Chevron where she was recognized as one of the
top five salespeople in the country. She produced over $9 million in sales her fina year at
Chevron.

Maura is the Professional Activities Chairperson for the Dallas Section of the Institute of
Electrical and Electronics Engineers and is also aboard member.  She chaired the 2002 YWCA
Women of Achievement Program in Dallas. She received the 2004 Outstanding Women of
Today (Small Business) Award from Altrusa, International, Inc. of Richardson Texas.

Ms. Schreier-Fleming is a member of the National Speakers Association (NSA) and the
American Society for Training and Development (ASTD). Maura received her M.S. from
Georgia Tech in Textile Engineering. She earned a B.S. from Cornell University in Textile
Chemistry.
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Programs

The Secrets of Persuasion
Sdling is the easiest job in the world. Just ask anyone who is not in saes! Great sales
professionals know how to persuade. In this presentation you will learn the clues to use in your
selling strategies to persuade others. You will improve your results and make it easier to
persuade others.

Laser Listening: How can | hear what people mean?
The best salespeople are the best listeners. Learn to be like Sherlock Holmes and hear the
listening clues your customers are sending you. You will improve your sales results when you
understand what the listening clues are, learn what they mean and use them in your sales calls.

Consultative Selling: Questioning Skills
The skills for questioning are critical for selling success. You will shorten your sales cycle by
learning how to prepare your questions. You can avoid getting customer objections if you
develop an effective selling strategy. You will be more successful selling when you question
with confidence. When you learn the skills for questioning you drive your sales success.

Serious Creativity: Forging New Ideasfor Business
Serious Creativity is the process for developing new solutions for today® business challenges.
With creativity skills, you learn how to produce quality solutionsin less time. Learn to remove
barriers to creativity and develop creative business solutions. You will be delighted when you
learn how to easily tap into your creative potential and generate new ideas that work.

L eader ship Success: Stylesthat Empower and Motivate
You will learn to motivate others by identifying and delivering what others need to work
effectively. You will learn how to maximize your strengths and minimize your weaknesses for
leadership success. By understanding your subordinatesCstyles and your own, you can build a
team that leverages its performance strengths.

Managing Your Manager
If you can® pick your boss you might as well learn the skill of managing him or her.
Subordinates who manage their manager know how to structure a successful business
relationship. By understanding the behaviora style of your manager as well as your own, you
can make correct decisionsin avariety of areas that impact your job performance and evaluation.

Getting Businessto cometo You: Referral Lettersthat Sell
Successful salespeople use referral letters to help prospects quickly make the decision to buy.
Using referral letters to sell requires less energy to sell. Learn how to get and use customer
referral letters so you can shorten your sales cycle.

Goal Setting: Assetsin Your Success Portfolio
Y ou have the power to control your success. You will understand how to set goals and how to
motivate yourself so you can begin to achieve your goals. Once this skill is learned, you can
reduce the stressin your life and achieve more both personally and professionally. You will learn
the process to set goals that will help you achieve a more successful and satisfying life.
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Programs

Six Thinking Hats
Good decision-making requires a process to generate many ideas and a selection process to pick
the best ideas. The Six Thinking Hats Process ensures the development of the best solutions.
With more groups making decisions, the Six Hats technique is the process for accommodating
different points of view. Theresult is asolution that has the strength of commitment, knowledge
and emotion without the pitfalls of relying on chance.

Networking For Business
An effective networking strategy simplifies doing business and generates sales. You will learn
what you need to know about yourself and others to be an effective networker. You will learn to
develop your own networking tools so that you can refer business to others and they can refer
business to you.

Customer Connections. Telephone Selling Skills
Do you know how to make the telephone your most effective selling tool? Y ou can use incoming
phone calls as selling opportunities. In this presentation you will also learn how to make the
best use of your outbound calls to sell. You'll develop the skills to get your phone calls taken
and identify the key decision makers who can buy your products and services.

Master Negotiating
Effective negotiators understand what drives both their opponents and themselves. They use this
information along with time and power to persuade their opponents. With these skills, they are
able to forge agreements that that are better for both parties. They avoid the pitfalls that result in
solutions that are unsuccessful for everyone. Negotiating becomes the path to solutions that both
parties can work with.

Selling Customer Service
Customer Service is an effective method to distinguish you and your company from your
competition. You can increase sales by focusing on these elements of customer service. You
will learn to take problem customers and turn them into profitable long-term customers.

Soaring to New Heights: Turn Setbacksinto Successes!
Have you experienced a business setback that sent you into atailspin? Y ou can learn to avoid the
downturns. When they come you can make them short lived and then use them to propel you on
to success. In this seminar you will learn how to prevent disappointments from impacting your
business and life. When a setback does occur, you will learn strategies to overcome it and use
your experience to fuel your success.

Timeand Territory Management
Time is one of your most important resources to manage in selling. Successful professionals
learn to make the best decisions on what to do and how to do. You’'ll work more efficiently and
effectively and produce maximum sales with minimum time and trouble. Y ou can learn how to
make strategic decisions on what and where you spend your time.
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Best@Selling Keynote Presentations

Think like a King!

Selling can be the greatest job in the world or it can be a lonely profession. Here are
motivational tools that you can use to improve your results in business. Learn to maintain your
selling attitude so you can build the foundation to your future.

Real-World Selling: Soaring to New Heights

Have you experienced a business setback that sent you into atailspin? Y ou can learn to avoid the
downturns. When they come you can make them short lived and then use them to propel you on
to success. In this presentation you will learn how to prevent disappointments from impacting
your business and life. When a setback does occur, you will learn strategies to overcome it and
use your experience to fuel your success.

What's a nice girl like you doing in a place like this? From Long Idand to Lubes as Mobil’s
First Female Lubrication Engineer in the US

This humorous and compelling presentation tells the story of how the winner of the home
economics award in high school ended up in the oil patch and loved every minute of it. You'll
hear how a*“tire plant make-over” and chewing tobacco contributed to her success.

7 Habits of Highly Successful Businesspeople

What do successful people do that contributes to their success? From how they see their failures
to how they see their work, they do things very differently from the less successful people.
Here' s how you can do the same and be successful, too.

Customer ServiceisMore Than You Think

This program is for organizations looking for new customer service ideas to increase your
business. Do you know everyone who is talking to your customers? Do you want to use your
business card as an effective customer service tool? Do you know who your most important
customers are? Y ou® get these answers and more in a humorous, dynamic presentation.

Best@Selling 972 380 0200
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Pre-Meeting Planning

To ensure a successful meeting or conference, Best@Selling works with our clients to discuss
your meeting objectives. We will recommend and discuss why we believe the program and
content is suitable. For a customized sales program, Best@Selling will send a survey for
selected sales team members to complete. The survey will be the tool used to identify sales
improvement areas. The survey is available upon request.

In addition, before the meeting/conference, selected participants will be contacted either via
email or telephone. The purpose of this contact is to customize the program to your group. For a
seminar, the purpose is a'so to deliver the agenda and any preparation required for the meeting.

Best@Selling 972 380 0200
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Articles for Publication

Maura Schreier-Fleming writes The Selling E-Letter™, a semi-monthly newsletter designed for
salespeople who want to improve their selling skills. The Selling E-Letters cover a cross-section
of selling topics including selling skills, selling strategies and business issues. A sample Selling
E-Letter is on the next page. Maura offers arange of content for your publications.

Client comments about the Selling E-Letter

“You have agreat deal of knowledge, not only about products, but about people and selling. |
am enjoying your Selling E-Letter.”

Chevron

Houston, Texas

“Thank you for thislittle gem.”
Stratton Voice and Data
Richardson, Texas

“1 just wanted to let you know how much | look forward to your bi-weekly selling newsletter. |
love the 1-page format because | can always find aminute to read it. Y our tips have been very
timely, practical, and often, applicable to at least one of the opportunities | am pursuing.”
Deloitte & Touche
Ddllas, Texas

Best@Selling 972 380 0200
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Sample Article: He Said She Said

Have you heard the joke, why is it that a man will pay $2 for a $1 item he wants and a woman will pay $1
for a $2 item that she doesn®want? Subtle gender differences in behavior, especially in communication,
also appear in the selling arena. We should be aware of these differences to make our selling easier and
understand their impact on our selling.

What are the differences? Dr. Deborah Tannen, a specialist in the field of sociolinguistics, says men’'s
conversation tends to focus on status while women'’s tends to focus on connection. Men feel it's okay to
brag; women don’'t. Tell awoman about your problem and she'll respond with understanding and empathy.
A man tends to respond by offering solutions. Researchers at the University of California studied male-
female communication patterns. They found that men were responsible for 96% of the interruptions. Other
research shows that women want to build relationships in business. They are more sensitive to their
treatment and value it more. Men prefer to stick to facts and figures. Women share much more
information with many more people than men do. In the workplace the male style has become the norm.

How did this happen? Behavioral differences develop from differences in early childhood experiences.
Boys tend to play outside, in large groups that are hierarchically structured. Their games have a leader,
winners and losers, and elaborate systems of rules. Boys tend to boast about their skills and argue about
who is best at what. Girls usually play in small groups or pairs, and within the group intimacy is key. The
preferred girls games, like jump rope and hopscotch, have an emphasis on everyone getting a turn rather
than one individual winning or losing. Girls are expected not to boast about their skills. Those that do are
generaly not regarded well by their peers.

What can you do about it? When a man is selling to a woman he should spend time building the
relationship. He should avoid interrupting when she's talking. He should listen completely before
immediately offering a solution. It's better for sales, too. Presenting the solution too early in the sales
process loses many sales. Salespeople miss the opportunity to demonstrate the customer’s need for the
solution if the solution is presented too soon.

When a woman is selling to a man, she should present the solution by telling it, rather than offering it as a
guestion. “How about if you do this?’ is perceived as lacking commitment to the solution. When she
offers a solution she is not asking for discussion about the validity of the idea. She should avoid using
disclaimers like “I’m no expert, but...” when presenting her ideas. Disclaimers diminish the value of ideas.
Selling requires sharing the successful sales results that salespeople have achieved with other customers.
Telling a customer about increasing revenue or lowering costs for other customersis not bragging. It's part
of the information customers need to make an informed buying decision.

Since women share more information with more people than men do, al salespeople should make sure they
are asking their female customers for referras. Female customers will be more likely to share the
information with you. Take advantage of this opportunity to build your business.

Changes in early childhood experiences may change the gender dynamics in the future. | suspect gender
differences will always be with us. Recent research shows actual structural differences in the brains of men
and women. The good news is the research shows the behaviora traits are not fixed. Both males and
females can learn to adopt different approaches. | can recommend additional reading if you would like to
learn more about thisarea. Meanwhile, let’s celebrate the differences and learn the best from each other.
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Fees
Keynote $5000
Seminars/Workshops $5000 Includes handouts for breakouts

Real-World Sdling for Out-of-this-World Results by Maura Schreier-Fleming
$20/copy; bulk rates available

Secrets of Persuasion $20/copy; bulk rates available
Audio CD

Best@Selling 972 380 0200
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In the Media

Jobbers World February 2004

STREET TALK

s ¢

[s low price the only thing you offer your customers? Then you
have Kmarr shoppers for customers. But Kmart is bankruptnot a
great role model for success. The majors are right. They want
jobbers to upgrade their sales staff. What the majors want to
happen is a beginning. The outcome will be good for both the
jobber's and the major's business. Here’s why, and what also needs
to happen.

There is no such thing as a natural born salesperson. |
Some salespeople think they can sell without additional training. By Mawra Schreier-Fleming
They're wrong. Their idea is to talk their customer into Maura@BestatSelling.com
submission, but they quickly find that this way of selling will only

create resistant prospects. The biggest myth in selling is that great

salespeople are the best talkers. They're not. Great salespeople are sales staffs receive the same training as the jobbers’ staffs.
great listeners. They learn how to master this skill. They hear what Just as in the past, selling requires creating a strong
their customers mean. They speak in a way that makes it easier for business relationship with customers. Today, a business
their customers to listen to them, to understand their selling relationship alone is not enough. Customers today do
messages. That's what skilled listeners do. Then, once they do business with people they like who also provide value. That’s
talk, great salespeople ask great questions. They learn this skill, what the majors are trying to do. When jobbers work with
too. Selling without additional skills is like being a talented golter them, both jobbers and their customers will benefit. -

and expecting great performance without additional coaching.
Good luck! With coaching, the golfer will reach a higher level or
performance and do it faster. They'll avoid creating bad habits,

too. I’s the same with selling. That’s why added training is needed Continued from page 3
Yo 3%, they say, “This can’t continue with rejection rates
What's an upgrade! Product knowledge and technical now approaching 10%.” Ultimately the value of used
knowledge are just two components of upgrading a sales staff. drums will go down as the use of lightweights goes up.
Certainly, knowing about how the product performs is important As a result, jobbers will pay more for reconditioned
knowledge that can be used to sell the product. Yet too many drums, or at least may receive less credit for drums
salespeople who sell technical products think that telling is selling. returned coupled with potential scrap charges. Although
It's not. Just talking about a product’s increased oxidation stability this will close the gap between the price of lightweight
will not sell it to a customer. The majors need to provide the and reconditioned drums and could make them appear

training that shows how the technical aspects of the products they to be on nearly equal footing in terms of cost,
)

produce translate into customer benefits. The majors should reconditioners warn that this can be very misleading. If

provide examples of how the products will impact customers the number of turns is reduced by only one due to the
bottom lines. The majors need to provide testimonials from compromised durability of lightweight drums, someone
satisfied users so the jobbers’ sales staffs can sell more easily using o A T ) Lot o A Y e P
cycle of a
these testimonials. AT

o ] ) drum that would normally provide five turns. For this
We're in this together. Now that the majors want jobbers .
‘ , . reason, and others, some jobbers have already
to upgrade their sales staff, they shouldn’t expect the jobber to do - dad handling fee. Alit h

) ) ) - o implemented a drum-handling fee. Although some ma
it alone. The majors need to provide the training and do it in a be shy ab harei h fg b & bby
) i ) e shy about charging such a fee because it puts a jobber
way that meets the jobber’s budget and time constraints. Should 2/ S L !
o at a price disadvantage on the street, over time, not
you use technology and conduct teleconferences that minimize the doi i
need for travel? The majors could provide sales coaching via oing so could put the jobber at a cost disadvantage.

telephone that could reinforce the technical training. At every Many chemical distributors have been passing on a drum

meeting the major hosts to discuss technical issues, they should handling fee for years. Maybe the time is now for

provide sales training as well. And mostly, make sure the major’s lubricant jobbers to consider doing the same.
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www.BestatSelling.com Maura Schreier-Fleming



13

In the Media

Dallas Morning News
March 9, 2003
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In the Media
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SELLING

BSTRATEGIES
by Maura Schreier-Fleming

Maura Schreier-Fleming is a professional salesperson, sales trainer,
and motivational speaker. An engineer by training, she was Mobil Oil's
first female lubrication engineer in the U.8. With over 20 years of sales
experience, she teaches the art and science of selling with a unique,
hands-on perspective and a great deal of real-life insight. She can be
reached at MauraSF@Worldnet.att.net or 972.380.0200.

The Product We Sell

If someone asked you what vou
sell, what would you say? Oil,
chemicals, insurance — whatever
product you sell, right? We reallv
sell something so much bigger
than the products and services
our customers pay us for. In small
dollar sales the customer is less
conscious of value. With larger
sales, the product and the result-
ing relationship with the buyer
are harder to separate...so you are
selling yourself.

What makes up a relationship that
adds value to your products? Our
credibility, reliability, and antici-
pation of customer needs are the
keys to a successful sales relation-
ship. Our credibility comes from
every action a customer sees. We
have the opportunity of gaining
or losing credibility with each
promise we make to a customer.

Our integrity is the most unique
and valuable product we can of-
fer. If you are in sales for the long
haul (and why wouldn’t you be?),
this is the product that ALL cus-
tomers WANT to buy. We all
know examples of salespeople
who over promise and under de-
liver. These people make it harder
for us to do our jobs. It’s sad when

a salesperson fails to say, “I don't
know " if that's the case, rather
than pull a fast one on the cus-
tomer. It's perfectly acceptable to
sav “I don't know.” Then vou fol-
low up with “but, I will find out.”
When vou do, vou have enhanced
vour credibility.

Our credibility, reliability,
and anticipation of
customer needs are the

keys to a successful
sales relationship.

Every customer values reliability.
Nothing is worse to a customer
than dealing with the unexpected.
When you say you will find out,
you earn more relationship value
points. Tell your customer when
you will get back with him, but
do it faster than you promised!
Know what’s important to each
one of your customers. Treat ev-
erything you say as a sacred
promise to your customer. Re-
turning phone calls, sending in-
formation, following up on details
are all part of the promises you
are obligated to keep.

Needs are different for each type

of account. What is important to
an end user might be different for
a distributor. Do you know what
is important to your customers?
Have you asked them? You
should understand the critical is-
sues for each type of your custom-
ers. You must anticipate the needs
of your customers and provide
what they value. When you know
what is important to them, you
can help them meet their business
needs. On time deliveries are es-
pecially critical for manufacturing
facilities where downtime is ex-
pensive. However, a jobber might
have more inventory on hand and
can be more flexible. If the
jobber’s inventory is low, on time
delivery becomes his critical issue
very quickly!

If you believe your product is all
you sell, then you're making it
harder for yourself to get busi-
ness. Your prospects can buy your
product from many other suppli-
ers. With specs being tougher to
meet, more and more products are
becoming harder for customers to
distinguish. Understanding what
you really sell will help you in-
crease your sales while you cre-
ate stronger business relation-
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Reference Letters
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