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sales

Then one day, as my frustration reached a 
peak, I sought out one of the most respected 
leaders in the company, a fellow named Dave 
Reddig. I approached Dave with this, “Dave, why 
are people so resistant to the program? Don’t 
they understand that it will make them better?” 
Dave responded with, “How do you think people 

feel when you sit in that car seat 
next to them and tell them all 
the reasons why this program 
is so important to the company, 
without ever really finding out 
what they think about it?”

It was that day I realized that 
leadership is sales. The same 
skills needed to engage a cus-
tomer are the same skills need-
ed to engage an associate. It’s 
not about telling the “custom-
er” what they need to hear. It’s 
about using your greatest weap-
on of influence to move people 
toward you. That weapon is…
QUESTIONS. Why Ask Ques-
tions? Here are 10 reasons why.

no. 1: Questions get them 
to tell you what they want and need
Average and below-average leaders TELL the  
people they are leading what they should want 
and need. The PRECISE Leader instead asks the  
employee what they want and need, and then 
delivers their coaching focused on fulfilling those 
wants and needs. 

By Brian Sullivan 

From Manager to Leader
ten reasons you need to become a master questioner

I
n the mid-90s, the company I worked for asked me and two other associates to put 
together a new sales training program to be rolled out to the entire organization. I 
believed in the material in this program and felt that it was vital to the continued suc-
cess of the company. After being promoted to Regional Sales Manager, I felt that it 

was my duty to make sure every employee I touched communicated effectively. The only 
problem was that while I was jamming the program down their throats, I was breaking 
every communication’s principle I was teaching. The more I “sold” the program, the more 
people felt like they were being sold. 
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no. 2:  Questions isolate real  
issues from bogus ones

Average and below-average managers spend too 
much time solving the wrong employee issues. They 
make too many assumptions as a result of asking too 
few questions. As a result, they deliver the wrong 
feedback and coaching. The next time an associate 
comes to you with an issue, FIRST understand that 
the problem he is coming with is NOT the real issue. 
There is another one that is waiting for YOU to un-
cover. Be patient, ask more questions, and you will 
uncover the problem BEHIND 
the problem.

no. 3:  Questions reduce 
resistance

How do you feel when somebody 
is telling you what to do? Do you 
stand firm and keep your walls 
up? Do you have a tendency to 
be skeptical of what that person 
says to you? Remember, state-
ments cause resistance. Ques-
tions, on the other hand, allow 
others to express themselves. 
When their lips are moving and 
yours are not, the “coaching” en-
vironment changes. 
 
no. 4:  Questions make  

employees feel  
in control

People feel in control when they 
are talking. When you ask ques-
tions of your employees, you are 
inviting them to talk. The more 
they talk, the more in control 
they feel. The more in control 
they feel, the more comfortable 
they are, and the more willing 
they will be to bring down the 
defenses that make it difficult for 
you to do your job.

no. 5: Questions give the leader control
Lawyers are notorious for manipulating their 
witnesses with questioning techniques. If you 
had the opportunity to watch some of the infa-
mous Casey Anthony case, you saw how good 
some attorneys are at subtly “leading” a witness. 
The key word here is subtle. The most success-
ful attorneys are ones that empathetically ques-
tion their witness, get them to share informa-
tion, and then help lead them to the attorney’s 
predetermined conclusion.  

no. 6: Questions get 
them fired up
When great leaders, speakers 
and motivators want to get 
their audience fired up, they do 
it by asking a question that de-
mands a response. Evangelical 
ministers are masters at using 
questions to stir emotions in 
their congregations. If you ever 
have attended one of these ser-
vices or have seen one on TV, 
you know that when the pastor 
asks, “Can I get an amen?” The 
response is usually a resound-
ing, “AMEN.” If that pastor wants 
to stir just a little more emo-
tion, he will ask again. “I said…
can I get an AMEN!” If he has to 
ask twice, watch out, that sec-
ond amen will blow the doors 
off heaven. 

no. 7:  Questions allow 
employees  
to sell themselves 

Leader: “How do YOU think we can 
make the team more productive?”

employee: “Well, I really think it 
would save us tons of time and …”

a common 
mistake 

amongst 
rookie 

managers 
is that they 
believe that 

they have 
been given a 

leadership role 
because they 

know more 
than the  
next guy.
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Your employees can sell themselves even better 
than you can sell them … if you let them. Ask them 
a question that allows them to tell you how and why 
something can be improved. And watch how their 
conclusions are often exactly what you were think-
ing and feeling. But because they “thought” of it, they 
own it. And if they own it, you don’t have to “sell” 
them on anything … because they sold themselves. 

no. 8:  Questions 
prepare them to 
sell to others

While you may be the leader of 
your team, there are Captains 
that make up the team when 
you are not around. These Cap-
tains often carry major influence 
with the team and are extreme-
ly important in the successful 
implementation of your message. Make it a habit to 
ask them questions that will better prepare THEM to 
deliver YOUR message when you are not around.

Leader: “Mike, what part of our solution do you think 
will resonate most with the team?”

Captain: “Well, while I think they may initially be skepti-
cal, I think if we remind them how it will make our lives 
easier, they will buy into it.”

Leader: “Mike, how do you think it will make our  
lives easier?” 

The more the Captain talks, the more he is sell-
ing himself. Don’t be surprised if he gives a better 
rendition of the presentation than even you!

no. 9:  Questions may get  
you better answers

A common mistake amongst rookie managers 
is that they believe that they have been given a 
leadership role because they know more than 
the next guy. That may be the case; it may not. 
So don’t assume you know the best way to han-
dle everything. Believe, and expect that the per-
son or team you are coaching has input that you 

never considered. By believ-
ing that the person you coach 
is as smart as you, you will be 
more inclined to ask more and  
deeper questions.

no. 10:  Questioning 
yourself  
will give you 
confidence

Confidence is essential in communication, and 
the first person that needs to be sold on an idea 
or corporate directive is you. So before you ever 
enter the team meeting or individual coaching 
session, ask yourself the questions that your 
employees might ask you. Play devil’s advocate 
in as many ways is possible. If you don’t have 
the answers to your own questions, find them. 
Once you are able to answer most of your own 
questions, you will then feel more certain in 
your mission. 

So this month, stop making so many state-
ments and start asking more questions. By under-
standing and using your greatest weapon of influ-
ence you will no longer be a Supervisor, Manager, 
Director, VP or CEO. You will now be called Leader 
by the people who matter most. [FI]

Brian Sullivan, CSP teaches salespeople and leaders how to influence more 
people in his PRECISE Business Development Programs. Sign up for a FREE 
Online Training Module on How to Become a Master Questioner by going 
to www.precisesellingonline.com.  Or visit him at www.preciseselling.com.

To commEnT  
on ThIs ArTIclE  
click here
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editor’s note: Technology is playing an increasing role in the day-to-day 
business of sales reps. In this department, First Impressions will profile the latest 
developments in software and gadgets that reps can use for work and play.

BlackBerry fights to stay relevant
Have you driven a BlackBerry lately? Increasingly, the 
answer is probably “no.” Facing ferocious competition 
from the Apple iPhone and Google’s Android, Re-
search in Motion – which makes the BlackBerry smart-
phones and tablet – announced in July that it would 
cut its workforce by about 2,000, or about 10 percent. 
But one week later, Canadian-based RIM announced 
plans to roll out five new smartphones. The phones 
won’t use the company’s recently acquired QNX op-
erating system, but instead, will run on an update to 

RIM’s existing BlackBerry software, according to the 
Wall Street Journal. RIM says the phones will offer faster 
Web browsing and search capability, including voice-
enabled search functions and enhanced, high-defini-
tion video recording capacity. At the end of the first 
quarter of this year, smartphones that run on Android 
made up 50.9 percent of the North American market, 
followed by the iPhone operating system at 27.1 per-
cent and RIM, at 16.5 percent. RIM’s market share fell 
from 41.3 percent in the first quarter of 2010, accord-
ing to Gartner Inc., a technology advisory. 

group messaging on any phone
GroupMe enables group messaging on any phone 
that can text, regardless of who makes it or what op-
erating system it runs, according to a review in the 
Wall Street Journal. There are three notable features 
in the new GroupMe app for Android, according to 
the paper: It’s programmable and usable through 

GroupMe’s website, so groups can be set up there and 
group conversations can be continued there; it lets 
users directly message just one person in a group for 
more private messaging; and its app for smartphones 
now works around the world in 90 countries with 900 
carriers. But the downside to group chats is that not 
everyone in the group will want to share everything 
they say with everyone else. GroupMe’s newest An-
droid app is now available. A new iPhone app is ex-
pected soon, and GroupMe apps for BlackBerry and 
Windows Phone are expected to be updated this fall.

Solid-state speed
They may cost ten times as much as hard 
drives, but solid state drives, or S.S.D., are 
not only twice as fast as hard drives, but 
they’re really not that expensive. Prices 

have come down and the increased performance is 
worth the extra expense, according to the New York 
Times. Hard drives are stacks of disks coated with mag-
netic material that rotate on a spindle like an old-fash-
ioned L.P. record. But instead of a needle, the drives have 
little drive heads that pivot back and forth across the 
disks to read and write data. Solid-state drives have 
no moving parts, so there is no waiting for disks to 
spin or the dither of drive heads to execute com-
mands. Consequently, laptop users spend half the 
time waiting for their devices to boot up, or docu-
ments to open. Solid-state drives also generate less 
heat, are quieter than hard drives, and consume less 
power. Apple this year began offering solid-state 
drives as an option on all its computers. But they 
come at a hefty premium. For example, a 256GB sol-
id-state drive adds around $600 to the cost of a Mac-
Book Pro. Solid-state drives are standard in Apple’s 
MacBook Air and iPad tablet computers. [FI]

Consequently, laptop users spend 
half the time waiting for their devices 
to boot up, or documents to open.
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What does it take 
for dentists to fill 
their chairs?
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Tactics such as this are not 
uncommon at Herzog’s prac-
tice. But, as far as he’s con-
cerned, “this is nothing more 
than southern hospitality.” Sure, 
gimmicks may “give a dentist an 
edge,” he says. “But, this is noth-
ing more than what I would do 
if someone came over to my 
house. I would go above and 
beyond to make them comfort-
able and want to return.”

Indeed, if there’s a way to 
razzle-dazzle patients, Herzog 
is on to it. He does what it takes 
to make his patients comfort-
able during their visit – so much 
so that it might be argued that 
many of them look forward to 
their next appointment! Wheth-
er it’s annual free whiteners or 
a Botox injection, he pulls out 
all the stops. And, it appears to 
be working. His Dallas-based 
practice, Floss, has recently ex-
panded to the Houston and Aus-
tin areas. It is no longer enough 
for dentists to simply give their 
patients a great experience, 
he points out. “We must give 

our patients something to talk 
about,” he says. “When a patient 
tells [his or her] friends it was 
a great experience visiting the 
dentist, [he or she] must be able 
to say why.”

“Botox [treatments] are of-
ten very attractive to patients, 
especially if they can get it while 
they’re at an appointment that 
they are already scheduled for,” 
Herzog explains. “This is a natu-
ral fit, as we are familiar with 
using needles and [working on] 
the facial area. My patients love 
this. I have patients that return 
for their Botox treatment, along 
with their checkup!

“Today, dentists must give 
their patients something they 
want to come back for,” he con-
tinues. “We need to motivate 
patients to return for what they 
need.” It’s not enough to educate 
them on the importance of bi-an-
nual checkups and cleanings, he 
notes. Knowing what’s good for 
them is rarely the factor that gets 
people to change their behavior, 
he adds. 

C
lint Herzog, DDS, may not want his patients to drink sugary colas, but a cold 

one in the waiting room – well, that’s another story. Adult patients who visit 

any of Herzog’s offices in Texas may likely be found sipping wine or relaxing 

with a beer while they wait for their appointment. No, he doesn’t carry a li-

quor license; he simply must abide by state liquor laws. For a long time, he listened to his 

patients complain about their anxiousness over trips to the dentist. “I hated that patients 

don’t like going to the dentist,” he says. “They would tell me, ‘No offense, but…’” Well, of-

fense taken, he notes. The alcoholic beverages relax his patients, and they appreciate the 

gesture, he points out.

“today, 
dentists must 

give their 
patients 

something 
they want  

to come  
back for.”

– Clint Herzog, ddS

Clint Herzog, ddS
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Serving a need
The perks certainly serve a purpose, but they’re not 
all it takes to run a high-end dental practice. “Patients’ 
expectations have soared,” says. “Their dental IQ is 
much higher today. The days of dentists saying, ‘I am 
the dentist and this is what you need,’ and then hav-
ing patients pay at the front desk, are gone.” Patients 
today need a good reason to be loyal to their clini-
cians, he adds. 

“I think all of this is great,” Herzog continues. 
“Dentists can either ride that wave or let it clobber 

them.” In other words, dentists must have the lat-
est and greatest technology, he points out. “It’s not 
enough anymore for dentists to tell patients they 
know what they’re talking about,” he says. “They 
must show them.” Indeed, dentists aren’t natural 
salespeople, he points out. Intraoral images or digi-
tal X-rays go a long way to illustrate a point, he notes.

It’s also important for dentists to meet their 
patients on their financial terms, he continues. “[At 
Floss], we serve a need that hasn’t always been 

served in the past,” he says. “We provide high quality 
work and service while working with the patient’s 
insurance company.” In fact, his practice is part of a 
PPO plan, he adds. “Many high-end dental businesses 
are not in this network,” he says, noting that insur-
ance can provide as much as a 40-percent savings 
for patients. “We also offer payment plans,” he says. 
“We meet our patients where they need to be met.”

That said, Herzog points out that distributor 
sales reps should do the same with their dental cus-
tomers. “Sales reps should help dentists add value 

to their business all of the time – not just when they 
are selling equipment,” he says. “I think the majority 
of dentists out there would like their sales reps to 
show them how to increase their revenue and de-
crease their expenses.”

It’s a matter of “depositing into the well” – or the 
rep-dentist relationship – so that there is something 
to draw on when it’s time to make that big sale, Her-
zog points out. The saying goes, ‘If you want some-
thing, give it away,’ he notes. “If you want friends, 
you must be one,” he says. “If you want grace, you 
must give it.” 

And, if sales reps want a value-based rela-
tionship with their dental customers, they must  
provide value. [FI]

To commEnT on ThIs ArTIclE
------------------------------click here

“I think the majority of dentists out 
there would like their sales reps to 
show them how to increase their 

revenue and decrease their expenses.”
– Clint Herzog, ddS
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personal finance

Investing is not meant to be comfortable. Ironically, 
it’s the uncomfortable and lonely decisions that 
often prove to be most successful in the long run. 
Two powerful human emotions, fear and greed, 

cause people to invest with a “rear-view mirror” strategy 
that is often detrimental to long term financial success. 
In a deep desire to feel emotionally comfortable, the 
investor masses corner themselves into a narrow cat-
egory that many seem to believe is 
the “holy grail” of financial success go-
ing forward. The asset class of choice 
is almost always exclusively what has 
worked well in the recent past. 

History has shown that chasing 
returns is a sure recipe for medio-
cre long-term performance at best, 
and perhaps devastating financial 
consequences at worst. Remember 
the new economy era? In 1999, TMT 
(Technology, Media, and Telecom) 
stocks were the “only” place to be – until the dot-com 
collapse a short time after. Punished by magnificent 
declines in their stock holdings and tempted by histor-
ically low interest rates, money then poured into real 
estate, which the “experts” seemed to believe would 
go up in perpetuity. The public jumped in with both 
feet, with very little money down, only to learn the 
hard way that real estate prices can indeed fall back to 
earth. Gravity always trumps greed in the long run!

Recently, with interest rates at multi-decade lows 
(and bond prices at stratospheric highs) money has 
poured into fixed income assets at an astounding pace. 

Many investors believe that corporate, municipal, and 
U.S. Treasury Bonds will continue to provide safe and 
steady returns with very little capital risk, primarily be-
cause bonds have done so well in the midst of the stock 
market and real estate collapse. The bond bull market, 
which began on September 21, 1981 when long term 
interest rates were north of 15 percent, is getting rather 
“long in the tooth”. History suggests that today’s bond 

investor may be in for a seriously un-
pleasant surprise when long-term in-
terest rates reverse course.

Behavioral finance and the cycle 
of human emotions demonstrate 
that as investments grow in value, 
investor confidence rises. These feel-
ings of optimism lead to euphoria 
after returns have been most favor-
able. This is often the point of maxi-
mum portfolio risk. Conversely, as 
investments lose value, confidence 

diminishes, and feelings of denial, fear and even des-
peration take hold. There is a feeling of utter despon-
dency when returns have been most unfavorable. This 
is often the point of maximum potential opportunity. 

In the investment world, perhaps nothing is more 
difficult to learn than the fact that the price of a security 
is lowest when most people are selling and at its peak 
when most are buying. Understand our emotions, and 
we are well on our way to investment success. When 
you feel like selling, it may actually be a great time to 
grit your teeth and buy…if you feel like buying, per-
haps it’s time to take a cold shower and sell! [FI]

John Sammut, a Financial Advisor with RBC Wealth Management, helps individual investors, families and corporations organize their financial affairs 
so they make better decisions, improve results, and enjoy a peaceful state of mind.  You can reach Sammut by telephone at (315) 423-1425, by email at john.
sammut@rbc.com or visit him on the web at www.johnmsammut.com

The opinions expressed in this report are those of the author and are not necessarily the same as those of RBC Wealth Management or its research 
department.  RBC Wealth Management did not assist in the preparation of this report and makes no guarantee as to its accuracy or the reliability 
of the sources used for its preparation. This information should not be construed as a research report, as it is not sufficient enough to be used as 
the primary basis for investment decisions.  Past performance is no guarantee of future results. RBC Wealth Management, a division of RBC Capital 
Markets, LLC, Member NYSE/FINRA/SIPC

By John Sammut and RBC Wealth Management

“SeLL, SeLL, 
SeLL! What?  

they’re all sell-
ing? Well then 

BUY, BUY, BUY!”
-rodney dangerfield  

in Caddyshack

Your Own Worst Enemy
managing emotions is key to investment success
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Burkhart dental pledges  
$110,000 to support scholarships
Burkhart Dental Supply (Tacoma, WA) pledged 
$110,000 to support a series of Burkhart Dental Supply 
Scholarships over the next six years at the University 
of Washington School of Dentistry (Seattle, WA). Four 
students, one from each class, will receive the annual 
award, renewable each year, with the preference of the 
awards given to under-represented minorities. Bur-
khart president, Lori Burkhart Isbell, said “these schol-
arships were our first step in fulfilling our vision. Hope-
fully we will have the opportunity to make additional 
impacts in the world by supporting small businesses, 
and if we’re able to do that through supporting future 
dentists who can turn around and positively influence 
the people in their circles, all the better.” For more infor-
mation, visit www.burkhartdental.com.

Crosstex announces management changes
Crosstex International (Hauppauge, NY) announced 
the addition of Leann Keefer, RDH, MSM as general 
manager of the Confirm Monitoring Systems facility 
in Denver, Colorado and as the company’s director 
of education. Keefer brings more than 20 years of 
dental industry experience, having recently served 
as manager of professional relations and education 
with DENTSPLY International (York, PA). Keefer will 
formulate and develop the company’s educational 
program. In this capacity, she will be responsible for 
the design and implementation of a long-term global 
professional strategy for Crosstex to assert leadership 
within the oral care field, as well as within various in-
stitutional educational organizations. For more infor-
mation, visit www.crosstex.com.

Septodont goes live with customer service
Septodont (Lancaster, PA), a manufacturer of anes-
thetics and dental materials, discontinued its auto-
mated phone system in favor of a live, friendly voice. 

In place of the automated service, Septodont has 
implemented a phone tree that connects callers to 
customer service personnel who have been trained 
to answer questions on Septodont products and 
company. This change is part of the company’s on-
going efforts to provide excellent service. For more 
information, go to www.septodontna.com.

3m donates oral  
scanners to U.S. dental schools
3M Community Giving, the charitable giving arm 
of 3M (St Paul, MN), announced that it will donate 
Lava™ Chairside Oral Scanner C.O.S. impression-tak-
ing systems as part of its goal to advance academic 
excellence in higher education. The donation in-
cludes support from 3M’s dental division, 3M ESPE, 
to successfully integrate the technology into dental 
schools. Dental schools selected will meet several cri-
teria including number of students, proximity to 3M 
facilities and demonstrated capability to integrate 
digital dentistry into their curriculums. 3M Commu-
nity Giving donates cash and products to education 
and nonprofit organizations to strengthen com-
munities in the United States where the company 
has facilities. Investments are primarily in technical, 
engineering, business schools and efforts that fur-
ther teaching and learning. For more information 
visit www.3M.com or  www.3Mgiving.com.

air techniques’ Spectra™ Caries  
detection aid wins Pride Institute award
Air Techniques Inc (Melville, NY) was recognized as 
one of 16 companies to receive the Pride Institute’s 
(Novato, CA) Best of Class Technology Award for 2011. 
Air Techniques’ Spectra™ Caries Detection Aid was an 
honoree in the Clinical/Diagnostic category for Car-
ies Detection, and was one of two companies to win 
this award two years in a row. A panel of dental tech-
nology experts selected this year’s winning products 
through an unbiased, rigorous assessment selection 
process. The winning technologies were selected by 
majority vote and divided into four categories: Foun-
dational, Diagnostic, Therapeutic, and Emerging. For 
more information, visit www.airtechniques.com.

To commEnT on ThIs ArTIclE
------------------------------click here

A recent published study found that a tighter-� tting 
face mask may provide up to 100-fold greater 
reduction in exposure to potentially infectious 
particles than a loose-fitting mask!*  The patent-
pending design of SecureFit masks creates a tight, 
customized � t for enhanced infection control. Help 
your customers reduce the risk with SecureFit – 
the next generation of Crosstex face protection!

Introducing SecureFit™ masks – 
custom fit for better protection! 

Face Masks
• Conform to any size or 
 shape face.

• Form a tight seal with 
aluminum nose and 
chin pieces that 

 significantly reduce 
 gapping at the top, sides 
 and bottom of the mask.

• Available in all 3 ASTM 
 performance (� uid 
 resistance) classi� cations: 
 Low, Moderate and High.

Surface Disinfectants Patient’s Choice®
Personal Barriers

Sterilization Environmental  Barriers

888-276-7783  •  crosstex.com

0 / 100 / 63 / 29    PMS 201C 40% BLACK

Do your customers’ masks have
gaps in their defenses?

Samples available at crosstex.com
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Check us out on ConneCtConneCt



W e  a r e  p e o p l e  p r o t e c t i o n.®


