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R.E.S.P.E.C.T. 
 

Great philosophers: 
Stephen R. Covey 

Og Mandino 
Peter Drucker 

Aretha Franklin 
 
 
When you sing R.E.S.P.E.C.T., you hear: 

 
We want to say to the customer: 
 
What   _ _ _    _ _ _ _.  Baby,  _’ _ _   _ _ _   _ _! 
 
What   _ _ _   _ _ _ _ . Do you know   _ _ _ _   _’ _ _    _ _ _   _ _? 
 
 
The customer wants us to know: 
 
All I’m asking for is  _   _ _ _ _ _ _  R.E.S.P.E.C.T.   (Just  _   _ _ _ _ _ _   _ _ _!) 
 
Find out what  _ _ _ _  _ _ _ _ _  _ _  _ _ ! 
 
 
Basis of business contained in these lines: 
 
R.E.S.P.E.C.T. : 
   
Relating to 
Every  
Single 
Person (Customers and co-workers) 
Exceeding  
Customers’ 
Thinking 
 
 
We earn respect when we… 
 
Under-promise, over-deliver 
Be the person that you were hired to be 
Proactively communicate 
Apologize when you make a mistake  
 
When you make a decision… 
When you take action…  
What would ’Retha do? 

 



 

R.E.S.P.E.C.T. 
Page 3 of 5  
 

 
P.O. Box 1577 

St. Petersburg, FL 33731 
www.profitsplus.org 

 
Resources Order Form 

Today's prices reflect a 20-percent savings off regular prices! 
 

 

 
Filled with 251 strategies 
for increasing business 
with retailers. Also a 
great read for retailers. 

 
$15 

 

 

  

 

 
Create and see each of 
your next 12 financial 
statements (includes a 
disk for computer 
installation). 

 
$25 

 

 

 

 
 

Ideas Book #1 

 
Advertising and 
promotion ideas that 
have been proven to 
work at little or no cost.  

 
$8 
 

 

  

 
 

Ideas Book #3 

 
Advertising and promotion 
ideas that have been 
proven to work at little or 
no cost.  

 
$8 
 

 

 

 
 

Ideas Book #2 

 
Business-building and 
managing ideas to 
increase profits and 
reduce expenses. 

 
$8 
 

 

  

 
 

Ideas Book #4 

 
Business-building and 
managing ideas to 
increase profits and 
reduce expenses. 
  

 
$8 
 

 

 

 

 
A collection of 50 of the best 
of Tom Shay’s columns from 
65+ trade journals and 
magazines. (PDF format on 
CD) 

 
$15 

 

 

  

 

 
A second collection of 50 
of the best of Tom Shay’s 
columns from 65+ trade 
journals and magazines. 
(PDF format on CD) 

 
$15 

 

 

 

 

 

29 posters providing 
inspiration, education 
and motivation.  

 
$15 

 

 

  

 

 

This deck of cards creates 
an interactive event for 
employees to learn how to 
work better with 
customers. 

 
$15 

 

 

AMP 

 
Calculator 

 
Make your annual 
advertising, marketing 
and promotional plans – 
guaranteed to keep you 
on budget and on task! 

 
$30 

 

 

  

 

 
Screen savers for your PC 
containing photos of store 
displays and the best 
ideas from the Power 
Promoting books. 

 
$15 

 

 

VALUE PACKAGE 
 
 
 
 
 
 

 

Get the complete 12-piece set of Profits+Plus Tools which includes: 
 

EZ Cashflow™ How to become the Powers Posters Collection 

All 4 Idea Books   Preferred Vendor Power Promoting PC 

Big Deal Cards What Does Tom Say? Screen Savors 

AMP Calculator What else Tom Say?   

 
$175 

 

 
 

EACH ITEM SOLD WITH A GUARANTEE TO MAKE YOU MONEY! 

Name: Business Name: 

Address: City, State, Zip: 

Phone #: e-mail Address: 

Credit Card #: Expiration date: 

Signature: Today’s Date: 

Please send me the monthly e-retailer via 
e-mail FREE! 
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Solving problems 
with SARA 
 
By Tom Shay 

Recently I had the opportunity to participate in 
an employee-review program for a local 
company. They give each of their employees 
great latitude in resolving customers’ needs by 
Educating each employee in a technique 
entitled "SARA." Take a look at how the 
acronym SARA can be adapted to your 
business. 
 
S stands for “scan.” Ask the customers 
questions about their wants and needs. Many 
times these two words can be very different. 
Their “want” may have been created by talking 
with others, but their “need” is far from that. 
What about the customers who walk in wanting 
to buy a certain type of product? How do they 
know this is the best choice for them? 
 
What type of product are they currently using, 
and why do they want to replace it? Too often 
the choice is made based upon their friend’s 
being a more knowledge person, and they 
think the new product will help them improve. 
 
A stands for “analyze.” From the questions 
asked, your employees should be able to 
gather the facts and draw a conclusion. Of 
course, this gives a hearty endorsement for the 
idea of having team meetings for your 
employees. But while we are providing product 
knowledge, let's also talk about sales 
techniques. 
 
In this example, your salesperson might know 
the right answer immediately. But how much 
confidence will the customer have in the 
answer that may appear to be "off the cuff"?  
Asking additional questions, taking a few 
notes, and responses such as "I see," or "I 
understand," gives a customer a distinctly 
different impression of your salesperson's skills 
and efforts. 
 

Most customers will think your employee is 
genuinely interested in their wants and 
needs. The answer may be the same as if 
the employee had answered in the first 30 
seconds, but customers are more likely to 
appreciate the additional conversation and 
eventually the answer. 
 
R stands for “respond.” What would it look 
like if a salesperson were to ask all of these 
questions and then show the customer 
several products? Not only have we asked 
questions and given verbal responses, but 
now we are demonstrating to the customer 
each of the possible solutions your 
salesperson has found. 
 
In regard to the salesperson’s utilizing this 
technique, what if they were to respond to 
the customer with, "In light of what you 
have told me, these are the three products 
that will best suit your purpose; please allow 
me a moment to explain the differences." 
 
This technique sure beats walking the 
customer to the shelves of products and 
saying, "We must have 40 or 50 different 
variations in here. You are sure to find what 
you want among these. Call if you want any 
help." 
 
Returning to our first response example, this 
would also be an excellent time to suggest 
an add-on sale. "We have some lovely 
accessories that would accent your new 
purchase. May I show them to you?" 
 

SOUND ADVICE FOR BUSINESS 

BONUS ARTICLE 
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Solving problems 
with SARA (continued)   

By Tom Shay 

The surprising part of these phone calls 
came with the remaining 98 calls; 16 of the 
98 people called actually walked into the 
business within the next two weeks. 
 
Can this SARA and follow-up phone call 
technique work for you? Absolutely! Does 
any of your competition do this? If not, then 
more than advertising, SARA and a phone 
call will do more to differentiate you from all 
the competition in your trade area. 
 
Think again about what differentiates you 
from your competition. If one of the 
differences is price, then may I suggest you 
have a problem, for someone is always 
cheaper on everything you sell. If you use 
SARA and a follow-up phone call, you will 
probably be the only business in the 
community that does so.  
 
And if you are unique, you have no 
competition. 
 

A stands for “assessment.” Review your 
current style of sales approach and consider 
making some of these changes. In your 
shop, what would your customers think 
about your business if they received a phone 
call a week later to ask how the liked the 
product they had purchased? 
 
What would your sales look like if the next 
question you asked during this phone call 
was for the names and numbers of anyone 
else who had expressed an interest in that 
product. For as surely as someone has 
purchased something and is pleased with it, 
you know he or she will be telling others 
about that purchase. 
 
I have seen stores that have an assigned 
staff person to call people and ask these 
types of questions. They developed this 
technique after researching their customer 
database and were surprised at the number 
of people who had not shopped in their 
business in the previous six months. 
 
Every weekday, they made a point to make 
10 calls. Their message was they had noticed
the customer had not made any purchases of
late and that they were giving a personal 
invitation to come in and shop. Of 100 calls, 
their results were fairly consistent: two 
people would say they were unhappy with 
the business and were not planning to 
return. 
 
While no one wants to hear this, the shop 
was at least provided the opportunity to try 
to again earn the customer's business. 
 
 

SOUND ADVICE FOR BUSINESS 

BONUS ARTICLE 


