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Introduction

Envelope Presentation
If I can put $2.00 in your bank account would you be willing to give me $1.00?
All'l need to do in order to do that is review your (telecom, merchant services, small package shipping and
courier, waste, electronic logging devices, eSignature, fuel, facility supplies, less than truckload, software as a
service, uniforms and linens, unified communications as a service, compressed gases) invoices
You;
1) Incur no expenses
2) Use no internal resources
)
)

3) Incur no risk
4) Are in charge of the go/no go decision on my recommendations

To the company;

| have reviewed my clients records and uncovered some errors as well as better options for my client
The results are in my report — please forward the $2.00 to my client
Best Part — You will receive the $2.00 every month!

Better Part — We only receive our one dollar for 36 months and then the entire $2.00 stays in your bank ac-
count!
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A single slip of paper folded over 50 times would create a stack how high?
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Introduction

Linda is 31 years old, single, outspoken, and very bright. She majored in
philosophy. As a student she was deeply concerned with issues of discrimination and social
justice, and also participated in anti-nuclear demonstrations

How likely is it that Linda is:

a) A teacher in an elementary school

b) A bank teller

c) Insurance Agent

d) Works in a book store and takes yoga lessons

e) A bank teller and is active in the feminist movement

Manual Revised: April 3 2025 7
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Introduction
Engage Due Diligence Pull The Trigger

I E I

Emotion vs. Intellect in Buying Decisions
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Introduction

Opportunity isnowhere.

A pessimist sees the difficulty in every opportunity; an optimist sees an opportunity
in every difficulty. — Sir Winston Churchill

Attitude - It’s In Your Control!
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Introduction
Two Shoe Salesmen

Two Shoe Salesmen

There is a tale about two shoe salesmen who travel to a developing country in search of new business

opportunities.

One man calls his wife the moment he lands, telling her, “Honey, I’'m coming back home. There’s no hope
here. Nobody here is wearing shoes, so there’s no one to sell to.” He boards the next flight home.

The second man calls his wife and says, “Honey, you wouldn’t believe what | found here. There is so much
opportunity. No one here is wearing shoes. | can sell to the whole country!”

There’s opportunity everywhere. When we have a consciousness of expecting the magic to happen, it will
happen. We’'ll find the right people, we’ll move in the right circles, we’ll ‘bump’ into the right solutions. It all
starts with that opening in the mind.

Manual Revised: April 3 2025 1 O
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Introduction
Miscellaneous

Situation

You just finished working for the 17th straight day. You have averaged 12-hour days during the week and eight
hours per day on weekends. Your clients are demanding quick service and there seems to be no end in sight.
You have eleven more projects to complete within the month. You remember your child's name but didn't
realize they had pierced their nose. Your spouse told you last night that the kid had done it three weeks ago.

Despite being challenged for time and sanity you still have to attend the annual Chamber of Commerce dinner
because you are President. You walk in the door of the dinner meeting and

the first person that greets you says “Hey Pat, | haven't seen you in a while, how's business?”

Your reply is...?

Manual Revised: April 3 2025 11
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Introduction
Credos

1) Business is great and we're looking for more!

2) Satisfied customers are my best referral source. | just have to tell them | want new business and ask for
referrals

3) Good is the enemy of great

4) We not |

5) | love (Tell your prospects what you love most about what you do, it creates enthusiasm,
confidence and curiosity) — talk about your passion; talk about your mission.

6) The critical few. The trivial many. It's all about results.

Think about your activities. Are you getting bogged down by trivial tasks and issues that don't really affect the
success of your business? You should be focusing on the few critical priorities that drive results.

Manual Revised: April 3 2025 12
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Introduction
We Implore You To

WE IMPLORE YOU TO............

Read the marketing manual — on a periodic and regular basis

Start with small clients to begin your business

Manual Revised: April 3 2025 13
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Introduction
Small Client Examples

Small Client Examples:

1. Accountant’s Personal Tax Practice

2. Original Franchisee Story

3. Early Franchisee Story

4. Start With Community Vendors
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Introduction
Your Community Vendors

Enter Date Here

Enter Community Vendor Here

Enter Community Vendor Name

Enter Community Vendor Address Here
Enter Postal Code Here

Dear Community Vendor First Name:
As you know, I have been a customer of yours for some time now. Actually, I would describe myself as a satisfied customer who has
been more than happy. I know in my business, satisfied customers are our most important asset, and hopefully you feel the same way.

As one of your satisfied customers who has helped your business increase your success in the past, I would like to show you how our
business can increase your profit even more.

I know that sounds aggressive, but the reality of our service is that we cannot possibly decrease your bottom line. In other words, there
is no cost for our professional service.

All we do is examine all of your essential business services, such as telecommunications, merchant services, small package shipping
and courier, waste, electronic logging devices, eSignature, fuel, facility supplies, less than truckload, software as a service, uniforms
and linens, unified communications as a service, compressed gases. We make sure you are being billed correctly, and you have the best
prices and services available to you. If we are unable to find ways to increase your profit, then we don’t charge any fees!

First of all, you would be surprised how often there are overcharges in these invoices. We recover that money for you!

Secondly, with all of the changes to these industries on a daily basis, it is impossible to keep up with all of your options. That’s what
we do for you — and our only fee is to share in the savings we identify for you for a limited period of time. The rest goes directly to
your bottom line — forever!

The result is that we review your service invoices and contracts, and we bring you recommendations to increase your bottom line. If
we can’t find anything for you, then there is no fee. That means that it’s a risk-free service with the only possibility being to find you
extra money for your bank account, or we simply confirm that you have everything the way it should be at no cost.

Either way, you win!

One other important point to make is that we don’t sell you anything. We are completely independent of any vendor of these services,
so we are only looking for the best options for you, based on what you need.

Just as I have been a customer of yours, I would like to show you how you will benefit by being a customer of mine!

Yours truly,

Type Your Name Here
Schooley Mitchell

Manual Revised: April 3 2025 1
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Introduction
Your Community Vendors

Community Vendors Checklist Discussed
Pulse

Leverage your relationships and make money at the same time!

The time when you have the most leverage is when you are ‘giving’, so it only makes sense that your stron-
gest position is when you are buying something. Make a list of everyone you buy from or transact with — go
through your bank statements and credit cards.

Letter Sent Discussed Subscribed

Company Name | Contact Name | S " 0% Pulse to Pulse

Appliance dealer

Car dealer

Car mechanic

Insurance agent

Real estate agent

Electronics dealer

Computer dealer

Clothing store

Hairstylist

Church

Sports association

Recreation association

Grocery store

Shoe store

Favorite restaurant

Bank/credit union

Travel agent

Contractor

Plumber

| O O O O O O O Oy O O A O O 2 O
| O O O O O O O Oy O O A O O 2 O
| O O O O O O O Oy O O A O O 2 O
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Introduction
Your Community Vendors

Letter Sent Discussed Subscribed

Company Name | Contact Name | . =1y Pulse to Pulse

Electrician

Sports store

Painter

Service club

Accountant

Lawyer

Financial planner

Kids activities

School

School board

Day care

HVAC

Garden center

Landscaper

Doctor

Dentist

Other medical

Hardware Supplier

Professional Assoc.

Specialty stores

Spouse's vendor

O O O O O O O O O O O O O O O O Oy g g o
(0 0 0 0 e ey e g e e e e 2 e e )
O O O O O O O O O O O O O O O O Oy g g o
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Introduction
Your Community Vendors

Promote Your Suppliers
Unsolicited promotion of every company where you buy goods or services — business and personal vendors
Every time you buy something, think of networking!
1) Letter of recommendation — once per week for a different vendor for a year
Use the testimonial generator

2) Video testimonial — once per week for the following year

Let business owner know by sending a letter, then post the testimonial to your splash page with a link back to
their site. Also post to your LinkedIn, Facebook, etc.

3) Share on social media and post to review sites eg. Angie's List, TripAdvisor, Yelp, Google Review, LinkedIn

recommendation

Sample testimonials and letters available in the Warehouse:
Libraries > Sales & Marketing Library > Promote Your Suppliers

Manual Revised: April 3 2025 19
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Introduction
Your Community Vendors

Promote Your Suppliers

Example of a testimonial that you write without being asked for every business where you purchase business
goods or services. Use the second paragraph to promote them generally and the rest to describe your
experience and happiness. Never use the exact same letter twice.

No Date
To Whom It May Concern,

I recently met with a colleague at Earl’s restaurant for a business lunch and my experience could not have been
better.

Earl’s is the fastest growing Casual Dining restaurant chain in the city. They feature a varied fare to appeal to all
tastes with very reasonable pricing. Each restaurant boasts a certified chef to ensure quality standards are met
for each dining experience. They really focus on special care for their clientele.

From the minute I walked in the door I was treated with respect and professionalism. I was greeted with an
earnest smile and a happy greeting. They really did make me feel that they were pleased that I had chosen their

restaurant for my business lunch.

At Schooley Mitchell we focus on getting to know our clients and colleagues so business lunches are frequent.
My experience at Earl’s stood out.

The service was great and the food was great as well. The atmosphere was conducive to a good, professional
conversation with my guest. While I know it was just lunch they made me feel welcome and satisfied to the
degree that I felt compelled to write this letter of recommendation.

I really would recommend Earl’s to any business person wishing to entertain clients and build solid relation-
ships.

Yours truly,

Jane Smith
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Introduction
Your Community Vendors

Promote Your Suppliers

An example of a note you can send to the owner of the business that you are sending the testimonial to on an
unsolicited basis. Explain the values they receive because of this letter.

Dear Peter:

The last time I was at your restaurant, [ had a very pleasant experience. Actually, it has always been a pleasant
experience every time I visit for my business lunches and meetings.

As a result, I thought I would write a letter of recommendation for you. I don’t know if you will find it useful
but I hope you do.

I have mailed you a hard copy so you have that to use as you wish but I am also sending you an electronic
version to use as well. When my customers recommend me I find it useful to post the note on my website and
social media sites, and also to send to people from time to time.

I will also post it to my website at www.schooleymitchell.com/smith with a link back to your website for you.
Hopefully that will create a little extra traffic for you, and if nothing else that link back to your site will create

some search engine optimization value for you.

I really appreciate your commitment to run a great business and I just wanted to show you that sometimes
people take note of a job well done.

Yours truly,

Jane Smith
Schooley Mitchell
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Introduction
Your Community Vendors

Promote Your Suppliers

Example of a testimonial that you write without being asked for every business where you purchase personal
goods or services. Use the second paragraph to promote them generally and the rest to describe your
experience and happiness. Never use the exact same letter twice.

No Date
To Whom It May Concern:

When I go to a convenience store to pick up a few supplies I don’t really expect too much. However, whenever [
visit Quick Stop at Front and Lake I always feel as if [ have been treated well.

Quick Stop is a chain but each store is customized for the neighborhood where they operate. They stock thou-
sands of commonly needed items so their customers can meet their needs without having to deal with the big
grocery stores. Lots of parking and friendly service is their motto.

I would say they meet that standard every time I visit. Whether it’s Jenny Chan, or one of her well trained
employees that serves me, it’s always friendly and efficient. I don’t think I have ever visited the shop when they
didn’t have what I needed.

I appreciate the hard work that Jenny puts into her small businesses and I would recommend her Quick Stop
store to everyone within driving distance.

Yours truly,

John Smith
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Your Community Vendors

Promote Your Supplier

Note to the owner of the business that you are sending the testimonial to on an unsolicited basis. Explain the
values they receive because of this letter.

Dear Jenny:

Every time I visit your store I come away feeling that you have gone out of your way to be friendly and helpful
to me.

As a result, I thought I would write a letter of recommendation for you. I don’t know if you will find it useful
but I hope you do.

I have mailed you a hard copy so you have that copy to use as you wish but I am also sending you an electronic
version to use as well. When my customers recommend me I find it useful to post on my website and social
media sites, and also to send to people from time to time.

I will also post it to my website at www.schooleymitchell.com/smith with a link back to your website for you.
Hopefully that will create a little extra traffic for you, and if nothing else that link back to your site will create
some search engine optimization value for you.

I really appreciate your commitment to run a great business and I just wanted to show you that sometimes
people take note of a job well done.

Yours truly,

John Smith
Schooley Mitchell
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Client Evaluation Criteria

Prospect's Evaluation Criteria

As a professional advisor to business clients (accountant, lawyer, architect, engineer, cost reduction
consultant), what criteria do you think those business clients evaluate before they choose you as an advisor
rather than choosing a competitor. List five criteria that you feel will be evaluated, beginning with the most

important.
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Introduction
Client Evaluation Criteria

A Marketing Study in the United States, based on actual responses by prospective
business clients, documenting the reasons they picked particular professional firms

for service, resulted in the following ranking:

1) Specialization in their particular industry

2) Recommendation of other clients

3) Recommendation of third party (lawyers, bankers)

4) Aggressiveness of the firm

5) Current client list — who is on it

6) Size of organization

7) Fees
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Introduction
Client Evaluation Criteria

Accounting firm partners completed the same survey and picked Fees as No. 1
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Schooley Mitchell 4x4 Concept

THE SCHOOLEY MITCHELL 4X4 CONCEPT

The four Purposes of Business are:
Get Customers

Satisfy Customers

Keep Customers

Grow Business with/from Customers

The four Basic Currencies of all trade are:
Money

Time

Security

Knowledge

4x4 Concept - Purpose and Benefits/ Objectives and Currencies

Get Money
Satisfy X Time
Keep Security
Grow Knowledge
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Introduction
Schooley Mitchell 4x4 Concept

THE SCHOOLEY MITCHELL 4X4 CONCEPT

Delivery

Our marketing strategies and execution of our assignments must center around the
delivery of these currencies to our Clients. Each strategy must be driven by the
achievement of the purposes of business, and the purpose must be clear with

each strategy.

Message

Our message must clearly state how we will deliver benefits to our Clients in these currencies.
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Introduction
Schooley Mitchell 4x4 Concept

THE SCHOOLEY MITCHELL 4X4 CONCEPT

TIME Let's talk lettuce!

MONEY We cannot decrease your bottom line ... the only possibility is to increase it!
We are the cost reduction experts!

SECURITY We don't have a horse in the race. All solutions are for your benefit and not the suppliers
benefit. The security is that we find the right solution — for you.

KNOWLEDGE We are the largest cost reduction consulting organization in North America.
We deliver that wealth of knowledge to you!
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Introduction
The Four Cornerstones

Our specialty is expense reduction!

Our entire advertising and marketing strategy centers around the concept
of specialization and expertise.

Independent
Obijective
Professional
Expert
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Introduction
Wil = FM

Remember when you are prospecting:

The world's most popular Radio Station:

Wil - FM

What's In It for Me?
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Ask for a Briefing

Ask for a Briefing

Strategy: Ask for a Briefing

e “I'm not sure if | can help you”

e “I'd like to show you so | can determine if | can help”

e Briefing in 14 days (or 21) — schedules are usually not filled that far out; people will commit that far out

Sample

Hi, this is Dennis Schooley from Schooley Mitchell calling.

I’m an Optimization Specialist for the [auto] industry. | help companies cut your business costs in several
areas, all those costs below the gross margin line, the costs that cause death by a thousand cuts, all from an

independent standpoint. I’'m not sure if | can help you or not, which is why I’'m calling.

We’ve helped other companies like yours and I’d love to be able to come in to show you what we’ve done for

them. It will help me determine if we’re able to do the same for you.

I'd like to set up a short briefing, it should take 20 to 30 minutes. Do you have something open on your

calendar two weeks from now?
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Scripts
Two Line Intro — What We Do

Always be the first to ask what they do — listen with interest, empathy, and ask a few questions.
They will always ask what you do. Your response:

We are the profit keepers.

Two Line Intro - What We Do

We’ve had a couple of people ask me what we use for a one-line explanation when asked what we do (OK -
two liner). Here’s a great teaser which then will get people to ask further questions so you can go into your
more descriptive stories and elevator speech.

“You know how business people pay too much for their telecom, merchant services and courier and don’t
know if they’re paying the right amounts? That’s what we do — we help make sure they’re not paying more
than they should be paying to their vendors.”

“By describing a common problem first, it helps the potential client perceive a need and then they see you as
the potential solution.” (Jeff Mowat)
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Elevator Speech Sample — Core Service
Elevator Speech Sample - Core Service

Our core service is pretty simple. We review everything you do for our expense categories with a view to save

you time and money.
Our audit includes the review of most of your expenses below the gross margin line.
We do three basic things.

Firstly, we make sure that you are being billed correctly, and you would be shocked how often we find
mistakes. Then we would get your money back for you and put it back in your bank account.

Secondly, we will check your services for you to see if you are paying for things you don't either need or want.

Thirdly, and more important than the other two we examine the whole marketplace using our specialized
processes and tools to identify the best prices possible while maintaining the same level of service for you.

Two really great things about our service:

1) One, our Fees are self-funded from the savings; if we don't find savings for you, there is no fee at all - just a
free audit. What it really means is your vendors are paying us.

2) Two, we are completely independent of all vendors - we only look out for your best interests. We don’t have
a horse in the race.
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Telecom or IT Manager
Telecom or IT Manager

While you deal with the important projects that are on your plate, we can work behind the scenes for you and
analyze the nitty-gritty bills for you — we can look at it on a phone-by-phone, line-by-line, service-by-service
basis for you. We have specialized tools and staff available to do those things that are just impossible to get
at with your busy schedule. We can probably help you identify some savings, and we'll prepare a report for
you to take to the board. We really work behind the scenes to see if we can help you identify some areas
where you can create some budget room for more important projects that you would like to implement.
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Fee Based Job

Fee Based Job
There are a number of reasons we can help you:

The suppliers know that we are familiar with the market so they tend to keep their pencils sharp — we probably
recover a good portion of our fee for you through reduced pricing.

You can concentrate on your business, while we spend our time dealing with vendors, technology options,
and comparing quotes. We spend our time making sure we're comparing apples to apples for you.

Through our knowledge and experience, we help you get the right thing, at the right price, from the right
supplier — for now and for the future — we help you avoid mistakes.
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Service Agreement Description — Common Language Short Version
Service Agreement Description - Common Language Short Version

Our Service Agreement is pretty simple.
1) It says that you want me to do this

N

It says that you are going to give me the records | need to do my work

w

)
) It says that you get last call on go-or-no-go
)

N

It describes how we calculate things

(¢)]

) And it says you will not take advantage of me

You can follow up any meeting by emailing the summary to your prospect ‘just to provide a quick summary

for you to help in your review’
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Distinctive Value
Formula

(EV + DV) x T = PS
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Stress and Knowledge

Stress and Knowledge

1. Identify Stress/Dissatisfaction

e Better Questioning Techniques; the real stress of the business and the individual you're speaking to (see
Questioning Techniques section)

¢ Not necessarily related to our core services but in general

2. Remove Stress
¢ Better Presentations — Best Solutions

e Can we cause knowledge to be delivered that addresses the REAL stress of the business AND the

person

3. Examine Events
e Examine current events to determine who may be stressed by a particular event

e Can we provide something of knowledge/value to address that stress thereby building a trusting

relationship?

4. Ask The Question!
¢ When you’re not working 12 hours a day, what do you do for fun?

o How long have you been doing that?

o Really? What kind of ____ ?
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Distinctive Value
High Touch

High Touch

¢ High Touch Creates Trust — as long as it's meaningful
Causing Action
Change Will Only Happen If:

¢ Pain is so great they have to

® Pleasure is so good they want to
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Distinctive Value
Connect in a Meaningful Way

Connect in a Meaningful Way
® Pulse — lllustrates caring; nobody else does it
e Drip Marketing

* Personal Interest — Deliver knowledge-based information (Distinctive Value) to address the personal

interests of the individual

0 When asked how you knew something personal about your prospect, explain: “Because it’'s my
business to know my clients and potential clients.”

e Acknowledge the anniversary of signing your Service Agreement with them each year; Show the
importance of the relationship and send them something of value

e Send thank you cards and letters

e ook for ways to deliver personal value — Think hard about this process!

Manual Revised: April 3 2025 41
Confidential - -



SCHOOLEY MITCHELL 'ﬁ " SCHOOLEY
MARKETING MANUAL N7, MITCHELL

Distinctive Value
High Touch
Introduction to The Pulse

Dear (Recipient First Name):

One of the great programs we have at Schooley Mitchell is called ‘The Pulse’, also known as The Schooley
Mitchell Business Education Network.

We provide this program free of charge to all of our business contacts, and to all of our clients. It’s just an added
value we provide to the people we have come to know.

The program is both educational and enjoyable. We will send an email to you every couple of weeks containing
one of the following items:

1) A short video or audio of a prominent business speaker that we have engaged
(informative and enjoyable)

2) A book review of a recent business book (we know you’re often too busy to read the whole book and yet the
information can be so valuable to help keep you up to date with current practices and ideas)

3) A brief article about a pertinent business topic of the day

I have arranged to have ‘The Pulse’ delivered directly to you. Of course, you can opt out at any time, but |
think you’ll find it very valuable if you give it a try a couple of times. If the item delivered has business value
for you then you will benefit on an ongoing basis but if a particular item doesn’t interest you then you can

simply delete it.

This program is just our way of helping you with your everyday business strategies
and challenges. Enjoy!

Yours truly,

(Your name)
Schooley Mitchell
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The Pulse Library

The Pulse Library — Send to Contacts

The Warehouse will now have a section called “Pulse Issues . This area archives all issues of The Pulse that
have been sent out in the past. Each new Pulse issue will be archived in this area after it is sent out.

If you have a client, contact, or referral source that might have an interest in any of the topics that are in the
inventory, you can now send them any of the Pulse issues along with your custom comments.

As you know, putting a contact on The Pulse program will ensure they get the sample note, as well as all
future Pulse issues from that point forward. However, that also means that new people won't get the issues
that have already been sent. That's why we're making them available to you to use as additional electronic
marketing collateral with some “oomph .

This is a custom method of providing Distinctive Value to contacts based on their interests, and your individu-
al efforts. You can complement the current issues of the Pulse with any of these
issues that you feel are appropriate for any of your contacts or clients.

Note 1: The default introductory Pulse that every new entry into the system receives contains the Ted Ed
video How to Practice Effectively for Just About Anything, the Motivation Management article, and the book
review for Daniel Pink’s To Sell is Human. You may not want to send those particular issues because they will
get them if you enroll the contact in the program. You can also customize the introductory Pulse issue with
videos of your choice if you prefer.

Note 2: Sending the Pulse inventory issues will not automatically enroll the recipient in the
program itself, so be sure you do that as well.

Note 3: You can test the system to see what it looks like by enrolling as a recipient on the easy to use form in
The Warehouse.
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Drip Marketing Campaigns

Drip Marketing Campaigns

The purposes of a drip marketing campaign:
a) Stay in touch with many people simultaneously
b) Stay in touch regularly with any one person — each touch is a rose
c) Provide valuable information to others (DV) — be a giver
d) Use technology to enhance your practices
€) Be progressive

We have put together a number of campaigns with content for you. For example:
a) Let’s say you want a drip campaign to promote your own services at Schooley Mitchell that you can

use with prospective clients and referral sources etc.

b) Let’s say you want to give people advice about using social media in their business

c) Let’s say you want to send simple sales tips to people in order to help them in their businesses

d) Let’s say you want to stay in touch with prospects who have gone cold by sending Good News sto-
ries

e) Let’s say you want to leverage large client case studies with prospects or other contacts so they see

the value we deliver

¢ Selling Schooley Mitchell Services — these items are complementary to your selling efforts, they are not your
selling focus. You will not get a boatload of clients just because you send out emails, each one is a deposit

into the relationship bank account.

* You can add or subtract to the campaign as you see fit to send to your audience(s)
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High Touch
DV Items

Note to your contact explaining why you are sending a DV item. Also includes a reinforcing statement that you
get most of your business through referrals from happy clients.

November 8, 2024
Hi Frank:

I was doing some research on the web yesterday for one of my clients who was originally referred to me by one of

my happy clients. [ came across this article that I thought would interest you. I copied the link below for you.

I don’t know if you have already seen it or not but it seems to be relevant to your business so I thought I should

send it to you in case you find it useful.
I hope it has some value for you.
Yours truly,

David Schooley
Schooley Mitchell

(Warehouse > Libraries > Sales & Marketing Library > Client Accountability)
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Business Distinctive Value

To All Consultants:

There was a question on the Prospecting webinar yesterday related to Business Distinctive Value. The
Warehouse CRM system has a spot to record Personal DV as well as Business DV.

Personal DV would include things like personal interests, hobbies, sports, etc. Business DV would
include things like business stresses, issues, problems, and concerns, as well as interests and

opportunities.

The point of recording these types of things is that they are fully searchable. As a result, if you come
across a good article about golf, you can call up all your contacts that have golf as an interest and
send them the information.

An example of business DV, might be if you came across an article, book, website, video, or other
resource or referral that related to any subject you have recorded in the database such as - staff
retention, employee motivation, office politics, interested in international markets, distribution
problems, etc. As you can see, there can be all kinds of subjects, stresses, and interests recorded

here so you can address them or provide related information as you are able to do so.

This type of information can be gold to you. The CRM system is the spot to record the information so
it can be queried at any time in the future for you to take action. Those interests and issues will always
be recorded in your contact’s record, and can also be queried by subject or keyword etc.

Dennis
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DV Program

To All Consultants:
Re: Distinctive Value Program

One of the Distinctive Value items we suggest to send to contacts, prospects, and clients is an article
of interest that may have an effect on their business or industry. As long as it is something current
that may provide value to them, or pertinent knowledge to them, it will in turn provide value to you by
sending it. The value will be in relationship capital.

We are providing an article to you that may be interesting to some of your contacts, prospects, and
clients so you can send it to them. You simply have to decide which ones will receive benefit if you
send it to them.

In some cases it may be appropriate to send them the link included below via email. In most cases it
will be more effective to clip or print the article itself and send it with a hand written note. Don’t be lazy
with this — clip it, send a short note, and use the snail mail to really make a mark.

Each time you do this it will ensure that the recipient knows that you are thinking about them and
going out of your way to provide value to them. It doesn’t matter if they’ve already seen the item you
are sending. It’s still a touch from you - it’s a rose.

We are instituting a program whereby we will provide these articles of interest for certain industry
segments on a periodic basis. You choose how many people it will apply to and use it accordingly.

You should not do this too often with any one person so it becomes bothersome. However, you can
judge to whom you should send each article, and also to how many of your contacts, prospects, and
clients.

Article for the Week: The Internet of Medicine Is Just What The Doctor Ordered

Technology, driven by the Internet of Things (loT), is poised to make a big change to the healthcare
industry. The loT holds the key to lowering medical costs, improving quality and making healthcare
more personalized, accessible and affordable for average patients. The Internet of Medicine (loM)
will increasingly rely on recurring revenue arrangements, and its impact could soon exceed a trillion
dollars per year.

Suggested Contacts:
- Medical, Dental, Veterinary, Optical, Pharmaceutical
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DV Program

Example of note to your contact (send what you feel is most appropriate):
Hi <<Client Name>>
| recently came across an article | think you might enjoy reading. It discusses how technology is
poised to dramatically transform virtually every aspect of medicine. By giving patients immediate
access to information about the state of their health, the Internet of Medicine (loM) could help usher in
a new era of highly personalized, self-directed healthcare. | hope you find this article as interesting as |
did!
Regards,

<<Franchisee Name>>

Article URL: http://techcrunch.com/2016/02/16/the-internet-of-medicine-is-just-what-the-doctor-
ordered/">The Internet of Medicine Is Just What The Doctor Ordered

Kind Regards,

Joe
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Sales & Marketing Training Overview

1) Perceptions of Others — Emotion Driven — Amygdala — Not Logical
2) Attitude - It’s in Your Control — Positivity — You Decide
3) Start Small

a. 20 to 30 small clients

b. Every one of them is a referral source

c. Learn the process at every stage

d. Will create revenue flow sooner

e. Start with your own community vendors

f. Can get some medium clients as well but must get a volume of small clients to build referral

sources

4) Promote Your Suppliers
a. Write a letter of testimony — do it — every week for a different vendor

5) Prospects Evaluate You
a. Do you have industry experience?
b. Do your clients recommend you?
c. What do other professionals in the community say about you?

6) It's always the answer and/or discussion point
a. Money
b. Time
c. Security
d. Knowledge

7) Scripts — You must know them - cold
a. Phone
b. Quick intro — Two Liner
c. Elevator pitch
d. IT person pitch
e. Fee based pitch
f. EPP
g. Who is Schooley Mitchell
h. Common Service Agreement description
i. Envelope Presentation
j. Flaming $100
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Sales & Marketing Training Overview

k. 50% Objection

l. Implication Questions

m. Referral requests

n. Paid Referral requests

0. We can do it ourselves objection

p. We have great vendors objection

g. We have a contract objections

r. Value Report Introduction — with pride
s. Pulse explanation

t. Introduction request

8) Deliver Distinctive Value as your client/prospect values it
a. Ask Questions
i. Business level
ii. Job level
ii. Personal level

b. Use our internal tools
i. Pulse
ii. Handwritten notecards
iii. Drip programs
iv. DV articles distributed by Head Office weekly
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Endless Chain — Existing Clients

¢ Existing clients

e Paid referrals
e Clients
¢ Networking contacts
e Sales people — Bird dogs
¢ Friends/Acquaintances
e QOrganizations/Associations

Centers of influence

Client accountants

Consultants/Business advisors

Networking

e Your sphere of influence
e Chamber

e BNI (etc.)

e Service clubs

e Charities

e \endors/Suppliers

e Participation groups

e General
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Referrals
Endless Chain — Existing Clients

Fact

¢ A segment of the population is looking for our service right now

e People want referrals

e People don't want to pick randomly for accountants, lawyers, doctors,
insurance agents, real estate agents, mechanics, etc

Referred leads are:

Easier to close

Have fewer objections

Have stronger loyalty

Remain clients longer

e Have more trust
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Referrals
Endless Chain — Existing Clients

Most opportunities are never advertised -

Clients hire people who have become known to them.
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Referrals
Endless Chain — Existing Clients
Looking vs Not Looking

How many SHOULD be looking?

Not Looking Current
Active
Real*

Evaluations

Power person driven

Business issues defined ONLY 3% - 5% ARE LOOKING
Requirements on paper BASED ON THESE CRITERIA
Evaluation team in place

Our job is to turn those that are not looking into “looking”

Referrals are the best weapon to inform those that are not
aware of our service and value
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Referrals
Endless Chain — Existing Clients
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Referrals
Endless Chain - Existing Clients

e Referrals of existing clients — No. 1 source for new clients, along with specialization in prospect's

vertical

e Use “Schooley Mitchell”, not just your own experience until you accumulate significant clientele,

when discussing current clients

e  "Welcome Letters” to all new clients
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Referrals
Endless Chain — Existing Clients
Welcome Letter

Welcome Letter Sample
(Template in WAREHOUSE)

Enter WELCOME LETTER Date Here

Enter Client Company Name Here
Enter Address Here
Enter Address Here
Enter Address Here

Dear Client Name:

We would like to extend our warmest welcome to you as our new client. It is our privilege to include <client
name> in our firm’s list of clients and you can be assured that we will honor our pledge to provide services on a
professional, confidential and timely basis.

We are pleased that our base of happy clients has expanded significantly in the past year. In fact, business is
great and we’re looking for more. We have welcomed over 5,000 new clients in the past year, most of them
acquired by referrals from other satisfied clients. If you know of any other organizations that might benefit from
our specialized cost reduction expertise, please let us know.

Our intention is to serve you with our personal attention in the timeliest manner possible. Primarily, we will
deliver great value to you by increasing your profits through cost reduction and acting as watchdogs over your
vendors so you can concentrate on your core business without having to worry about service-related issues or

costs. If you have any questions or concerns, please call us directly at any time.

Yours truly,

Enter Your Name Here
Schooley Mitchell

Warehouse > CRM >Manage > Client Relations Letters > Welcome Letter
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Tell & Ask

Tell and Ask - “T&A” or nothing happens

Tell
e Tell your client you are looking for more business

e Tell your client you think you’ve done a good job

e Tell your client they can help you grow your business

Manual Revised: April 3 2025 57
Confidential - -



SCHOOLEY MITCHELL 'ﬁ " SCHOOLEY
MARKETING MANUAL N7, MITCHELL

Referrals
Tell & Ask

Ask

Ask for six separate things:
1) Referral directly to another prospect
2) Testimonial letter
3) Reference approval

)
)
4) Paid referral relationship
5) Introductions

)

6) As sociation

1) Ask if they will refer to you. you must be specific:
¢ Neighbours North-South-East-West
¢ \Vendors
e Customers
¢ Networking associates
¢ Personal connections

2) Ask for a testimonial letter upon the completion of every assignment (Warehouse)

e |t's preferable if your client writes it, but if they are too busy there is nothing wrong with offering to
write it for them so they can approve it and copy it onto their letterhead for signature. Call them to
offer to write it if they don't respond within a reasonable time.

e Don’t give up on this — it’s one of our most valuable weapons! Go back and ask again if you’re not

successful the first time.
3) Ask if you can use them as a reference for others to call

4) Ask if they are interested in a paid referral relationship (shared revenue model) — share the wealth

5) Ask if they will introduce you to others, preferably by bringing their contact to coffee or lunch with you.
If they aren't able to do that, a telephone or email introduction would be the next best steps.
Those who don’t ask, don’t get
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Relationship Building

Deposit into the Relationship Bank Account

e Put them on The Pulse Program — as many employees as possible
¢ Put them on a Drip Marketing Campaign

¢ Deliver Distinctive Value to your clients

¢ Take a Client to Lunch (TACL) — co-ordinate and track

¢ Organize an information session for a specific client and their staff
o Topics could include phone etiquette, phone system training, voicemail training

¢ Organize an information session and invite your clients
o Ask them to bring a guest
o Send follow-up letters for each participant

e Take a client to a seminar/show put on by someone else (Internet, Chamber of Commerce, Business Semi-
nar, etc.)

o Ask them to bring a guest

e Send handwritten note cards when something of “note” happens in their business
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Promote Your Clients
SMARRT Introduction

SMARRT Introduction

Please do not explain the program to your client ahead of time. You are just asking for a negative reaction if
you do that.

Think about when you received a gift from someone that was unexpected and how good it made you feel.
That's much, much better than saying, “Hey, I'm going to give you something tomorrow.”

If you try to explain what the program is all about you are missing a significant part of the value. Expectations
get out of whack and misunderstanding takes place. By simply continuing to deliver the individual values in
the program unexpectedly your likability increases much more. If you explain that we will be doing this, or
doing that, each month in the future you will get people that will say, “Don't bother.” Lost opportunity.

Just let it happen and don't over think it. Just do it as outlined in The Warehouse. The feedback we continue
to receive is nothing short of fantastic so please just trust the process and don't even mention it to the
recipient.
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Referrals
Promote Your Clients
SMARRT Relationship Builder

Promote Your Clients

Execute the SMARRT Relationship Builder steps to promote your clients:

Send your client a small package of Schooley Mitchell logo chocolates along with a handwritten note.
Send a Schooley Mitchell flashlight with a handwritten note.

Do a positive review for your client on Yelp, Angie’s List, TripAdvisor, Spiceworks, Google Reviews,
etc.

Send a Schooley Mitchell Branded Starbucks Card with a handwritten note.

Promote your client by drafting a short promotional message and posting it on your social media sites
including LinkedIn, your Schooley Mitchell Facebook page, and your Splash Page. Send an email to
the client to explain.

Post the logo/image from the client website on your Splash Page in the News and Resources section,
under the title ‘Featured Client,” with a link back to their site. Send an email to the client to explain.

Send a testimonial letter to your client electronically, along with a note of explanation, and offer to
send a hard copy in the mail. The testimonial can endorse their goods or services, or touch on the
company’s work in the community, charitable efforts or awards.

Warehouse > Libraries > Sales & Marketing Library > Promote Your Clients
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Promote Your Clients
SMARRT Relationship Builder

Promote Your Clients (continued)
Execute the SMARRT Relationship Builder steps to promote your clients:

8) Send your client a Schooley Mitchell thumb drive with valuable content on it including unique music
and a short video featuring Harvard Business School social psychologist Amy Cuddy. Send along an
email to describe the content.

9) Draft an email asking your client for a time to do a short interview with one of our media specialists,
who will write a feature story for them - for our website and theirs, and their social media. This story
can feature them or their business or a charity. Follow up with a phone call if they don’t respond to
email.

10) Send your client a book of current interest along with a note.

11) Draft an email to your client asking them if they have any promotional video/audio/materials that you
can post for them on your Splash Page. Explain the value it would provide to them.

12) Send your client more valuable content links
13) Send your client a handwritten note on the anniversary date of your Service Agreement with them

14) Put your client on the Sales Tips Drip Marketing Program and send them an email let them know they
can use it to send to their contacts.

Warehouse > Libraries > Sales & Marketing Library > Promote Your Clients
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Promote Your Clients
SMARRT Relationship Builder

Not every client will be a natural fit for each step of the SMARRT Relationship Builder. Consider substituting
steps with the following:

e Send your client a Distinctive Value article.

¢ Put your client on the Pulse and send them a note to let them know they can share the content with
their own contacts, use in newsletters, etc.

¢ Ask your client if they would like to put on a webinar/seminar to pass on their special knowledge and
skills to your other clients.

e Send an email to another client/contact promoting your client's products or services.

¢ Write a recommendation for them on LinkedIn.

Use Google Alerts to keep tabs on your client:

¢ Set up alerts for their name and their business name, and any new content indexed online or any
mentions in the news will be delivered to your inbox.

¢ Use that information in your relationship building strategies. For example, if they win a big award and
are featured in the newspaper, you will receive an alert. You can then promo that accomplishment
online, or reach out to them to offer congratulations with a handwritten card.

Warehouse > Libraries > Sales & Marketing Library > Promote Your Clients
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SMARRT Relationship Builder

1) Send your client a small package of Schooley Mitchell logo chocolates along with a handwritten note.

Hi <Contact Name>:

I wanted to drop you a line to officially welcome you to Schooley Mitchell. To show my appreciation for the trust
you’ve placed in me as we start this engagement, I’ve had a small box of Schooley Mitchell chocolates sent out to
you in the mail.

I look forward to working with you and I hope you enjoy the chocolate!

Yours truly,

<Consultant Name>
Schooley Mitchell

2) Send a Schooley Mitchell flashlight with a handwritten note.

Hi <Contact Name>

I just received some new promotional items to share, so I’ve sent a small Schooley Mitchell flashlight in the mail
to you. Keep your eyes open for the package.

I hope it comes in handy!

Yours truly,

<Consultant Name>
Schooley Mitchell
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Promote Your Clients
SMARRT Relationship Builder

3) Do a positive review for your client on Yelp, Angie’s List, TripAdvisor, Spiceworks, Google Reviews, etc.

Dear <Contact Name>:

I wanted to let you know I posted a positive review for you on Google. If you would like anything changed, just
let me know and I'm happy to have my marketing team follow up with you. I thought it might help to spread the
word online.

Yours truly,

<Contact Name>
Schooley Mitchell

4) Send a Schooley Mitchell Branded Starbucks Card with a handwritten note.

Hi <Contact Name>

I know your days are busy, and thought I’d send over a Starbucks gift card in case you needed to grab a coffee or

snack. Your hard work does not go unnoticed!

I’ve sent via mail, so please keep an eye out for it and let me know if you don’t receive it.

Enjoy!

<Consultant Name>
Schooley Mitchell
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5) Promote your client by drafting a short promotional message and posting it on your social media sites
including LinkedIn, your Schooley Mitchell Facebook page, and your Splash Page. Send an email to the

client to explain.

Hi <Contact Name>:
At Schooley Mitchell, supporting businesses in our community is a top priority. To help with this, I have posted a
short promo for you to my website, LinkedIn, and Facebook.

Website
LinkedIn
Facebook

Hopefully, this will create more exposure for you. If anything needs to be changed, please let me know and I'd be
happy to have my marketing team follow up to adjust it.

Yours truly,

<Consultant Name>
Schooley Mitchell

Dennis Schooley
Schooley Mitchell
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Promote Your Clients
SMARRT Relationship Builder

6) Post the logo/image from the client website on your Splash Page in the News and Resources section,
under the title ‘Featured Client,” with a link back to their site. Send an email to the client to explain.

Hi <Contact Name>

At Schooley Mitchell, promoting our clients has always been a top priority. To help boost your online presence, I

am planning on uploading your logo and a link to your business page to my website within the next 24 hours.

When it goes live, it will appear in my Featured Clients news feed. A sample image showing how it will display is

attached to this email.

Hopefully, this will create a bit of visibility for you and help raise the profile of your business. If you’d prefer not
to be featured, or anything needs to be changed, please let me know and I'll have my marketing team follow up

with you.

This is just one of the ways I can thank you for the business we do together. As one of my valuable clients, it just
makes sense to help promote you. Your success is our success. Please let me know if there is anything else I can
do for you.

Yours truly,

<Consultant Name>
Schooley Mitchell
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Promote Your Clients
SMARRT Relationship Builder

7) Send a testimonial letter to your client electronically, along with a note of explanation, and offer to send
a hard copy in the mail. The testimonial can endorse their goods or services, or touch on the company’s
work in the community, charitable efforts, or awards.

Dear <Contact Name>:
I wanted to provide you with some continuing value, so I thought I would write a letter of recommendation for
you. I have attached an electronic version for your convenience, but please let me know if you would like me to

mail you a hard copy.

[ will also post it to my website with a link back to your page. If you would like anything changed, or any

information added to the letter, just let me know and I'll have my marketing team adjust it.
I really appreciate your commitment to running a great business and I hope you find the letter useful.
Yours truly,

<Consultant Name>
Schooley Mitchell

8) Send your client a Schooley Mitchell thumb drive with valuable content on it including unique music and
a short video featuring Harvard Business School social psychologist Amy Cuddy. Send along an email to
describe the content.

Hi <Contact Name>

At Schooley Mitchell, we’re so fortunate to have an extensive library of great content. I thought you might find
some of it interesting, so I’ve copied a few items onto a thumb drive and had it sent out to you.

It includes unique music and a short video featuring Harvard Business School social psychologist Amy Cuddy.
I hope you enjoy the content and have use for the thumb drive.
Yours truly,

<Consultant Name>
Schooley Mitchell
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SMARRT Relationship Builder

9) Draft an email asking your client for a time to do a short interview with one of our media specialists, who
will write a feature story for them — for our website and theirs, and their social media. This story can feature
them or their business or a charity. Follow up with a phone call if they don’t respond to email.

Hi <Contact Name>

More and more businesses are utilizing digital content to promote themselves online, so I was wondering if you’d

like us to do a short feature story about you and your business.

These features are always an interesting read and are great to share online. I have attached an example we have

written for another client so you can see what we are offering to do for you.

If you are interested, please suggest a few times you could talk to our media specialist, who will conduct a quick
phone interview and then write the story. Once the story is finalized, I will gladly post it to my website and social
media profiles for you.

If you aren’t able to participate right now, just let us know and we’d be happy to reach out when you are ready.

Yours truly,

<Consultant Name>
Schooley Mitchell
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Promote Your Clients
SMARRT Relationship Builder

10) Send your client a business book along with a note.

Hi <Contact Name>

At Schooley Mitchell, we believe in the importance of reading a business book each month. This helps us stay up-

to-date with the latest concepts and continue to grow as professionals.
I thought you might find it valuable, so I sent one to you via Amazon. Feel free to let me know what you think!
Yours truly,

<Consultant Name>
Schooley Mitchell

11) Draft an email to your client asking them if they have any promotional video/audio/materials that you can
post for them on your Splash Page. Explain the value it would provide to them.

Dear <Contact Name>

As you know, supporting businesses in our community is a top priority at Schooley Mitchell. I noticed you have a
promo posted online and thought it would be helpful if I shared it with my network. Let me know if you'd like any

changes, and I’ll have my marketing team follow up with you.

Website
LinkedIn
Facebook

Hopefully that will create more awareness for you and encourage people to visit your page. ’'m always happy to share

this type of material, so feel free to send me anything new in the future.
Yours truly,

<Consultant Name>
Schooley Mitchell
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SMARRT Relationship Builder

12) Send your client more valuable content links.

Dear <Contact Name>

A few months back, I sent you some great content we have at Schooley Mitchell. I thought you might enjoy some
others, so I have copied a few links below.

This includes a brief animated video which gives an overview of our services and a short video of Daniel Pink
that was originally shared as part of the Schooley Mitchell Business Education Network.

I hope you enjoy the content. As always, please let me know if there is anything else I can do for you.

Som Sabadell Flashmob
Daniel Pink Link
Animated Video Link

Yours truly,

<Consultant Name>
Schooley Mitchell

13) Send your client a handwritten note on the anniversary date of your Service Agreement with them. Note:
There is no accompanying email for this step.

Dear <Contact Name>

It’s hard to believe another year has passed. I'm sending you a special note to recognize the anniversary of our
first service agreement. Working with clients like you is one of the things I love most about Schooley Mitchell.

It’s a real pleasure doing business with you and I look forward to a continued relationship for many years to come.
Yours truly,

<Consultant Name>
Schooley Mitchell
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14) Put your client on the Sales Tips Drip Marketing Program and send them an email let them know they can
use it to send to their contacts.

Dear <Contact Name>

I have started an email program for you that provides a short sales tip every other week. I hope someone in your

business will find them useful, but you can certainly opt out if you would rather not receive them.

These tips share interesting information that can be applied to many areas of life, so feel free to send them to
any of your contacts. If you’d like to do this without Schooley Mitchell branding, I would be happy to send you a
generic copy.

Yours truly,

<Consultant Name>
Schooley Mitchell
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IT/Computer Company

To All Consultants:

I was preparing the weekly sales tip for The Warehouse and I realized that this one is so important that it should also

be sent via group email.
List every client you have and...

Ask your client for the name of their outsourced IT/Computer company. These types of companies have all kinds of
business clients and are often quite motivated to increase their revenues through paid referrals to their clients. You

may need to prove yourself but this can be a very lucrative source to multiple clients for you if they “get it”.

This is especially easy to get introductions to this type of vendor if you have been promoting your client via the
SMARRT Program but even if not...

You may even want to consider a higher than normal referral fee because if done properly they can walk you right
in to their existing clients. You may also want to explain to the IT company that they can tell their clients that our

savings may be able to fund purchases of the goods and services the client needs (and they would like to sell).

List every client of yours and make it a mission — find out every IT provider for every client. Then take them out to
lunch one-by-one. They should be happy to do so under the premise “maybe we can help each other — I’'m not sure but

I would be willing to spring for lunch to find out.”
If a company has internal IT staff, they very likely still have a local IT or computer vendor as well so don't give up
until you research properly. Just imagine if you get even half of them to bite. We have five or six companies like this

to service little old Stratford so imagine how many there are within 30 minutes of your house.

Dennis
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Associations

Ask for an introduction to any associations where they have membership

e Attend meetings

® Presentation to association — be a speaker resource

e Write articles (I'm An Expert Program) for newsletter

e Attend/display — trade shows and conferences.

e Provide service to association in return for endorsement to membership

e Offer a percentage back to association for each client obtained
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My Client Relationship Sheet

Be Positive About Everything - Be Negative About Nothing!

ABC Company 1 2 3 4 5
A) Stress/Issues/Problems of the Business Send DV-What  |Send DV-What  [Send DV-What  |Send DV-What
1)
2)
B) My Contact(s)' Personal Interests Send DV-What  |Send DV-What  [Send DV -What
1)
2)
3)
C) Neighbouring Businesses Ask for Referral
North -
South -
East -
West -
D) Vendors to the Business Ask for Referral
1)
2)
3) Ask for Outsourced IT
E) Business Related Issues - Newspaper/Google Send Article Send Article Send Article
1)
2)
F) Customers/Clients of the Business Ask for Referral
1)
2)
3)
G) Execute a Specific Ask or Multiples Over Time
1) Begin renewal conversation
H) SMARRT - Promote Your Clients Splash Pages Social Media Testimonials Choclates Promo Media |Social Reviews
1)
Feature Story Business Book Re-Post Promo Thumb Drive Sales Tips-Drip [Promo Video
2)
) Service Agreement Anniversary Send DV - What
J)Pulse Who Who
K) Have They Referred to You? Use Referral Touches Speak Article(s) Paid Referral Trade Show Meetings
L) Send Accoutants Letter
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Tell & Ask
Referral Strategy

Paid Referral Sources

| have had several people ask what | say when I’m setting up a paid referral relationship. | think that sometimes we sim-
ply ask someone if they would like to make some money by referring business to us
and then slap them on the back, go home and pray they will send business our way.

| would be very surprised if that method works at all. Even if they agree to do so, | would doubt
they will act.

First of all, the approach should be much more of a professional nature. We want them to understand that this isn’t an
"on the side, under the table" thing because that has the wrong feel. We want them to understand they are helping us
grow our professional business and that they can share some significant benefit from helping us do so. It should go
something like this;

“Many businesses make the mistake of assuming that other people know they are trying to grow their business. | don’t
want to make that mistake because | am certainly looking for new clients to improve my business. In fact, if you could
give me some advice and would like to help me grow | would be very thankful. In fact, I’d even be willing to share the
wealth if you are interested in helping me. As you know, | only make money if | save my clients money, so | would be
more than happy to share those savings with you for anyone you refer to me.”

If they agree to that premise, that’s when you have to make the direct "ask". You should be prepared before you begin
this conversation with some idea of who they may know. Once they say, "yeah, | might be interested"”, that’s when you
say, “Great, would you be willing to give me some advice?” (They always say yes) “You know | would really like to see if |
can help that business next door to yours. Do you know the financial person there?”

Obviously, you may ask for some other example as opposed to a neighboring business but the point is to be prepared
to ask for a referral right there if appropriate. It takes a little research — so do it beforehand. Asking them if they would
provide you with advice also makes them feel important and ultimately, more cooperative.

In addition to this method of providing the message, and asking for a specific referral, you need to nurture the relation-
ship. It won’t continue to happen if you don’t build on the relationship. You will get much more benefit if you speak with
the person on a regular basis:

1) Meet with them for coffee

2) Explain clearly what you are looking for and communicate that to them every time you add to the list of potential tar-

gets

) Take them to lunch

) Continue to ask them if they can provide you with advice

) Deliver their check/cheque to them once in a while

6) Pay them as often as you possibly can. Send a check/cheque every time you get one from a client — don’t accumulate
them - it’s not about efficiency or saving a stamp — it’s about reinforcing the activity

7) IMPORTANT - STORIES WORK - tell them stories of successes — not just yours but all of SM. Tell them that we had
one Consultant that paid $20,000 to one referral source last year and $40,000 to another. Tell them we had one Con-
sultant that paid out more than $50,000 last year to various referral sources.

8) Give them gifts

3
4
5

Remember this - find reasons this entire process will work as opposed to reasons it won’t!!
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Great News Memo

To All Franchisees,

This one is worthy of its own Great News Memo.

Recently in one of our Good News Memos, there was a story about a lucrative paid referral relationship set up by a
franchisee and an optometrist association. He pays them 10% of his earnings from members and they have pledged to
refer over 300 members. Now it's really paying off. He has signed 13 of these clients already - four in just these past

two weeks with his subcontractors, and with more briefings set up in the near future.

He just presented the first client with savings of $44,000. The client was extremely happy and signed off on the spot.
He asked for referrals and the doctor walked him into a law firm three doors away. He walked out with the signed

Service Agreement. Now that's using the Shining Star Method we teach.

And that's not all. ..

To make his day even greater, that same doctor referred him to a chiropractor who is an executive of the chiropractic
association. After reviewing our services with him, the chiropractor explained they are having their association
meeting in Cancun this weekend - and made arrangement to fly him to Cancun to present to the whole group at their
conference for three days.

Wow! Wow! Wow!

Dennis
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Know Your Source

List every paid referral source using the Paid Referral Source Tracking Sheet
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Fill in as much information as you can and then make it a mission to learn the rest of the information for every

single source.

Stalk them one at a time.

Find out as much as you can about them for several purposes:

) Google their business (if applicable)
) Google them personally

) Go to their website

) Google any businesses mentioned on their website
) LinkedIn

) Facebook

) Twitter (X)

) Instagram

) Google Places

0) Drive by their business (if a business)

1) Specific asks at 1-2-1 meetings/lunches
2) Better conversations at meetings and 1-2-1’s
3) Know their:

XU T Tm0e 000N

Neighbors

Vendors

Customers

Personal Associates
Business Associates
Association
Competitors
Promotion Strategies
Charities they support
Challenges

Other networking activities
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Paid Referral Source Tracking Sheet

Last Name First Name

Business Name

Buisness Phone

Cell Phone

Business Address

Business Type

Email Adress

Website

Example Paid Referral Source

Last Name First Name

Schaduley Donald

Business Name

Warehouse Inc.

Buisness Phone

123-456-7890

Cell Phone

132-456-7890

Business Address

12 Main Drag, St Rat-
ford, ON, N5A 333

Business Type

Store Frozen Goats

Email Adress

ds@goat.ca

Website

goat.com
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Paid Referral Source Tracking Sheet

Shining Star

Shining Star Shining Star Shining Star Shining Star

Social & Recreational Personal Business

| Enrolled In Paid Sent Animated Video Sent Spokesperon
Business Contacts Contacts

USLon LS Referral Drip Marketing Video

Neighbors Vendors

s|ellajay
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Example Paid Referral Source

Neighbors

Frank's

Vendors

Customers

Social & Recreational
Business Contacts

Personal Business
Contacts

1 A N Quick Freeze Goat Tails Int. Joe Network Aunt Barb Yes Yes Yes
ccounting
2 Jone_s XX XX Pete Bowling Alumni John
Plumbing
3 Just Toys XX XX XX XX
4 Just Tools XX XX XX XX
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Paid Referral Source Tracking Sheet

SMARRT SMARRT SMARRT SMARRT SMARRT SMARRT SMARRT SMARRT SMARRT SMARRT SMARRT SMARRT SMARRT SMARRT

Example Paid Referral Source

Yes Yes
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Referrals
Specific Ask - Email to Paid Referral Source

Hi Bob.

I had someone ask me just the other day about the type of prospect that would make a perfect referral for me. It made
me realize that one of your vendors would actually be a great referral for me. Do you know anyone at Paper Products

Inc.?

If you are OK with making that referral to me, I would be more than happy to follow up. I’'m pretty sure we will be

able to increase their profits with no risk to them.

I have a client in a similar business where we saved them in excess of $80,000. Of course, that would mean $4,000 for

you for referring me to help them cut costs.

Please let me know if you would be able to introduce me to someone of responsibility at Paper Products Inc. Let’s talk
about the best method of introduction to increase our chance of success as well. [ will give you a call to set up a coffee

or lunch meeting to discuss.
Thanks Bob — much appreciated.

Yours truly,

Dennis Schooley
Schooley Mitchell
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Referrals
Individual Meetings/Lunches with Paid Referral sources

Schedule 1-2-1 Lunches with every paid referral source at least twice per year
If you do this right it can be the source of many referrals for you
Stalk them before the meeting (Know Your Source)

Buy them lunch — even if it’s virtual — send them lunch with a food delivery service and break bread with them
virtually — a bit of fun makes for good connections.

Prepare for the meeting — and tell them you want to take some notes as you go along so you don't forget
important stuff — they always say yes.

Use the ‘Getting To Know You’ questions checklist to take your notes — focus on them but of course, answer
any questions about you — then get back to them

Go to every 1-2-1 with a Specific Ask to a neighbor or vendor of the Paid Referral Source
Find a way to ask conversationally — Plan it!

Find a way to ask for introductions to any other leads that may come up during the conversation — not too
many but maybe one besides the Specific Ask you came into the meeting prepared to pursue.

“You mentioned JB Accounting a few minutes ago. That would be a great client for me. Can we figure out
how | can speak with them? | would love to set up another virtual lunch with them and you if you would like.”

“l would love to do the same thing with (neighbor or vendor Specific Ask you came prepared to ask about)”.
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Referrals
Getting To Know You

The ability to ask more probing questions is your key to really increasing your results.
Have you thought about the questioning process/conversation planning — think hard?
I would like to understand your business better so | have a few questions to ask. OK?
| always find it’s better if | keep a few notes as we go along. OK?

1) | guess the first one isn’t really a question — please just tell me about your business so | can get
a good feel.

2) Tell them you looked at their website and make a comment or ask some questions about that.

3) Do you have any specific target markets or a niche market?

4) So what do you think is your competitive advantage?

5) Do you remember back to how you got your best customer?

6) Is that the same way you get most of your customers? What is your best method to get customers?

7) I’m assuming you’re looking for referrals. Who refers to you now?
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Referrals
Getting To Know You

8) Are there others like that who you would like to have as referral sources?

9) Do you network with any groups — which ones?

10) Is it helpful?

11) Do you belong to any associations?

12) Do you find that helpful? How so?

13) Are you a Chamber member?

14) There has been a lot of change over the last while — how has your business changed?

15) What about technology — how is that affecting you?

16) What do you see for the next few years?

17) What about charities, community groups or non-profits — any involvement?
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Referrals
Getting To Know You

18) How do you keep your knowledge current? For your business/industry or just for business in general?

19) I'm always looking for good sources of business learning — how do you stay up to date? Books, semi-
nars, speakers, courses?

20) What about competition, who are your main competitors?

21) Which are the ones that take business away from you?

22) And who do you take business from — or would like to?

23) Any ideas on how you can you do that better?

24) What about issues with employees - do you have an issue with employee turnover

25) What about keeping them productive?

26) Any other business problems or issues keeping you up at night?

27) | always seem to run out of time to get everything done - let them respond.
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Referrals
Getting To Know You

28) How do you stay on top of IT?

29) If they have business customers, ask them what the challenges/problems of their top customers would
be.

30) Have you figured out a way to help your customers in their businesses with any of those problems?
(This one can go many different ways but can lead to gold for you if you can figure out how to help
them help their customers).

31) The same conversation related to their important vendors (now you’re finding out about their vendors)

32) What do you do for fun when you’re not working all the time?

33) By the way, | don’t think | asked, what does your spouse do (or kids/grandkids too — — depending on
their age)?

34) Any other relatives in business?

35) What about your neighbors?

36) Any friends in business?
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Getting To Know You

37) More, more, more — this is your business!

Listen for:
1) lwant
2) Ineed
3) lcan't
4) |don’t know

One of my fellow consultants paid $40,000 to one referral source recently so it can be significant (or
another story if already used)

General Questions Discussion Topics

If you want better relationships and conversations, consider yourself a human encyclopedia/Google that
needs more info.

Show genuine interest and ask about:

1) I'm always looking for good spots for business lunches — do you have a couple of spots you go?

2) What about for personal lunches or dinners?

3) Iread an article recently about... Do you read any publications or blogs?

4) What about books, do you read much for business or for pleasure? Who (authors) do you like?

5) Did you see (news topics but stay away from politics or other taboo topics)? Community & charities
are good topics to mention — positive things!
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Referrals
Getting To Know You

6) | was just at the ... Event, have you ever been? Do you go to any fundraisers?

7) Where is your hometown? Oh yeah, when did you leave — where did you go to school?

8) | watched ... the other day, although I try not to spend too much time in front of the boob tube. Have
you seen any good shows/movies recently?

9) Other (think about it— hard) - just don’t emphasize your personal interest — try to get them to focus on
theirs.

10) Avoid the Negative Norm — try not to complain about things even if they do — stay positive!

These questions are interspersed with the business questions above and not asked rapid fire but rather, con-
versationally. Practice. And then practice. And then practice.

It does not matter if you have lots of unanswered questions — that’s for next meeting. That’s why we keep
notes on every lunch/meeting.
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Drip - Paid Referral Sources

1) Our Consultant in North Carolina paid a Fractional CFO a referral fee of more than $100,000
recently for a referral to an E-Commerce client for a review of multiple expense categories.

2) Our Consultant in British Columbia paid a Foundation a referral fee of $51,000 for a referral to
a Tourism Industry client for an audit of their Merchant Services expenses.

3) Our Consultant in California has paid another Business Consultant referral fees of more than
$200,000 per year for five years in a row now for referrals to multiple clients for Telecom Cost
Reduction Services.

4) Our Consultant in Ohio paid one individual $40,000 in a recent 12-month period and another
individual $20,000 in the same year for referrals to multiple business for Cost Reduction
Services.

5) Our Consultant in Ontario paid another Business Consultant more than $100,000 for a referral
to a Software Company for a review of their Telecom expenses.

6) Our Consultant in Florida paid $3,000 per year for three years to a Business Consultant for a
referral to a client in the Financial Industry.

7) Our Consultant in Texas paid an individual $18,000 for a referral to a Professional Sports Team
for a review of multiple expense categories.

8) Our Consultant in Ontario paid an individual more than $120,000 for a referral to a
Construction Company for a review of Telecom expenses.

9) Our Consultant in Texas is paying a friend $1,000 per month for 36 months for a referral to a
Shipping Industry client with multiple locations with more to come as reviews of additional
expenses is ongoing.

10) Our Consultant in Ontario has paid a Tax Consultant more than $2,000,000 in referral fees
over the past 10 years for referrals to more than 100 individual clients.

11) Our Consultant in California has paid $3.9 million to one referral source over the past seven
years.

12) Our Consultant in Missouri is paying a referral partner $2,400 per year for a referral to an
E-Commerce client and those referral fees continue to grow.

13) Our Consultant in Michigan is paying referral fees of $7,800 per year for three years to an
individual that referred two different clients.

14) Our Consultant in Texas is paying referral fees of $8,000 per year for several referrals to
several small and medium clients.
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Verticals
Vertical Marketing Strategy

Vertical Marketing Strategy
1. Pick a specific vertical market and target it

2. Start with your existing client base, if you have one
Segment into groups:
¢ What are the key professional stresses?

¢ What are the key personal stresses?

¢ What knowledge-based Distinctive Value would they find useful?
e Attend trade shows for that vertical (nobody else will)

e Read journals and articles for that vertical

¢ |I'm (we are) a specialist in industry; your needs are different than other business people

3. Title: Business Optimization Specialist — Automotive Industry
You can order various business cards to emphasize the industries you specialize in. The titles can appear as

listed above in various industry segments that you choose.
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Verticals
Vertical Marketing Strategy

Number 1

Can | help you improve your business? Can | help you achieve the goals you set for yourself when you
decided to join Schooley Mitchell?

| am not saying this for any purpose other than trying to help you succeed.

| have put together some detailed sales strategies, some more immediate than others, that are the core to
success in Schooley Mitchell. The question is, will you really examine these strategies and challenge yourself
to think them through?

There is no magic, no trick, and no ‘special skill’ required to succeed. Only a commitment to do the things |
will lay out for you, and to continue to do them. They work. They will work for you.

| will issue a series of detailed strategies and release them periodically. My hope is that you accept them,
internalize them, and decide to act upon them. Exactly as laid out.

Strategy 1

The first strategy | will lay out is to select a vertical industry (or two) and really decide to pursue clients in that
industry using the steps listed below.

There are so many examples of Franchisees that have done this and created significant success for
themselves. Just a few examples include:

David Dow, IL — Non-Profits

Adam Smith, CA — Dental Industry

Mike Salazar, WA — School Boards and School Districts
Marc Schwalb, PA — Manufacturing

There are many others as well.

Step 1 - Select
The first step is to select an industry you think you can attack.

Why Focus on Any Vertical?

—

) Access — they are in your area — or in your contact sphere

N

Your past experience in the industry

R

)
) You have done well with a client and would like to have more of the same
)

Your passion to help in that industry

[$)]

) Other Schooley Mitchell Franchisees have succeeded in that industry — check Testimonials/Registries
6) Itis simply intelligent — and it will make you more money — and bring you fulfillment & purpose

Decide today to select a vertical to attack.
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Verticals
Vertical Marketing Strategy

Step 2- Research
Once you have selected an industry, begin (or continue) to learn about that industry.

1) Google

N

LinkedIn — and other social media

w

)
) Perhaps join a LinkedIn group just to get used to the lingo and the common topics and evolving issues
)

N

Podcasts — listen/watch

[$)]

Blogs - read

(¢}

)
) Publications — print and electronic

7) Ask SM Franchisees that may have experience in that industry to discuss with you
Are you willing to put in that time and effort to make your business work?

Decide today to start the research today and continue to learn

Step 3 - Claim It

When you decide to pursue a vertical you should claim expertise to anyone that will listen. Whether you
actually have experience as a cost reduction consultant in that particular industry is not really relevant
because ‘we’ do have that experience. Tell everyone. Some may even pass it on. Claim it and it will soon
become real.

Decide today to start telling everyone you are a specialist in the xxx business for cost reduction.

Step 4 - Association

Can you join an association for that industry and attend meetings to learn more and to meet individual
business owners? Review the Introvert’s Edge to Networking Webinar before attending (Sales System in The
Warehouse) so you are more effective at the meetings.

Ask questions and listen to learn. Isolate the common issues, problems and needs of that industry. Determine
which of those issues we can help mitigate. Also isolate those issues that we can’t mitigate just so you can
empathize, acknowledge and discuss with industry members. Don’t try to be a know-it-all, you will come off
as inauthentic, but listening and acknowledging creates stronger relationships.

Step 5 - Drip Good News

When you meet someone in that industry, work with the Comms/Marketing department to establish a

drip campaign of Good News stories and Case Studies for that industry and start to drip on your contact
(weekly?). You should have several automated campaigns operating simultaneously. Also determine if there
are any marketing collateral items for the industry already developed (Marketing Downloads site).

Decide to start someone on a drip program today for a specific industry.
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Step 6 - Landing Page for Industry

Establish a “Landing Page” for that vertical and when you attend events or meet people in the industry, direct
them there. Make sure it contains relevant information for that industry as well as Schooley Mitchell collateral
aimed at the vertical — work with Comms/Marketing.

Step 7 - Learn a Story for That Industry

Put together a full story that you can use at the right time as you meet industry members. This will take some
work, but the story format and examples are in the webinar mentioned above and Comms can help you as
well. Stories resonate.

Decide to start writing a story for the vertical — today.

Step 8 - Regular Touches - Various Media
What is your plan to ‘touch’ them a minimum of 12 times?
1) Visit/Zoom

) Call

) DV - you have to ask and research

A WO N

) Email

[$)]

Drip — can we add more stories to the drip? — Send them to Marketing.

(¢}

LinkedIn outreach — other social

o N

)

)

) Plant a tree for them
) DV -yes, repeated

)

[(e]

Pulse

10) Text

11) Lunch

12) Coffee
)

13) Where do they network? — “Run into them” — it’s a plan!

You should be using several of these methods and don’t just rely on one. Just dripping on them without other
interactions will not work.

You should have several members on this contact flow strategy simultaneously.

Step 9 - Trade Show

Consider participating in a trade show for the industry. Of course, this one has a cost, but you will certainly
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establish relationships for drip and follow up.

Step 10 - Post to Web and Socials

Post to your Splash Page and your social media — Comms can help — any success stories and other relevant

information for the industry. Do this from the moment you select the industry and continue perpetually. This is
a momentum builder and establishes even more expertise and experience. In the beginning, before you have
clients, use other Franchisee stories and posts etc.

Decide to make your first post today.

Step 11 - Challenge Yourself

If you really commit to do all these things for a particular vertical you will create success for yourself. Ask any
of the Franchisees listed above and you will find these are the types of things they are doing and have done.

Are you willing to put yourself out there and really pursue this strategy? Are you willing to pursue the goals
you set for yourself when you started Schooley Mitchell? Are you willing to admit to yourself that you haven’t
executed these 11 steps - but can you do them now. Starting today. It takes effort and it takes a change. It
takes courage.
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Referrals
Centers of Influence

Accountants/Lawyers/Bankers/ etc.
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Tell & Ask

Accountants, Lawyers, Bankers
Tell and Ask
Tell

e Tell them you can help their clients save money and time
e Tell them you are growing your business

e Tell them they can help you
Ask

e Ask them for referrals
e Ask how you can help them
¢ Ask how you can work together to help both of your clients

e Ask if they are interested in a paid referral relationship

The Magic Question!

When I’'m out there talking to people, what does a great client look like to you?
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Centers of Influence
Relationship Building

Relationship Building
e Put them on The Pulse Program
¢ Put them on a Drip Marketing Campaign
e Execute the SMARRT Relationship Builder
e Establish a Center of Influence Lunch Program — coordinate and track
¢ Deliver Distinctive Value

¢ Organize an information session for them
o Tell them to invite their staff and clients

¢ Invite them to a business seminar/Chamber of Commerce event/City Center meeting, etc.

¢ Always send a thank you letter

Script

We have found that providing our clients with a regular flow of valuable business knowledge is a great way
to build lasting relationships. If you would like, we can provide you with the Pulse's raw material for you to
distribute to your clients with your own branding. Or we can email it for you with our branding if you want

to introduce the program to your clients.
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Centers of Influence
Relationship Building

Promote Them

e Refer clients to them

¢ Write a testimonial for them and post on your splash page and social media — and deliver a physical

copy

¢ Organize joint presentations
¢ To association
® To chamber
¢ To groups...
® Advertise

¢ Bring five clients each
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Centers of Influence
Paid Referral letter — Accountant

As part of our responsibility as your financial advisors, we are constantly researching methods to help you in-
crease profitability in your business.

With that in mind, we have forged a relationship with a company called Schooley Mitchell. Their sole mandate
is to help their clients reduce business expenses for things like merchant services, courier, waste, electronic
logging devices, eSignature, fuel, facility supplies, office supplies, shipping and packaging supplies, less than
truckload, software as a service, uniforms and linens, unified communications as a service, compressed gases
and telecommunications.

The best part of their service is that they don’t charge any fees to you unless they identify savings for you. They
don’t sell anything but are in fact independent and objective advisors just like we are in the field of accounting.
In other words, their fees are completely self-funded from money they find for you to put into your bank ac-
count. It is very likely that you are currently paying more to the various vendors than you should be paying and
Schooley Mitchell helps you fix just that.

We are very excited to build this relationship so that we can help you reduce your costs. We view this as a meth-
od of adding value to our relationship with you as your accountants. We are required to inform you by our CPA
Association that if they do find savings for you that we will receive a fee of 5% of those savings from Schooley
Mitchell. For three years you receive 50% of the savings you realize, Schooley Mitchell receives 45% of the
savings and we receive 5% of the savings. After three years you receive 100% of the savings. In a sense we are
helping you to pay for our own annual accounting fees and increase your profits every year.

If you decide to accept our recommendation to engage Schooley Mitchell to help reduce your costs, we will
help them to understand your expenditures. They will gather the appropriate records directly from you and — us-
ing their complex software tools, databases, and knowledge of the marketplace — will bring you recommenda-
tions on how to reduce costs after analyzing your specific usage patterns. You have the final say on whether you
want them to implement the recommendations, so you are always in control of the process.

I hope you accept this recommendation to have John Smith of Schooley Mitchell set up a short briefing with
you to show you how the process will work and to discuss whether or not he feels he can help you reduce your
operating costs.

Yours truly,
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Referrals
Script
Client Accountant

Script

One of the values we provide is to ensure your financial advisors are aware of your cost-cutting measures.
Could you please provide me with the name and address of your accountant so we can send them a quick
summary of our findings?

Letter

(Date)

(Accountant First Name) (Accountant Last Name)
Accounting Firm Name

Address

Address

Zip/Postal

Dear (Accountant’s First Name):

As part of our professional consulting assignment with our mutual client, (Client Name) we always make it a
practice to keep you informed of the results of our work.

We know that one of your responsibilities with your clients is to ensure you are on top of their financial results
on a regular basis so you can advise them in relation to profitability and in relation to their tax position as well.

To provide you a quick summary of what we do, we help our clients of all types to reduce their business ex-
penses in a variety of areas. Through our analysis and recommendations, we have been able to reduce telecom
expenses for (Client) by approximately $XX XX, and their merchant services processing costs by approximately
$XXXX over the next three years.

Please let me know if you have any questions, or if you would like to discuss the methods of our analysis or any
of our results for (Client).

Yours truly,
(Franchisee First Name) (Franchisee Last Name)
Schooley Mitchell
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Paid Referrals
Relationship Building Best Practices

The idea here is to call another business professional and explain that you are operating a professional business
and you feel that there may be some reciprocal value in getting to know each other. Invite them to lunch, or just
tell them that you will be in their area and would like to meet for coffee if you don’t want to spring for lunch or
dinner.

You can pick your own activity level with this strategy but if you want to fill your funnel significantly you could
do this four times a day for the next three months if you’re really serious about building your business to the
next level. These calls are easy to make because you are not asking for anything — just to determine ‘if we can
help each other’. If you make ten calls like this you will get at least half of them that will agree to meet with
you — for lunch, for coffee, or even in their office if that’s their desire.

So who do you call — the list is endless:

Accountant Lawyer Financial Planner

Banker Credit Union Manager Other Consultants

Sales Coach Chamber Manager Investment Dealer
Receivers IT Consultants Cost Reduction Consultants
Business Services Business Trainers Insurance Agency Manager
NFIB/CFIB

Every one of these people is looking for help and looking for relationships and they don’t necessarily know
their best alternatives. The key here is to focus on them. Do a little research and then ask them intelligent
questions about their business, their needs, their pains, what they’re looking for, how you can help if possible,
what their personal interests are, etc.

There is no way that you will have that conversation without them asking for some more details about you and
Schooley Mitchell.

The key here is that there is no bad result regardless of what happens because you shouldn’t go in with any
expectations except to meet someone new, learn about their business, and inform them about yours. The whole
point here is that if you stay true to this program through regular meetings your business will flourish just
because more people know about you and our great business.
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Paid Referrals
Relationship Building Best Practices

Cont.

The more people that you talk to — regardless of who they are — the better you will get at delivering your
message — and the more advocates you will build up.

If you expect a specific result, you could fail — if you don’t expect a specific result then it’s impossible to fail.
Remember:

1) Focus on them — ask about their business
2) Ask how you can help, if possible

3) Ask about their challenges, stresses, competition, shortfalls, strengths, interests,
opportunities, plans, etc.

4) Your goal is also to inform/spread the word about your business and as long as you
are able to do that you have succeeded

5) Also inform them that you are looking to grow and that you are looking for referrals —
your goal is informing (if they bite then you can discuss our referral programs but
if they don’t you’ve still met your goal)

6) When you go home determine if there is Distinctive Value (particularly information/books/
seminars/articles/websites etc. to address their needs/interests) you can provide to address any
of the subjects you discussed in #3 — including personal interest

The formula is simple — more relationships = more business. Stay true to the program and promise yourself to
set up two of these meetings every week for the next three months and you’ll be shocked at what will happen
(unless you’ve already got more appointments than you need!)

Tip Summary

If you want to make more money and you’re not working eight hours every day from Monday to Friday, then
commit to fill every open hour with one of these meetings. The more you practice at delivering your message,
the more advocates you will build up.
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Step 1
The first step is to be prepared for the conversations to set up the meetings.

The question most commonly asked when you call to set up a meeting is, “what is the purpose of the
meeting?” You must be prepared to answer this question with a compelling answer. Learn the following
response.

Response:

Actually, a CPA named Kris Frederickson did a survey a few years ago and found out that business clients
choose, and stay, with professional advisors that know other professionals in the community. We just think it’s
a great idea to get to know each other over a cup of coffee.

| don’t know if you would be able to help any of our clients, but we just think it’s worth 20 minutes to become
more familiar with each other.

Knowing more professional people is certainly never a bad thing.
Learn this — word for word!

Decide to learn this response — word for word.

Step 2

Learn to deal with the objection most commonly presented which is, “I don’t have time.”
There are two alternative approaches to this concern.

Alternative One

Yeah, | know what you mean - it’s great to be under demand isn’t it? On the other hand, we all want to
expand our opportunities, and the group of professional people we know and trust, right?

What time do you start work in the morning?
How about if | drop by with a coffee 30 minutes before that so you don’t impact your regular workday at all?

Alternative Two

Yeah, | know what you mean - it’s great to be under demand isn’t it? On the other hand, we all want to
expand our opportunities, and the group of professional people we know and trust, right?

How about we set something on the calendar in two (three) months down the road? It’s just silly not to take
advantage of another valuable professional relationship, even if it’s in the future a bit, so how are you on July
17th?

Decide to learn these approaches to mitigate the time objection.
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Why Do This?

Let’s say you spend 2 hours per week for two meetings = 100 hours a year.

20 minutes to get there — 20 minutes for meeting — 20 minutes to get to your next meeting.
That means you meet 100 different professional people in your community in a year.

What if you connect with just seven out of 100 of them and they each refer you to just 1 client.
That’s 7 clients for 100 hours — let’s add 100 hours just because - so that’s 7 clients for 200 hours spent.
Let’s say we have 2000 hours in a year (40 hrs. x 50 wks.)

7 clients for every 200 hours = 70 clients per year

If you are getting more than 70 clients per year, then keep doing what you are doing
Otherwise — Get out and meet professionals!

What if you connect with 12 instead of 7?! Or 227

Step 3
Clearly understand why you are doing this.

Your primary goal is not to obtain them as a client — at least not now

This is the biggest mistake our people make

It’s an incorrect mindset

Go to find out about them. Ask them questions to become familiar with them.
“I like to be the dumbest person in the room.”

“I love to learn about other professional businesses.”

Decide to not sell them as a client.

Step 4

Select your targets — accountants, bookkeepers, tax consultants, lawyers, bankers, consultants of any kind,
financial planners, commercial real estate, commercial insurance, etc.

Make a list and methodically approach them one by one.

Decide to make a list of professional people you will approach
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Step 5

Research them before you meet.

Google them and Google their business

Website

LinkedIn

Other Social Media

Ask other professionals about them and their background
Drive by

Decide to put in the work and do the research

Step 6
Know your openers.

“I’m glad | got here on time, | was in the middle of a great meeting and had to cut them short a little bit to
make sure | respected your time.”

Begins rapport and claims credibility

“Do you come here often? (if it’s at a coffee shop). Yeah, I've got a favorite spot where | meet clients all the
time. | meet people at...”

“I’'m glad you like Starbucks. (if you’re bringing drinks to their office). | think | finance Mr. Starbucks’ (or Mr.
Dunkin) summer home and his kid’s college fund”

Decide to prepare and memorize your openers so they are natural and authentic

Step 7
Know your questions

“| love to learn about other professional businesses. Is it OK if | ask you a few questions? (sets the agenda). Is
it OK if | take a few notes as we go along?

In a very conversational manner...

Please tell me about your business.

| saw on your website...

How did you get started in the business?

How long have you been doing it?

Do you have a target market or specific niche?

Who are your main competitors?

What’s your edge?

How do you obtain most of your clients?

Do your competitors do anything different than you to get clients?
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Do you do any networking?

Which events/groups do you find most beneficial?

How did you get started with that group?

Do you have any specific networking buddies/associates?

So, in your niche, or otherwise, what does your ideal client look like?

Do you grow through referrals?

Who are your best referral sources?

What’s the message you want them to give?

Do you ever do webinars or seminars?

Are you a member of any associations?

Is social media effective for you?

Which platforms do you use most?

Do you use video to promote your business?

What do you feel is your prospect’s biggest objection(s)?

How do you address that issue?

Technology has affected pretty much everybody, how has it affected you or your business?
What do you see for the future? How do you think it will affect your business?
Well, our twenty minutes is up, this has been great...

When you’re not working all the time, what do you do for fun?

Decide to craft a complete list of questions for professionals and customize a bit for each profession

Step 8
Story — pick the right time
Know your story word for word

Actually, that makes me think about a friend of mine, Joel. | actually knew him before | started my Schooley
Mitchell business. He’s in consulting too.

He was always looking to improve his business, and after | started to acquire a few clients for my business,
there were a couple that | was able to refer to him. He referred one of his to me too.

The client was a little skeptical at first, but he had mentioned to Joel that he was mad at his telecom vendor
because of lack of response. It made Joel think of me, but the client didn’t think we could help him. Joel just
said, why not have them take a look, there’s no cost if they don’t find anything for you?

The client ended up having us look at three cost categories for them and was really pleased when we were
able to recover some billing errors for more the $5,000 for them. We also reduced their annual cost for
telecom, courier, and waste costs by over $20,000. They have now asked us to look into 2 other categories
for them as well.
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They told me they used the money to obtain some software they were puting off and also to hold a company
function for their mangers.

They actually took Joel out to lunch to tell him about the results, so it was good all around.

This is your story - learn it!!
Decide to learn this story word for word or learn your own

Step 9

Follow up is imperative — every time!

Send a handwritten notecard after every professional coffee meeting...
“It was great to meet you...”

“Here’s another coffee on me (send a Starbucks card)”

“Next coffee will be on you!” (a little levity)

Decide to send a handwritten note immediately after every meeting

Step 10
Nurture the relationship with those where you connected

You need to follow up with the ones (maybe it’s only 1 out of 10 of them) where you feel a good connection
was made:

1) Call again

) Lunch

) Coffee

) DV -did you ask?

a b~ W0 DN

Pulse

(©2)

)

) Offer Pulse without branding to one or two — script to follow - next step
) SMARRT steps
)

)

Q ~

Plant a tree for them

©

LinkedIn message

10) Drip — do they specialize in a vertical — are they a potential paid referral source? Can you become a
specialist cost reduction consultant for that vertical?

If it is 1 out of 10 - that means you make a good connection every 5 weeks.

Decide to follow up with each connection with a series of touches

Step 11

This should be done with a few of them — not all
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The contacts you feel are most likely to refer to you

We have found that by providing our clients with a regular flow of valuable business knowledge is a great
way to build lasting relationships. If you would like, we can provide you with the Pulse in an unbranded Word
format to distribute to your clients with your own branding.

Explain the Pulse.

When a client leaves a professional advisor, surveys show it’s usually because they feel ignored. With this
tool, none of your clients will ever feel ignored.

Decide to provide The Pulse without branding to at least one or two appropriate professionals

Step 12
Debrief yourself every single time — how can | be better?

Better openers, better questions, better listening skills (to understand — not to respond) better body language,
better tone, better facial expressions, better stories?

Decide to debrief yourself after every meeting
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Conclusion

If you do this twice per week, exactly as it is laid out, that’s 100 effective meetings per year.
You have to obtain benefit from knowing 100 professionals you didn’t know before

Some won't like you...but... some will

The worst result is you don’t connect with them...

But...

At least you know them

One more professional knows you

It may be a nice opener at a networking event where you run into them — with someone else

The second worst result is they can’t make referrals to clients that would be good for us, and they are not a
good potential client...

So what!
You know another professional.
Maybe it’s a bridge at a future networking event.

If you asked them the right questions, maybe you know something about them personally — everyone knows
other businesspeople

Maybe you learned a different way they obtain business/network etc.

Maybe you learned about someone they know that could be a good connection
Maybe you have a connection for them — add value to the relationship

There should be no wasted meeting!

We have also developed a Cheat Sheet to be a helpful guide for Professional Coffee Meetings
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SCHOOLEY  professional Coffee Meetings
MITCHELL Cheat Sheet

Likely Targets To Set Meetings:

Accountants Lawyers Bankers Financial Planners

Consultants Bookkeepers Commercial Insurance Credit Unions

Commercial Realtors Sales Training

Questions To Ask
> See Roleplay — Warehouse — (Warehouse > Training > Sales)

> See list of questions in 2024 Conference session — Professionals — Relationships Meetings — Print them off
until you know them

Follow Ups
> Send a handwritten notecard after every professional coffee meeting...
It was great to meet you...

)
> Here’s another coffee on me (send a Starbucks card)
)

“Next one will be on you!” (a little levity)

You need to follow up with the ones (maybe it’s only 1 out of 10 of them) where you feel a good connection was
made:

Call again

Lunch
Coffee
DV - did you ask?

Pulse

Offer Pulse without branding to one or two — script below
SMARRT steps
LinkedIn

Drip — do they specialize in a vertical — are they a potential paid referral source? Can you become
a Cost Reduction Specialist consultant for that same industry?

© | o N o ok N

This should be done with a few of them — not all
The contacts you feel are most likely to refer to you

We have found that by providing our clients with a regular flow of valuable business knowledge is a great
way to build lasting relationships. If you would like, we can provide you with the Pulse in an unbranded
Word format to distribute to your clients with your own branding.

Explain the Pulse.

When a client leaves a professional advisor, surveys show it’s usually because they feel ignored. With this
tool, none of your clients will ever feel ignored.
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SCHOOLEY professional Coffee Meetings
MITCHELL Cheat Sheet

Pain Points

Client Acquisition

Time

Delivering Value to Clients

Differentiating From Competitors

Seeking Consulting Dollars from Clients — Competing against all others seeking those dollars

Story

Actually, that makes me think about a friend of mine, Joel. | actually knew him before | started my Schooley
Mitchell business. He’s in consulting too.

He was always looking to improve his business, and after | started to acquire a few clients for my business, there
were a couple that | was able to refer to him. He referred one of his to me too.

The client was a little skeptical at first, but he had mentioned to Joel that he was mad at his telecom vendor
because of lack of response. It made Joel think of me, but the client didn’t think we could help him. Joel just said,
why not have them take a look, there’s no cost if they don’t find anything for you?

The client ended up having us look at three cost categories for them and was really pleased when we were
able to recover some billing errors for more the $5,000 for them. We also reduced their annual cost for telecom,
courier, and waste costs by over $20,000. They have now asked us to look into 2 other categories for them as
well.

They told me they used the money to obtain some software they were outing off and also to hold a company
function for their mangers.

They actually took Joel out to lunch to tell him about the results, so it was good all around.
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Referral Source Checklist

1) Ask for a referral to a SPECIFIC business
a. North-South-East-West
b. Specific neighbors
c. Specific clients
d. Specific contacts

2) Make sure you inform them that you get your
business from referrals from your happy
clients

3) Draft a note they can use to introduce you

|:| 4) Ask the referral source to call (even better)

5) Let the referral source know how the call went

|:| 6) Let the referral source know when the
appointment is accepted

|:| 7) Inform the referral source of the results of the
first briefing

8) Inform the referral source of the results of the
second briefing

|:| 9) Let the referral source know about getting the
Service Agreement signed — or not

10) Let the referral source know when you gather
the records

11) Let the referral source know when analysis
has begun

12) Let the referral source know (and the client)
if there are any delays — or simply a progress
report — bi-weekly

13) Let the referral source know the results of the
Value Report — with glee

|:| 14) Let the referral source know about

acceptance - even if it’s not

15) Let the referral source know when
recommendations are implemented

|:| 16) Inform the referral source about the post

audit process

|:| 17) Get your new client to thank the referral

source — sample letter

|:| 18) Take your new client and referral source to

lunch/coffee

|:| 19) With permission of referral source and client,

thank publicly — tell a small story — splash
page, LinkedIn, Facebook, Twitter, link back
to their site.

|:| 20) Thank them again when you send the check/

cheque and then tell the you will be calling
them again for another referral — let them
know the client is pleased

|:| 21) Send referral source a note on the

anniversary of the Service Agreement with
the referred client

|:| 22) Send referral source a note on the second

anniversary of the Service Agreement with
the referred client

(Warehouse > Libraries > Sales & Marketing Library > Paid Referrals)
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Referral Source Correspondence

Short email to your referral source to tell them that you are providing an introductory email to use to make
referrals. It also reinforces that you are confident the client will be happy and that your business receives
referrals regularly.

Hi Michael:

I know you are very busy so I want to help you as much as possible so you don’t have to spend much of your

valuable time, and yet you can benefit along with me in the referral process.

As [ mentioned earlier today, I would send you a quick note to introduce me to John Jones over at Jones
Plumbing. I know that John will be pleased when we are able to help him increase his profits like we have with

our other happy referral clients.

Please let me know if you have any questions or if you need anything else from me.
Yours truly,

Joe

Email for your referral source to use to introduce you so they don’t have to draft it themselves.

Hi John:

I’ve been doing business with Joe Smith at Schooley Mitchell for the past little while and I thought you might
really benefit from an introduction.

Schooley Mitchell helps increase your profits by helping you to reduce your expenses. The best thing about
their service is they don’t charge any fees for their consulting services. Any fees they earn come out of the
found money they create for you through their professional analysis. They specialize in numerous areas such as
merchant services and waste, but they don’t sell you anything. They just help you reduce those expenses.
Anyway, [ know that they have helped a number of businesses in your industry so I thought I would make the
introduction for you.

Joe told me he was going to give you a call so I thought I would let you know that I certainly recommend him to
help you, and there is no risk to let him see if he can find you some additional profit.

Please give me a call anytime if you want to discuss Joe or Schooley Mitchell.

Michael

(Warehouse > Libraries > Sales & Marketing Library > Paid Referrals)
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Quick email to referral source to let them know you have followed up quickly and spoken to their referral

Hey Michael:

Just a quick note to let you know that I did call John Jones yesterday and he is going to meet with me next Thursday.
Thanks a ton!

Joe

Quick email to let your referral source how the briefing went regardless if it was good or bad. Ensures that the
referral doesn’t just end and they are never informed of the result if nothing comes of it. It also lets them know
that the process is moving forward if the briefing was good.

Hi Michael:

I had my meeting with John yesterday and it went quite well. He is reviewing our discussion notes as well as the
info that I left with him. We are meeting again next Wednesday so I can answer any additional questions and

hopefully to gather the records to start our assignment.

Thanks again for the referral Michael. Hopefully we will be able to identify some savings for John to help his

business increase profits, and of course you and I will share in those benefits too.
Joe

Quick email to let your referral source that the work has begun for the referred client. Staying in touch lets
them know that the money is getting closer for them and lets them know you are acting as quickly and
professionally as possible for the referred client.

Hi Michael:

Great news! We are starting our audit with Jones Plumbing. I’ll keep you posted as I go through the process
through the coming weeks so you know what to expect.

Thanks again!

Joe

(Warehouse > Libraries > Sales & Marketing Library > Paid Referrals)
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Note to the client to keep them informed when there are delays in the audit process. The client should be
informed at least bi-weekly regardless of what is going on in the process. Also reinforces the time element of
what we bring to the table.

Hi John:

As you know, we are proceeding with our audit and consulting assignment for you to help identify options to

increase your bottom line.

I just wanted to let you know that we are waiting for some of the vendors to respond to our queries and it has

caused us to play the waiting game.

Thankfully it’s us and not you going through this process. I’ll keep you posted as soon as we are able to break out

of the holding pattern.
Joe

Note to the referral source to keep them informed when there are delays in the audit process. The referral
source should be informed at least bi-weekly regardless of what is going on in the process. Also reinforces
the time element of what we bring to the table.

Hi Michael:

As you know, we are proceeding with our audit and consulting assignment with Jones Plumbing to help identify

options to increase their bottom line.

I just wanted to let you know that we are waiting for some of the vendors to respond to our queries and it has

caused us to play the waiting game.

Thankfully it’s us and not Jones going through this process. I’ll keep you posted as soon as we are able to break

out of the holding pattern.
Thanks again — I am confident we will be able to help them so hopefully that’s good news for you!

Joe

(Warehouse > Libraries > Sales & Marketing Library > Paid Referrals)
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Email to referral source to let them know the results of the Value Report/assignment.

Hi Michael:

Great news! We were able to find over $11,000 in savings for Jones Plumbing. We are implementing the changes

over the next couple of weeks.

I'm sure John is very happy with the results and with the referral you made in the first place.

I’ll let you know as soon as we are able to get the savings rolling so you can plan for the cash flow.
Thanks again — it’s been good for all three of us!

Joe

Sample email you can supply to the referred client to send to the referral source
Dear Referral Source:

We would like to extend a heartfelt thank you to you for referring the services of (Franchisee Name) of Schooley
Mitchell to (Company Name).

(Franchisee Name) evaluated the products and services that best balance (Company Name)’s goals of minimum cost
and maximum service. (Franchisee Name) has more than met our expectations, along with being courteous, prompt
and professional. We are very happy with the value that he/she has provided us both now and hopefully for years to
come.

Again, many thanks for your recommendation — we are so happy that you could put us in such professional and

capable hands. Thank you very much, we appreciate it!
Yours truly,

Contact’s Name

Company Name
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Hand written note to accompany the first payment to your referral source. It describes the payment, future
expectations, and the fact that the referral source has received the benefits of our efforts and therefore the

referral.

Hey Michael:

Here’s the first payment for the Jones Plumbing referral for you. We will be billing them each quarter so you can
plan on something similar every three months based on their results.

Jones is very pleased with the results of our audit engagement as we have been able to help give their bottom line
a boost. Let’s sit down again and see if there are some other people we can help together. I’ll call you next week
on Tuesday to see if we can make some more money together.

Thanks again for the great referral! I know they are happy too!

Joe

(Warehouse > Libraries > Sales & Marketing Library > Paid Referrals)
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Two different research studies showed the same results:

Only 11% of clients have been asked to give a referral

BUT

72% and 83% respectively said they would give a referral if asked

DO YOU ASK? DO YOU SET THE STAGE FOR ASKING?
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Word of Mouth

Word of Mouth

Could be; NO

Should be; NO

Must be . . . Planned and nurtured!

Develop a powerful, diverse network of contacts

Create a positive message, delivered effectively

Watch the Ivan Misner webinar at http://schooleymitchell.com/warehouse/misner/
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Building Your Network

Inventory your contacts
¢ Whom do you know

e \WWho knows you

Rank them
e STRONG - Could network actively
e DIRECT TO BUSINESS - Could lead to a specific client(s)
e MEDIUM - Could nurture for future lead(s)

e CASUAL - Passive networking
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Exercise

In 10 minutes, list every person that you know personally. Let your mind flow; this is a free-thinking exercise;
there are no parameters.
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1. Where do they work?

2. Who is their spouse/significant other?

3. Where do they work?

4. Who do they influence?

5. Who do they know well?

6. Who are they related to?

7. Who do they meet?

8. What sports/clubs do they participate in?

9. Where do they live — neighbours?

10. How do you know them — will that reason lead to others?

11. When do you expect to see them again?

12. Can you think of something that would lead that person to discuss your business and
possibly a direct lead or referral to someone to create a direct lead?

Can you move each person through:

1. Visibility (they know you)

2. Credibility (they do business with you)
3. Profitability (they refer to you)
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Personal Network

Home
e Family
¢ Neighbours
¢ Relatives

e Church Group

Work
e Colleagues
e Former Employers
¢ Former Subordinates
e Suppliers
e Customers

e Contract Workers

Social
¢ Friends
e Service Clubs
e Sports Groups

¢ Trade Associations

Casual
e Shopkeepers
e |[nsurance Agent
e Doctor
e Dentist

¢ Real Estate Agent
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Personal Contacts

Send “My New Business” Letter to as many as possible

Find the New Business Letter Warehouse -> CRM -> Manage -> Client Relations Letters -> My New Business
Letter

Strong and Direct Contacts

Send them an “Introductory Letter”
Not too many at one time because the value is in the follow-up in the short term

Include a pamphlet / slick

Strong, Direct and Medium Contacts - Active Networking

Invite them to networking organization
Carry their business cards

Refer business to them as much as possible
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Networking

Teach your contact to listen (with their contacts) for ...

| can’t ...
| want ...
| don’t know ...

| need ...

Networking Hatrick

1) | will find someone to help with something.
2) | will learn something new about another business.
3) | will be introduced to someone new.

4) | will be the dumbest person in the room

Buying

Every time you are buying, think of networking.
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Eleven Commandments of Networking at a Mixer
(Ilvan Misner)

Have networking tools with you at all times

Set a goal for the number of people who you'd like to meet
Act like a host, not a guest

Listen — And ask “W” questions

Don't get caught in the negative norm

Give a lead or referral wherever possible

Deliver your message in 60 seconds

Exchange business cards

Spend 10 minutes or less with each person

Write comments on the backs of business cards

Follow-up with people you meet
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Networking Commandments

# 1 Have Networking Tools with You at All Times

* |ce breakers, scripts and stories

e Business cards

e Name Badge (maybe)

e Carry cards of those you refer to

¢ Brochures (maybe)

e Always carry a pen
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Networking Commandments

# 2 — Set a Goal for the Number of People You'd Like To Meet

e Don't leave until you meet your goal
e Exchange cards with each prospect

# 3 — Act Like A Host, Not A Guest

¢ Introduce people to each other

¢ Ask the actual host if you can help with introductions

e Direct people to food, drinks, materials, etc.

¢ Direct people to already formed groups and make introductions

¢ If you see someone sitting alone, introduce yourself and ask them if they would like
to meet others

e Ask someone else to help you introduce people
e Make friends even if you don't need to

# 4 - Listen and Ask “W” Questions
e | earn enough to have confidence that you want to do business with them or you could refer appropriate
business to them

#5 Don't Get Caught in the Negative Norm
e The food is no good

e The speaker was mediocre

e The room is not appropriate

# 6 — Give a Lead or Referral Wherever Possible
e Genuinely help others — Genuinely Network

e |f you can't refer business, offer helpful information

e Information on a networking group

e Information on a seminar of interest

¢ Information on a meeting/speaker of interest
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Networking Commandments

# 7 — Deliver Your Message in 60 Seconds
e Deliver your message

¢ Practice various messages for various audiences
e Stories take longer

# 8 - Exchange Business Cards
e Ask for two cards; One to keep; One to pass on
e Keep a metal case for other's cards

# 9 — Spend Ten Minutes or Less with Each Person
e Don't lose sight of # 2

e Set a meeting for later

¢ | earn to leave conversations gracefully

e Ask them to introduce you to. ..

e Introduce them to . . .

# 10 — Write Comments on the Backs of Business Cards

e Always carry a pen

e Always jot where and when you met / provides information to open next conversation
¢ Pertinent notations — develop a coding system for common messages to yourself

® Record anything that will help you clearly remember the person

# 11 Follow Up With People You Meet
¢ You waste all your time if you don't follow up with the contact

Review these “Commandments” before each mixer
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Open Twos - Open Threes - Open Groups

When you walk into a room, where do you start? Look for "oneskys
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People standing perpendicular or in a closed circle can be bypassed - it is difficult to strike up a conversation

unless you have someone introducing you.

Focus on people standing in Open Twos, Open Threes and Open Groups — they stand askew making it easy

to slide in to start a conversation.

Teach this technique to your networking and service club members, it encourages conversation and makes

visitors feel more welcome.

Open Twos - Open Threes
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Five Networking Questions That Work Every Time

1) How'd you get started in your business?
People like to be the movie of the week. They will share their story while
you listen actively. Make them the lead actor.

2) What significant changes have you seen take place over the years?
This is a great question. People love to tell the story of change.

3) What do you see for the future?
This is a spectacular question, which should provoke some insightful
comments about needs.

4) What makes your approach different?
Give them an opportunity to do a little bragging.

5) What's the best way to promote your business?

This accentuates the positive. You are not looking for secrets, merely
admiring business acumen and can probably open a two-way conversation
about business building.

Adapted from 10 Networking Questions That Work Every Time
Source: North York Chamber of Commerce; Connections; Jan/98
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Networking Questions

Conversation

If you want better relationships and conversations, consider yourself a human encyclopedia/Google that needs more

info.

Show genuine interest and ask about:

1) A restaurant for a date/family/business lunch
2) An article you read

3) News (not politics)

4) Books you’ve read or they've read

5) Events you attended or they attended

6) Where they are from

7) Where they were educated

8) What they watch/read/listen to

9) What they do for fun

Anyone can learn these questions and have great conversations.
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Networking

Don’t go to sell...

Nobody is there to buy...
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BNI & Referral Groups

BNI - Referral Groups
¢ Join Business Network Intl. or a similar group (ie., LeTip, B2B Power Network, BNI, Firestorm, National

Association of Women Business Owners (NAWBO), Canadian Association of Women Executives &
Entrepreneurs (CAWEE)

¢ Join only one group like this

e Mandate is to refer business

¢ Nothing wrong with joining a group like this and also a chamber-type group, and
a service club too depending on time availability

e If you join two referral — based groups, both will feel betrayed

¢ Just being a member accomplishes nothing — You must Net — Work!

¢ Attend regularly -- Commit

¢ Decide -- Follow our BNI Program
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BNI First Meeting Script

1) We don't sell anything.
2) We don’t charge fees to our clients.
3) I'm Dennis Schooley and my company is Schooley Mitchell

4) We help clients reduce their costs below the gross margin line — the ones causing death by 1,000

cuts.
5) We only share in the savings we create for our clients — no savings, no fee.

6) We have helped more than 32,000 clients and keep a database of all the pricing we have obtained

for them. That gives us a lot of clout and a lot of knowledge.

Yes, this is not too much but it is memorabile. It is to the point. It should solicit conversation.
It will set up your next meeting — Robin Hood and the Envelope Presentation for your longer presentation.

(#2 is not technically true but it’s fine for a BNI presentation)
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Specific Ask For Every BNI Meeting

If you do this right it can be the source of many referrals for you

Stalk at least one member before the meeting (Know Your Members)

Go to every BNI meeting with a Specific Ask to a neighbor or vendor or a customer of a BNI Member
Be safe and go with two in case one member is not there.

When you mention the name of the Specific Ask ensure you are not staring at the person that you know is
familiar with the desired company. That seems contrived. Just mention the name of the target as an example
of a what “a good client would look like for me” and continue. Hopefully the person that knows that company
will bring that referral for you in the future.

Use this as you close your presentation each week — “And my featured prospect for this week is Jones
Plumbing.”

This tactic will not only make it easier for your fellow members to make referrals to you which is good for them
(it makes them look good), it also increases familiarity with what you are looking for if you do it meeting after
meeting.
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Know Your Members

List every member using the BNI Member Tracking Sheet

Fill in as much information as you can and then make it a mission to learn the rest of the information for every
single member

Stalk them one at a time

1) Google their business
2) Google them personally
3) Go to their website
4) Google any businesses mentioned on their website
5) LinkedIn
6) Facebook
7) Twitter (X)
8) Instagram
9) Google Places
10) Drive by their business

Find out as much as you can about them for several purposes:

1

~—

Specific asks at BNI meetings

2) Specific asks at 1-2-1 meetings/lunches
3) Better conversations at meetings and 1-2-1’s
4) Know their:

a. Neighbors

b. Vendors

c. Customers

d. Personal Associates

e. Business Associates

f. Association

g. Competitors

h. Promotion Strategies

i. Charities they support

j- Challenges

k. Other networking activities
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BNI Member Tracking Sheet

Member Last Name

First Name Business Name Business Phone

Cell Phone

Business Address

Business Type

Contact Sphere

Email Adress

Website

Example BNI Member

Member Last Name

Schaduley

First Name Business Name Business Phone

Donald

Warehouse Inc.

123-456-7890

Cell Phone

132-456-7890

Business Address

12 Main Drag, Stratford, ON,
N5A 333

Business Type

Store Frozen
Goats

Contact Sphere

Professional

Email Adress

ds@goat.ca

Website

goat.com
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Shining Star

Neighbors Vendors Customers Social & Recreational Business Contacts Personal Business Contacts
1 1 1 1 1
2 2 2 2 2
3 3 3 3 3
4 4 4 4 4
1 1 1 1 1
2 2 2 2 2
3 3 3 3 3
4 4 4 4 4
1 1 1 1 1
2 2 2 2 2
3 3 3 3 3
4 4 4 4 4

Example BNI Member

Neighbors

1 | Frank's Accounting

Vendors

1 | Quick Freeze

Customers

1 | Goat Tails Int.

Social & Recreational Business Contacts

1 | Joe Network

Personal Business Contacts

1 | Aunt Barb

2 | Jones Plumbing 2 | xx 2 | xx 2 | Pete Bowling 2 | Alumni John
3 | Just Toys 3 | xx 3 | xx 3 | xx 3 | xx
4 | Just Tools 4| xx 4| xx 4| xx 4| xx
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BNI Members Referral Letter

Hi Bob.
I had a question at our last BNI meeting about the type of prospect that would make a perfect referral for me. It made
me realize that one of your neighbors close to your business would actually be a great referral for me. Do you know

anyone at Jones Plumbing?

If you are OK with making that referral to me, I would be more than happy to follow up. I’'m pretty sure we will be

able to increase their profits with no risk to them.

Please let me know at the next meeting if you would be able to introduce me to someone of responsibility at Jones

Plumbing. Let’s talk about the best method of introduction to increase our chance of success as well.
Thanks Bob — much appreciated.

Yours truly,

Dennis Schooley

Schooley Mitchell
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BNI - Two Purposes

Every Meeting - Go With Two Purposes

1) To announce a specific ask to the group.

)

SCHOOLEY

MITCHELL

2) Find one vendor through discussion for one member (steel, parts, paper, accounting, insur-
ance, etc.) for the purpose of sending the BNI member's referral letter two months down the

road.
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Memory Hooks

Memory description that will be remembered — gain attention when speaking

¢ “Do you know any businesses that would like to keep their money - they can
probably use our service.We ae the profit keepers.”

e “We're the Robin Hoods in the Forest of Business Costs. We steal money from the big, bad vendors
for our poor little clients.”

e “Have you ever been mad at the courier company? We help get revenge!”

¢ Get five people to stand. Then tell one of them to sit down. “80% of companies — four out
of five — experience telephone billing errors according to a U.S. survey.”

¢ “Do you use the weigh and pay it method? Most companies do when it comes to
bills — if it weighs the same as last month it's off to accounts payable.”

* “| thought fiber came in cereal — now | talk over it!”
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Meeting #2 Script

1) We are the Robin Hoods of Expense Reduction! We steal money from the big bad vendors in the
forest and give it back to our poor little clients.

2) The vendors include (slowly and use your fingers) Telecom, Merchant Services, Small Package Ship-
ping and Courier, Waste, Electronic Logging Devices, eSignature, Fuel, Facility Supplies, Less than
TruckLoad, Office Supplies, Shipping and Packaging Supplies, Software as a Service, Uniforms and
Linens, Unified Communications as a Service, Compressed Gases.

3) We find errors in the bills and better prices for our clients because of our clout and our knowledge.

4) And my featured prospect client for this week is Hansen Chevrolet

Meeting #3 Script

1) Have you ever put on a jacket that you haven’t worn in a while, you put your hand in the pocket
and pull out a $20 bill? That feeling of “found money” is so exhilarating. We provide that feeling to
our clients on an on-going basis. We do this by making sure none of our clients pay more than they
should on their operating expenses, putting that money back in their pockets.

2) The cost categories include (slowly and use your fingers) Telecom, Merchant Services, Small Pack-
age Shipping and Courier, Waste, Electronic Logging Devices, eSignature, Fuel, Facility Supplies,
Less than TruckLoad, Office Supplies, Shipping and Packaging Supplies, Software as a Service,
Uniforms and Linens, Unified Communications as a Service, Compressed Gases.

3) We find errors in the bills and better prices for our clients because of our clout and our knowledge.

4) And my featured prospect client for this week is Radiant Dentistry Clinic
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Envelope Presentation

Select two volunteers — one is the vendor (Waste); one is your client.
If | can get $10.00 from your Waste vendor for your bank account would you be willing to give me $5.00?
All I need to do in order to do that is review your Waste invoices.

You (To the Client);

1) Incur no expenses

)
2) Use no internal resources
3) Incur no risk

)

4) Are in charge of the go/no go decision on my recommendations

To the Vendor;

| have reviewed my clients records and uncovered some errors as well as better pricing options for my them
The results are in my report in the envelope - please provide the $10.00 to my client

Best Part — You will receive the $10.00 every month!

Better Part — We only receive our five dollars for a period of time and then the entire $10.00 stays in your bank
account!

The expenses we cover are Telecom, Merchant Services, Small Package Shipping and Courier, Waste, Elec-
tronic Logging Devices, eSignature, Fuel, Facility Supplies, Less than TruckLoad, Office Supplies, Shipping
and Packaging Supplies, Software as a Service, Uniforms and Linens, Unified Communications as a Service,
Compressed Gases (count them off with your fingers)

And my featured prospect client for this week is Jones Plumbing.
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BNI Script - Flaming $100 Bill

Learn the exact script.

Wave the $100 Bill

Do you know every business out there is burning up their money?

What | mean by that is everybody is paying more than they should for Telecom, Waste, Courier and other
expenses

That’s what we do at Schooley Mitchell — we put that fire out - we make sure none of our clients pay more
than they should

We all know that it’s sometimes difficult to find appropriate referrals for each other because people don’t
regularly change accountants, insurance agents, plumbers, or dentists, etc.

And yet we are all here to look out for each other — and we all build our businesses through referrals or we
wouldn’t be here.

| don’t want to sound too selfish here but at Schooley Mitchell our business is much easier than most be-
cause every business needs our help and nobody has a cost reduction consultant

AND - we don’t charge fees to do our audits

In order to make it easier for you to see who | am looking for as clients, please think about (and write it down
if you wish); one of 1) through 12) below

And my featured prospect for this week is Franklin Garrity Accounting.

(Note — only do one grouping per meeting)
1) The businesses close to your business — to the north, south, east and west
2) The vendors to your business — the people your business buys from

3) Your personal vendors — who do you buy stuff from — who is your insurance agent, plumber, car
dealer, doctor, dentist, HVAC vendor, accountant, financial planner, banker, church, etc.
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BNI Script — Flaming $100 Bill

4) Your relatives — parents, siblings, children, cousins — do they work in businesses?

5) The people you know in your neighborhood — do they work in businesses?

6) The people that you network with in other organizations — do they own businesses?

~ = = ~

7) The people you recreate with — golf, tennis, social groups, dinner groups, card groups, fishing bud-

dies, similar personal interests

8) The parents of the kids that play sports or activities with your kids or grand kids— do they work in
businesses

9) Your customers or clients — can we be a value-add to them by saving them some money and in-
creasing their profits?

10) Do you know any professionals — accountants, lawyers, architects, engineers, doctors, dentists,
financial planners, stock brokers, bankers,

11) Do you know any builders with several employees— carpenters, plumbers, HVAC, landscapers,
electricians, lumber yards, electrical or plumbing supplies,

12) Do you know any people that are involved in non-profits, charities, churches etc.

Hokey — If you feel this is hokey then claim hokey. Tell them you know “it’s hokey but Corporate asks us to do
this presentation because it does provide clarity. So here | go”. (Now it’s not your fault!)

Do this presentation at least 20 times per year — focusing on a different group each week. You can use all 12
groups or pick a few (4 to 6) and re-circulate them if you wish.

Decide. | want success at my BNI. | need to do what works.
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Individual Meetings/Lunches with BNl Members

Schedule 1-2-1 Lunches with every member at least twice per year
If you do this right it can be the source of many referrals for you
Start with the one most likely to refer to you and then the next
Stalk them before the meeting (Know Your Members)

Buy them lunch — even if it’s virtual — send them lunch with a food delivery service and break bread with them
virtually — a bit of fun makes for good connections

Prepare for the meeting — and tell them you want to take some notes as you go along so you don’t forget
important stuff — they always say yes

Use the ‘Getting To Know You’ questions checklist to take your notes — focus on them but of course, answer
any questions about you - then get back to them

Go to every 1-2-1 with a Specific Ask to a neighbor or vendor of the BNI Member
Find a way to ask conversationally — Plan it!

Find a way to ask for introductions to any other leads that may come up during the conversation — not too
many but maybe one besides the Specific Ask you came into the meeting prepared to pursue

“You mentioned JB Accounting a few minutes ago. That would be a great client for me. Can we figure out
how | can speak with them? | would love to set up another virtual lunch with them and you if you would like.”

“I would love to do the same thing with (neighbor or vendor Specific Ask you came prepared to ask about)”.
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Getting To Know You

Getting To Know You

The ability to ask more probing questions is your key to really increasing your results.
Have you thought about the questioning process/conversation planning — think hard?
| would like to understand your business better so | have a few questions to ask. OK?

| always find it’s better if | keep a few notes as we go along. OK?

1) | guess the first one isn’t really a question — please just tell me about your business so | can get a
good feel.

2) Tell them you looked at their website and make a comment or ask some questions about that.

3) Do you have any specific target markets or a niche market?

4) So what do you think is your competitive advantage?

5) Do you remember back to how you got your best customer?
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Getting To Know You

6) Is that the same way you get most of your customers? What is your best method to get customers?

7) As a BNI member, I’'m assuming you’re looking for referrals. Who refers to you now in BNI and
outside BNI?

8) Are there others like that who you would like to have as referral sources?

9) Do you network with other groups — which ones?

10) Is it helpful?

11) Do you belong to any associations?

12) Do you find that helpful? How so?
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Getting To Know You

13) Are you a Chamber member?

14) There has been a lot of change over the last while — how has your business changed?

15) What about technology — how is that affecting you?

16) What do you see for the next few years?

17) What about charities, community groups or non-profits — any involvement?

18) How do you keep your knowledge current? For your business/industry or just for business in
general?
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Getting To Know You

19) I’'m always looking for good sources of business learning — how do you stay up to date? Books,
seminars, speakers, courses?

20) What about competition, who are your main competitors?

21) Which are the ones that take business away from you?

22) And who do you take business from — or would like to?

23) Any ideas on how you can you do that better?

24) What about issues with employees - do you have an issue with employee turnover
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Getting To Know You

25) What about keeping them productive?

26) Any other business problems or issues keeping you up at night?

27) | always seem to run out of time to get everything done — let them respond.

28) How do you stay on top of IT?

29) If they have business customers, ask them what the challenges/problems of their top customers
would be.
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Getting To Know You

30) Have you figured out a way to help your customers in their businesses with any of those problems?
(This one can go many different ways but can lead to gold for you if you can figure out how to help
them help their customers).

31) The same conversation related to their important vendors (now you’re finding out about their
vendors)

32) What do you do for fun when you’re not working all the time?

33) By the way, | don’t think | asked, what does your spouse do (or kids/grandkids too — — depending
on their age)?

34) Any other relatives in business?
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Getting To Know You

35) What about your neighbors?

36) Any friends in business?

37)More, more, more — this is your business!
Listen for:
1)l want

2)l need
3)l can’t

4)| don’t know

One of the things that we have found at Schooley Mitchell is that it is so much easier to refer to us
because everyone needs what we do, and we don’t charge money for our audits so lots of our people
reward our referral sources by sharing the fees. If you do refer to me, | would be glad to share the
wealth with you. | would love to pay you 10% of anything I receive from your referrals. One of my
fellow consultants paid $40,000 to one referral source recently so it can be significant.
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General Questions Discussion Topics

If you want better relationships and conversations, consider yourself a human encyclopedia/Google that

needs more info.
Show genuine interest and ask about:

1) I'm always looking for good spots for business lunches — do you have a couple of spots you go?

2) What about for personal lunches or dinners?

3) | read an article recently about... Do you read any publications or blogs?

4) What about books, do you read much for business or for pleasure? Who (authors) do you like?

5) Did you see (news topics but stay away from politics or other taboo topics)? Community & charities

are good topics to mention — positive things!
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General Questions Discussion Topics

6) | was just at the ... Event, have you ever been? Do you go to any fundraisers?

7) Where is your hometown? Oh yeah, when did you leave — where did you go to school?

8) | watched ... the other day, although | try not to spend too much time in front of the boob tube. Have
you seen any good shows/movies recently?

9) Other (think about it— hard) - just don’t emphasize your personal interest — try to get them to focus
on theirs.

10) Avoid the Negative Norm — try not to complain about things even if they do — stay positive!

These questions are interspersed with the business questions above and not asked rapid fire but rather,
conversationally. Practice. And then practice. And then practice.

It does not matter if you have lots of unanswered questions — that’s for next meeting. That’s why we keep
notes on every lunch/meeting.
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Contact Spheres

e Common clients/customers that could benefit from the services of the others

e Natural inclination to refer to each other

¢ Professional — Lawyers, Accountants, Bankers, Financial Planners, Investment Dealers,
Mortgages Brokers, Financiers

® Business Services — Printers, Graphic Artists, Specialty Advertising,
Marketing Consultants

¢ Business Equipment — Telecom, Computers, Copiers, Faxes

e Contracting — Painters, Wiring, Carpenters, Plumbers, Electricians, Landscapers

¢ Business Development — Architects, Engineers, Surveyors, Government Agencies,
Real Estate
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Contact Spheres

Build the Contact Spheres To Increase Your Referral Sources

Collaborate for this one!

Identify two other members you would like to work with for this strategy.
1) Allocate each BNI member to a Contact Sphere using the Schooley Mitchell Contact Sphere Forms.
2) Identify missing Sphere members. Start with our own sphere — Professional and Business Services

a. Accountant

b. Lawyer

c. Banker

d. Mortgage Broker

e. Commercial Real Estate
f. Commercial Insurance
g. Financial Planner

h. Stock Broker

i. Management Consultant
j. IT Company

k. Tax Consultant

l. Sales Coach

m. Training Consultant

n. NFIB/CFIB Sales

0. HR Consultant

p. Other Consultants

g. Other

3) Example - If there is no accountant in your group, ask your own accountant to join if appropriate.

4) Otherwise, ask one of your collaborative members in a one-to-one discussion if they think their
accountant might be the right type for the group. It would be an accountant that might have sev-
eral hundred small and medium business clients. Collaborate with the other member to discuss the
merits of the BNI with that accountant, or another one you identify together — hold the discussion
together if possible — even better over lunch. Seek out an accountant until you find one together.

5) Communicate the vision of a vibrant, helpful, long-term, professional club. Communicate the vision
of what you can build together to benefit everyone. If you don’t believe it yourself, you will never
convince anyone (“How great could this be if...”)
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6) Do this same thing (one-on-one discussions with one collaborator at a time — not with the whole

group at once) for a lawyer, financial planner, other consultants, etc. (don’t target the same type of
business with more than one collaborator)

7) Establish these collaborative tactics with two BNI members to build the professional sphere as pri-
ority No. 1 — one by one

8) Once you complete the Professional Sphere do the same with each of the other spheres.
If you do this correctly, you will be a hero to the people you bring into the club, you will be a hero/friend with

the two member collaborators, and the club overall will see you as someone that is really committed and
helping. Your referrals will increase significantly.
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Professional Contact Sphere

a. Accountant

b. Lawyer

c. Banker

d. Mortgage Broker

e. Commercial Real Estate

f. Commercial Insurance

g. Financial Planner

h. Stock Broker

i. Management Consultant

j- IT Company

k. Tax Consultant

|. Sales Coach

m. Training Consultant

n. NFIB/CFIB Sales

o. HR Consultant

p. Other Consultants

g. Other

r. Other
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Build Your BNI
Professional Sphere Existing Member Fill In The Sphere Business Services Existing Member Fill In The Sphere Contracting Existing Member [ Fill In The Sphere
1 Accountant Printing Company Plumber
2 Lawyer Graphic Design Carpenter
3 Banker Specialty Adv HVAC
4 Mortgage Broker Sign Company Roofer
5 CEmEEE Event Planner Lumber Yard
Insurance
Commercial Real )
6 Estate Travel Agent Plumbing Supply
7 Financial Planner Other... Electrical Supply
8 Stock Broker Other... Electrician
Management
9 Consultant Landscaper
10 IT Company Other...
1 Tax Consultant Other...
12 Sales Coach
13 | Training Consultant
NFIB/CFIB
14
Salesperson
15 HR Consultant
16 Marketing
Consultant
17 | Other Consultants
18 Other...
19 Other...
20 Other...
21
Tactics

1. Fill In existing member names
2. List all possible business categories in the sphere

3. If you have appropriate contacts to fill in any missing categories then take

them to lunch to talk about joining
4. Ask another member (one at a time) to see if they have/know an

apporpriate person to fill in the missing sphere member

5. Collaborate with the other BNI member about how to bring the person
into the club - lunch/coffee etc.

member at a time to fill in the sphere
7. Once the professional sphere is completed repeat the process for
another sphere |

6. Repeat the process with one fellow member at a time to find one new

saJjoydg 1081U0D INYg
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Chamber of Commerce

Chamber of Commerce

¢ Local organization of businesses working together to further the interests of business
e An opportunity to network with business peers, make contacts and get exposure

e Keeps you informed of issues and trends within the local business community

e Access to members-only discounts and services

e Study: consumers who know a business is a Chamber member are 44% more likely to think favorably of it
and are 63% more likely to purchase goods or services from it
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Strategy

Strategy - Chamber of Commerce

e Offer to be the person that introduces each new member (story) to all members via email
* Makes you an “active” member
* Makes you a hero and an important person to the new member
¢ Allows you to correspond regularly with every single member — don’t take advantage and try to sell
via these emails

¢ |[f not each new member, then “Member of the Month” — focus on their business and personal
accomplishments

e Establish a program to promote members
e |t's what we do at Schooley Mitchell
® One at atime
® Write a story — post on splash page and social media
e Write a testimonial
e Etc. (SMARRT steps)

e Take out your cell phone and make videos at various Chamber events — upload to your Splash Page and link
back to Chamber website — promote them, feature other members and link to them, show your involvement

¢ Organize a Chamber of Commerce speed dating event (each meeting) — "just for 4 minutes"
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Service Clubs

¢ You must join to help community not to demand business

e Service Clubs are different from actual Networking Groups

¢ Business development is a long-term, natural by-product through relationships built
with club members

¢ Evaluate the members; goals; concept; mandate etc. before joining and make sure
they're consistent with your goals and desires
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Sales Statistics

48% of sales people never follow up with a prospect
25% of sales people make a second contact and stop
12% of sales people make three contacts and stop

Only 10% of sales people make more than three contacts
2% of sales are made on the first contact

3% of sales are made on the second contact

5% of sales are made on the third contact

10% of sales are made on the fourth contact

80% of sales are made on the fifth to 12th contact

Aquarium Experiment - The Value of Persistence

)

SCHOOLEY

MITCHELL

A plexiglass divider was placed in an aquarium with small edible fish on one side and predatory larger fish on

the other. The predators kept bumping their nose on the plexiglass trying to eat the smaller fish.

After several attempts, they gave up and stopped trying.

Once the plexiglass was removed, they still did not attempt to venture to the area of the appetizers.

It would have been a feast if persistence was applied.
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Sales & Marketing Training Overview

9) Referrals — The key to the business
a. Existing Clients
i. SMARRT - Relationship Builder — deliver value continuously
ii. Ask — Four things
1. Referrals — specific
2. Testimonial letter
3. Reference
4. Paid referral relationship
iii. Develop and nurture paid relationships
iv. Deliver DV - regularly
v. Lunch program with clients
vi. Provide training/knowledge to them
vii. Handwritten notes
viii. Associations
ix. Deliver education — seminars, webinars, etc.
x. Must! — Client Relationship tracking sheet for every client

b. Centers of Influence
i. Talk to them, get to know them, ask them
ii. Provide value to them — Pulse, DV, Referrals, training to them and their clients
iii. Promote them — Testimonial, Splash Page, Social Media
iv. Paid relationship
v. Keep them fully informed at every stage with every referral they provide

c. Keep all referral sources fully informed at every stage of our process with every referral —
Appointments, Briefing, Delays, Service Agreement, Production Process - periodically, Value

Report, Acceptance, Implementation, Post Audits
d. Inform Every Client’s Accountant about results of assignment with our joint client
e. Coffee Meetings Program — Minimum two per week with other advisors — every week!

f. Paid Referral Relationships — Be relentless but not a mongrel — One new paid relationship every
month
i. Clients
ii. Networking contacts
iii. Organizations/Associations/Buying Groups
iv. Sales people — bird dogs
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Sales & Marketing Training Overview

v. Friends/acquaintances
vi. Other consultants and business advisors

g. Networking Sources
i. Build personal relationships with people you know
ii. Chamber
iii. BNI (or similar)
iv. Service Clubs
v. Charities
vi. Vendors that sell to you
vii. Recreation or community groups
viii. Other — be likeable — be a giver

h. Networking — general
i. Don’t be a mongrel
ii. Be a giver — look for one person to help with something every time
iii. Be patient — farming
iv. Believe — STRONGLY - if | help others then they will help me
v. Share your time
vi. Share your expertise — give it away
vii. Develop an all-inclusive list — hundreds of people you know
viii. Rank your list — strategize a few every week
ix. Review commandments before every mixer
X. Learn the conversational networking questions

i. BNI (or similar) — Referral only based group
i. Join a referral only based group
ii. Participate regularly and be patient
iii. Research every member individually — website, Linkedin, google, drive by their location
iv. Identify neighbors, vendors, customers, associates
v. Ask for referrals to specific companies
vi. Look to fill in contact spheres in the club
vii. Establish some good memory hooks - envelope presentation, flaming $100 bill
viii. Focus every member on one target group each week
ix. Must have one-on-one lunches — every week — focus on them
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j. Chamber

i. Join a Chamber

ii. Participate and be patient

iii. Ask to be the person to introduce every new member by email to all members with a short
feature story

iv. Do a cell phone video each meeting with 3 or 4 questions — “we feature our networking
contacts on our website (Splash Page)”

v. Perhaps introduce a ‘speed dating’ concept at the beginning of each meeting for 4 minutes

k. Service Clubs — Optional
i. Must honor goals and activities of the club and be very patient
ii. This is not about sales now but long term benefit by contributing and building strong
relationships
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The Briefing
Reference Stories
Three Levels of Need

LEVEL THREE
VISION OF A
SOLUTION

LEVEL TWO
PAIN

LEVEL ONE
LATENT
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The Briefing
Reference Stories
Three Levels of Need

A prospect must have
this or the issue will be
put to the back of the
mind; the forefront can
facilitate only so many
things.

LEVEL THREE
VISION OF A
SOLUTION

LEVEL TWO

PAIN

LEVEL ONE
LATENT

e Critical Business Issues — Back of mind

¢ Bring to forefront — Bring to pain Bring to
¢ Advertising “Hurt”
¢ Reference — SO you can

A\

Reference Stories

1. Similar Company

2. Similar Person

3. Similar Stress/Problem

4. SM to the Rescue — Our Processes
5. Metric Result
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Why Stories Work

Neuro-coupling — Two people’s brains sync with stories — mirror neurons

Oxytocin — More is released with stories — creates empathy for story-teller (trust builds)

Stories affect the Amygdala — Emotional decision making

Decisions are not made on Data — they are made on emotion - start with the Amygdala

Stories

1) Build & release tension — where is it going?

2) Builds an idea (can leave you changed)

Stories should reinforce the data
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The Briefing

Questioning Protocol
Questioning Protocol - Seek to understand ... then seek to be understood

We ask questions to get at beliefs so we can deal with real issues. Decisions are made based on beliefs. If we
can identify problems, then we can determine what thinking can help because problem solving must involve
different thinking than the thinking that caused the problem.

1. “Briefing to determine if | can help you”

2. Important! Find out about the Company — how do they do business — what stresses are related to their job.
It is very important to ask general company questions first to show your interest and to show your under-
standing of their business. Only after you find out about the company do you ask directly about its commu-
nications, merchant services, small package shipping, waste, etc. Of course, sometimes it can't be avoided
because the client leads you there; however, don't give up on asking questions about how they do busi-
ness. It creates trust and enthusiasm.

3. Then find out how they communicate, get paid, courier goods and dispose of waste, etc.

4. Find out their stresses related to individual expenses. In general, ask what they like most about something
so you can then ask what they like least (suppliers; services; performance etc.).

5. Ask about personal interests

6. Follow Up — Pulse, Personal DV
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The Briefing

Summary of Questions

Sample Summary of Questions
Two types of questions:
Questions to gather information for you to understand
1) Status/Issue Questions
 Confirm that you know certain things from reviewing their website and you just want to ensure they are
still accurate
* Are there any plans for relocations or expansions?

* Do you accept credit or debit card payments — or other electronic payments?

* Do you send small packages through shipping and courier services? Do you receive small packages from
your distributors billed to your company's accounts?

* How do you dispose of waste? Do you use a shredding or recycling service?

* As it relates to telecom, besides yourself, who is responsible for technology recommendations and project
management?

* Determine how many of these types of questions you need to ask and draft a list that you feel is most ap-
propriate for this client. Create your custom list so you fully know how they operate and how they commu-
nicate.

Questions that add value for them — VALUE LINE
1) Implication Questions

1) Do you have software to recover past billing errors?

2) Do you have tools to ensure any fees, surcharges and miscellaneous items are correct and not over-
charged?

3) Do you have tools to ensure you don't miss any new special pricing offers that are time limited?
4) Do you ever have increases on your bills that are unexplained or undiscovered until after the fact?

5) Do you have software to ensure you are getting all refunds due to you within the required time frame for
late shipments?
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Define The Project
Define The Project

Get the client on board with the right mindset
This is a project we will execute on their behalf
Mitigate ‘Fact-Finding Fatigue’

Identify priorities with the client — “so we need less of your time”
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Define The Project
Define The Project

Get out of the ‘instant gratification’ mindset

Long-term value to the client — and to you!

“Let’s get started with the most important category(s) to you

We have found that the best results come from attacking 1, 2 or 3 categories at a time

We can certainly start additional categories soon — so we are continually identifying savings opportunities for
you

Let’s think of this as a ‘project’ where we need the least amount of time from your staff at any one time

Can | get the contact info for a lower-level staff member to gather any information | need
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Define The Project

SCHOOLEY . -
wrcnell  Define The Project

1) Identify priority expense(s) 3) Fact-finding discussion
2) Document gathering 4) Authorization

1) Baseline costs 4) Vendor quotes and analysis
2) Baseline Report 5) Vendor negotiation
3) Analysis 6) Value Report — Best Options

Approval for savings — you choose your best option

p.

Implementation — we instruct/manage the vendors to get the
improvements/savings implemented

$$ Saving Realized $$

e e

3) We examine the marketplace
on your behalf

4) We are Watchdogs over your
vendors — new opportunities,
price creep, errors in bills

1) Post Audit Process -
Monthly Monitoring

2) We examine your invoices
monthly

p.

Phase two - additional expenses to review
This step can begin at any time during step 2, 4, or 6
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Monthly Spend

# of Locations / # of Accounts

3-year Growth Plans

Nearest Contract End (months)

Importance

Vendor Issues

Doc Gathering Accessibility

Other Considerations

Rank

Category 1

Category 2

Category 3

Category 4

Category 5

C Same C Grow C Shrink

(O same  Grow () Shrink

C Same C Grow C Shrink

O same O Grow () Shrink

C Same C Grow C Shrink

Os
O 18

Oe
O 24

O 12
O 36

Os
C s

Os
O 24

O 12
O 36

Os
(@RT:

Os
O 24

O 12
O 36

Os
C 18

Os
O 24

O 12
O 36

Cs
(@RT:

Os
O 24

O 12
O 36

Less More

O1 O2 O3 O4 Os

Less More

O1 O2 O3 O4 Os

Less More

O1 O2 O3 O4 Os

Less More

O1 O2 O3 O4 Os

Less More

O1 O2 O3 O4 Os

Less More

O1 O2 O3 O4 Os

Less More

O1 O2 O3 Os Os

Less More

O1 O2 O3 Oa Os

Less More

O1 O2 O3 O+ Os

Less More

O1 O2 Os O4 Os

Less More

1 O2 Os O4 Os

Less More

O1 O2 O3 O4 Os

Less More

O1 O2 O3 O4 Os

Less More

O1 O2 O3 O4 Os

Less More

O1 O2 Os O4 Os
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Define The Project

Timeframe — Expectations

Don’t provide these at all unless you feel pressed to do so

Less than $5,000 in monthly spend - single location — 4 to 6 weeks is usual turnaround once we have all the
required information

More — we will know better when we start really digging into your bills and contracts as well as all the market
options for you
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Telecom Cheat Sheet

Minimum Monthly Threshold for Wireless: $500.00.
Minimum Monthly Threshold for Wireline: $500.00 per location.

Top Industry Targets for Wireless

Industry

Advertising & Marketing

'ﬁ " SCHOOLEY
N[/, MITCHELL

(<Q>)

Average Savings

35.23%

Education

33.77%

Arts, Entertainment & Recreation

33.62%

Insurance

31.61%

Utilities, Oil & Gasoline

28.37%

Consultants

28.07%

Retail

27.28%

Construction & Development

26.50%

Transportation

26.45%

Government

26.25%

Top Industry Targets for Wireline

Industry Average Savings

Engineers & Architects

60.44%

Advertising & Marketing

44.59%

Professional & Trade Associations

35.62%

Real Estate Sales, Rental & Leasing

28.65%

Printing & Publishing

26.29%

Arts, Entertainment & Recreation

26.07%

Trades

25.13%

Household Cleaning, Maintenance & Landscaping

25.12%

Wholesale & Distribution

24.55%

Agriculture, Forestry, Fishing & Hunting

24.22%
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Telecom Cheat Sheet

What Services are Included?

Wireless Wireline Fleet Tracking/ELD

Smartphones Internet Fleet Tracking

Tablets Voice services (POT, PRI, VolIP) Asset Tracking

Hotspots, Jetpacks, Mobile Router, UCaa$ (Unified Communication as a

Router Stick Service) Vehicle Cameras

Device Insurance Video/Audio Conferencing

Smartwatches

Wireless Features
(Navigation, Cloud Storage)

What Services are Excluded?
> IT Management
> Personal telecom accounts

> Television services

When Would it Become Hourly?
The client wants to upgrade their services or hardware (smartphones, internet speeds, etc.)
The client wants to change to a different platform at a higher cost
The client wants us to recommend three vendors for them to start-up a new service
The client is moving service to another location
The client is adding locations and wants Schooley Mitchell to provide vendor options

Fact Finding / Doc Gathering Best Practices
> Ask for online access to all vendors. If not possible, three months of the most recent invoices
Ask for contracts, hardware rental agreements, and IT contact information if applicable.

>
> Photos of any hardware (phones, servers, routers, etc.)
>

Verify the addresses of services if there are multiple locations

Briefing Points
Category Pain Points:
98% of errors on telecom bills are in the favor of the telecom companies.

Miscellaneous surcharges are often added to invoices without notice and without clients being aware. This
includes things like network security surveillance or voicemail transcription services.

Following up with telecom companies can result in hours of time on hold.

Over-provisioning is common. Many clients are paying for items/features they didn’t realize weren’t
required.

Is there an industry where customer service is worse?
Fleet tracking systems are often slow to update and provide inaccurate location information.
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Telecom Cheat Sheet

Implication Questions

Wireless:
> Do you have a tracking tool to monitor talk, text, and data usage month after month?
> Do you have a tracking tool to identify data overages each month?

Wireline:
> Do you have software to identify errors on past invoices?
> Do you have a tool to stay on top of numerous telecom market changes on a month-after-month basis?

Fleet Tracking/ELD:
> Do you have software to match contract options on a vehicle-by-vehicle basis for your fleet?

Savings Opportunities
> Negotiating a larger discount

Optimizing current configuration
Negotiating added vendor fees
Verifying contracts are in line with current services
Removing unnecessary features
Verifying non-usage devices and removing them
Updating services to more modern technology

Real Client Stories

Manufacturing/Engineering Firm
| hate when clients are overcharged by their vendors.

Our client, Franklin, was the manager of the IT department. He had been trying to review telecom expenses for
quite some time but just never had the time to do so. It was eating at him, but he was just too busy to allocate
any time or resources to identifying issues. They were relying on the vendor, which is like the fox in the henhouse.
The vendor had been neglected for years in terms of regular detailed reviews. Franklin didn’t like relying on a third
party but felt overwhelmed and also uneasy at the same time. He was actually a little concerned that his bosses
were going to come across some problems before he could mitigate them.

He thought it would be helpful to bring us in to provide proper direction. We reviewed current and past invoices,
as well as contracts, and found that some of the lines were being billed at $500 per month, and the vendor
even increased some of them to $700 per month shortly before we stepped in on Franklin’s behalf. | guess they
thought they could because they were getting away with it. Franklin was angry when we informed him.

We were able to identify and cancel about a third of their lines because they were not being used. We also
brought the prices down to proper market levels. Franklin was pretty upset with the vendor so in this case he
wanted to change vendors due to a lack of trust, so we helped him do that.

In the end the savings were $45,000 every single month! Franklin can now sleep much more soundly and ended
up being a hero to his boss by eliminating massive over-spending that had accumulated slowly over time.

Icing on the cake was, as we were doing our implementation analysis, we discovered the previous vendor
continued to bill the company, and payables didn’t know they weren’t legit bills. We recovered more than $56,000
for the client. Talk about happy!

It’s really imperative to review vendor invoices and contracts every single month.
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Construction Company
I love when clients receive unexpected dollars for better use in their business.

We had a client, John, who was VP Finance for a fair-sized construction company. He was annoyed because he
was receiving complaints from some of his drivers about the fleet tracking system not actually tracking properly.
It was the last thing he wanted to deal with, but it was causing concern, and the drivers were important to the
business. He even discovered one vehicle in the system that showed it was in China when he could see it outside
his window in Ohio.

When he couldn’t get the vendor to respond to his requests for help, John reached out to us, and we were able
to follow up on the support requests for him. We also ensured that the vendor provided proper service to the 120
vehicles in the fleet. At the same time, we prepared a report to show market alternatives. He wanted to switch as
fast as possible, and we facilitated that for him as well.

In the end, we were able to save 43% on the ongoing invoices, which was just under $1,500 per month — just for
fleet tracking! Even though the company was under contract with the incumbent vendor we were able to ensure
there were no penalties for terminating the contract because of the horrible customer service. John was pleased,
and also relieved as his drivers were now happy, the system showed the trucks where they were actually located,
and he now didn’t have to deal with driver complaints any longer.

Unresponsive vendors need to be dealt with regularly as it usually means something is wrong.

Manufacturing Company
| hate when clients pay for things they shouldn’t.

Our client, Joanne, was the controller for a manufacturer. She was in charge of wireless telecom, but also several
other areas of responsibility. The cost was continually going up and down for the 52 wireless devices and she
was frustrated that it was difficult to provide accurate budget data. The invoices were difficult to follow and very
confusing for all the tablets and smart phones listed. She was already working overtime and was fearful she was
going to miss more family time to try to figure this out.

We happened to reach out to Joanne through a referral and she was quite relieved to bring us on board. She
provided us with invoices and contracts to sift through. Through our analysis, we identified unused lines,
overages on some devices, and underusage on others. We were able to eliminate the unused lines for her and
recommended better plans to allow for the fluctuating usage. Joanne felt like she was doing two things at once
because she was able to take her son to little league and still feel the comfort that the wireless problems were
being addressed.

In the end, the client wasn’t paying for phones that were in a drawer somewhere, and also had better pricing
packages matched to proper levels of use per unit. The savings were almost $2,100 per month. Joanne was
very happy because now she had reliable numbers for budgets, and also knew she wasn’t paying more that
she should be. As an added bonus, we were able to identify better solutions for international calling which was
completely unexpected by Joanne. And she attended the little league games without missing an inning.

Actual usage should be matched to each device, each month to avoid digging a pit of lost money — and time.
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Minimum Monthly Threshold for Garbage and Recycling: $350.00 per location.
Minimum Monthly Threshold for Shredding: $250.00 per location.

Minimum Monthly Threshold for Medical: $250.00 per location.

Minimum Monthly Threshold for Oil/Hazardous/Other: $350.00 per location.

Top Industry Targets

Industry Average Savings

Medical, Dental, Veterinary, Optical, Pharmaceutical 54.04%

Professional Services 53.44%

Printing & Publishing 43.63%

Arts, Entertainment & Recreation 40.51%

Accommodation & Conference 39.36%
Retail 38.89%

Warehousing & Storage 38.57%
Non-Profit 37.96%

Professional & Trade Associations 34.57%

Manufacturing 2917%

What Services are Included?

Waste Medical Construction Shredding Manufacturing

Trash Drug Disposal Roll-off Trash Paper Hazardous Waste

Non-Hazardous Liquid

Recycling Sharps Concrete Disposal Document storage Waste

Organics Bio-Hazardous Waste Metal Disposal

Compactors eWaste Sludge Waste

Grease Traps PPE Disposal Portable Toilets

Wood Waste

What Services are Excluded?
> Wastewater on a city invoice

When Would it Become Hourly?
> The client is adding services to a new or existing site (including setting up services at a new location).
> The client has requested we help transfer services to a new site.

> The client is canceling service and requested our assistance confirming fees and processing the
cancellation.
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Fact Finding /Document Gathering Best Practices
Ask for online access to all vendors, or at least the largest accounts we will audit
Ask if there are seasonal changes and for invoices during peak and off-season
For hazardous and non-hazardous liquid waste, ask for the waste manifests
For medical, ask if they use the current vendor for their OSHA compliance training

Ask for contracts, pricing agreements, rental agreements (for equipment) and service agreements. Vendors
all use different naming conventions.

Ask if they have any special requirements (pick up on Saturday and Sunday, locks, wheels, pick up after 7
a.m., etc.)

> Take pictures of the bins

Briefing Points

Category Pain Points

> Annual price increases and regular price creep, including inflation fees may not be noticed on regular
invoices.

> Billing errors are common — charges for exempt services, charges for canceled services, increases above
negotiated inflation charges, missed pick-up charges, over-filling charge when caused by a missed
pick-up, etc.

Additional charges are incurred without notice - RMO (recycled material offset), processing fees, fuel,
environmental, container refresh, state fees, overages, contamination, tonnage, admin, etc.

Implication Questions

> Do you have software to monitor monthly invoices for multiple additional fees and eliminate
invalid charges?

> Do you have software to monitor annual pricing increases and errors in bills?

Savings Opportunities
A reduction in the base rates for services

Reducing or eliminating fees when possible (ex: Admin, Fuel, Environmental, Rental Charges, Container
Refresh/Container Maintenance)

Optimize the container sizes, pick-up frequency, and billing errors (billed for a container removed)

Real Client Stories

Manufacturing Company

This client was paying $3,000.00 for a 4-yard waste bin serviced once per week. This was highly inflated as the
vendor applied annual pricing increases over the last 20 years and no one had been reviewing or monitoring it.
We got a quote from the incumbent for the business next door to see what pricing should be from this vendor
and it was about 80% less.

Alternative options confirmed this, but the incumbent was not willing to lower the base rate at all. The client was
completely caught off by the vendor not showing any loyalty or reducing the price once it was revealed they were
greatly overcharging, and client gave us approval to switch vendors. The incumbent then overinflated the early
termination fee by saying it was $300,000.00. One of our analysts went back to the vendor to get this corrected
and the early termination fee ended up being $18,000.
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Construction & Development Company

This client was spending $5,000 a month for roll-off services that included three tons per haul in the haul

rate. Schooley Mitchell found a vendor who was more competitive and would include five tons per haul. After
implementing the proposal for five months, the new vendor refused to honor the five tons included per haul. This
resulted in a higher price with the new vendor than the previous one. This was caught by a waste post-audit and
then escalated to the Vendor Relations team. The Vendor Relations team then took this up with the vendor and
got a new proposal to correct the pricing. Schooley Mitchell will continue to monitor the invoices

Entertainment & Recreation Company

This client had three sites and was spending $7,000. Schooley Mitchell did a full review of their services and
established with the client that in the summer of 2022 the recycling and waste bins had been removed from the
site and yet the incumbent continued to charge for these services. Schooley Mitchell was provided with invoices
dating back almost a year to confirm when the bins were removed, and how much of a credit was owed. We
confirmed a credit of $13,572.90 was owed and applied it to the client’s account. We then negotiated the current
rates down to $2,800.00 a month with the incumbent.
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Minimum Monthly Threshold: $20,000.00 processing volume

Top Industry Targets

SCHOOLEY

MITCHELL

Industry Average Savings

e-Commerce

39.72%

Education

35.62%

Religious Organizations

29.45%

Accounting

23.16%

Legal

22.73%

Manufacturing

22.72%

Government

21.98%

Trades

20.50%

Advertising & Marketing

19.80%

Utilities, Oil & Gasoline

19.69%

What Services are Included?

In-Person

. Online
Transactions

Virtual Terminal
Ecommerce
setups and hosted
payment pages

Transactions
taken over the
phone and key
entered into a
virtual terminal

Transactions
taken in person
with a physical

terminal

Equipment

Physical Terminal
Common Brands:
Ingenico
Verifone
Clover
Pax
Déja vu
Square

Software/Point-
of-Sale Systems

Common Brands:
Lightspeed
TouchBistro

Clover
Revel
NCR
QuickBooks
Sales Force
JackRabbit
Donor Perfect
ChiroTouch

Chamber Master

Service Titan

Gateways

Common Brands:
Authorize.Net
BrainTree
Stripe
PayPal
Bambora

What Services are Excluded?
> Shopify

When Would it Become Hourly?

>  When a new location is being opened that is requiring merchant services to be set up

> When a new business is being opened that is requiring merchant services to be set up

> When a business has a small processing volume where contingency would no longer be the best fit
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Fact Finding /Document Gathering Best Practices
Ask for online access to all merchant services processors
Ask for contracts for the merchant services account and any lease or rental equipment agreements

Ask the client to explain how they accept transactions in all facets of their business (in-person, online, over
the phone)

Ask about software or point-of-sale integrations
Ask if they use QuickBooks desktop or online
Review the client’s website to see if there is any way to accept payments online

Briefing Points

Category Pain Points
> Merchant services invoices are very confusing and difficult to understand

> Miscellaneous surcharges and rate increases are difficult to identify and are often added to invoices
without notice, so clients are unaware of the changes

Customer service with merchant services is lacking, which can result in several hours of hold time
Rates change twice a year

Integration may not be a “one-supplier” solution only. There are options.

Aggressive sales representatives are always on the doorstep, we take care of that for you

PCI Compliance is an annual headache that we can remove

Implication Questions
> Do you have software to identify errors on past invoices?
Do you have a tool to stay on top of numerous merchant services market changes every six months?

>
> How do you stay on top of PCI Compliance issues each month?
>

Do you have a tool to isolate any surcharges and miscellaneous charges each month?

Savings Opportunities
> Negotiating lower discount rates and fees
> Removing monthly and annual fees
> Identifying Level Il and Il optimization rates when applicable
> Optimizing processing environments

Real Client Stories

Manufacturing Company
| hate when vendors aren’t helpful to their own clients.

Our client, Jon, is the owner of a multi-million-dollar manufacturing company, and he suspected he was
overpaying for credit card processing services. Their merchant services provider had locked them into a tight
three-year agreement which was peculiar in merchant services. Jon was trying to figure out the pricing on the
monthly statements, but it was almost impossible. He was actually losing sleep over his frustration. Worse yet,
every time he tried to engage with a customer service rep at the vendor, he would leave the phone call more
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confused and frustrated than when he originally started. His anxiety was increasing even though he was trying to
simplify the process.

We met Jon at a community event and his anger boiled over as he told me his story. We agreed to help him.
When we started digging in, we recognized that his interchange rate was very high and that his current rates
no longer matched the contract they signed three years prior. In fact, unknown to Jon, the contract had expired
months earlier. Not only did the rates increase drastically after the contract expired but we learned that the
provider had also increased the rates six months prior to the expiration of the contract. Obviously, that was
wrong. | thought Jon was going to go through the roof when we told him.

We helped Jon receive a full refund of over $6,000 for the six months with the incorrect pricing while the contract
was still valid. We also found over 33% in savings with a change in vendors when we reported back to Jon. He
was relieved to be rid of an unscrupulous vendor.

Of course, we waited until the refund was received by Jon before we switched vendors for him just in case they
“lost the check”. The additional savings were more than $2,100 per month and Jon was very happy to let me
know what he was going to use those extra funds to obtain some new software for his staff he had been putting
off due to budget constraints. He was also relieved to know he could call us to deal with his vendors directly if
there were any issues again.

Vendors need to be held to their commitments, regardless of how confusing.

Wholesale and Distribution Company

Bill is the Director of Finance for a wholesale and distribution company that had far too many irons in the fire with
their merchant services. Bill was managing a multi-million-dollar company with six locations. When Schooley
Mitchell engaged with Bill, he was utilizing four different merchant services vendors that were all over charging
the business with high discount rates. Bill found it very time consuming to keep track of the multiple merchant
accounts with different dedicated representatives for each. In addition, any time Bill had an issue with one of the
accounts it would take time to sort out which merchant ID and representative he needed to contact. Also, due to
the size of the business Bill was managing, merchant service analysis was not high on his priority list he admitted.

When analyzing the multiple accounts, we knew the consolidation of the merchant services providers into

one merchant service provider would be the most cost effective. Schooley Mitchell negotiated with each
merchant service provider Bill currently had and went to the marketplace for other offers as well. In the end,
we recommended that the client consolidate all the merchant services accounts to one vendor that would offer
monthly savings of $2,411.22 and overall savings of 23.48%. The implementation was very seamless for Bill
because the setup for the location was simple. Bill only required one physical terminal at each location and the
terminals arrived fully programmed and ready to be used.

Bill was appreciative of our efforts. He also loved the fact that Schooley Mitchell provided training for the new
reporting tool from the dedicated representative himself. Bill acknowledged that without our involvement he
would never have been able to combine the accounts to one vendor. He also recognized that he would not have
known how to read the statements or evaluate each vendor pricing to the level that we provided.

Food and Beverage Company

Mike is the owner of a food and beverage company and was feeling like he was being held hostage to his Aloha
point-of-sale system. Mike, like many others, was fed the lie that their point-of-sale system would only allow for
one integration capability. Mike was told he would have to stay with NCR Payment Solutions in order to remain
integrated with his Aloha point-of-sale system, which was crucial to his business. Due to this fact, Mike felt he
was unable to thoroughly negotiate with NCR Payment Solutions because of the risk of losing the integration.
On top of that lie NCR provided, Mike was also dealing with unhelpful customer service staff and ongoing PCI
compliance issues.

When Schooley Mitchell engaged with Mike, he was reluctant at first due to the integration and his fear of it
becoming non-integrated. However, Schooley Mitchell confidently informed Mike that we would not change
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anything with his setup and that he would always have the final say in any changes as per our Service Agreement.

Schooley Mitchell completed our normal process of negotiating with the incumbent vendor as well as
investigating alternative options in the marketplace. In our value report we were able to find savings with the
incumbent as well as alternative merchant services options that would keep the integration with the Aloha
point-of-sale system in place. This was a revelation to Mike as he was convinced that he would never be able

to change his merchant services vendor due to the integration. He leaped at the option to move away from his
current merchant service provider and decided to move to a new merchant service provider for monthly savings
of $347.13 and overall savings of 9.00%. While the savings percentage may not be as impressive as others, the
comfort in us providing Mike with a concrete solution and the ability to assist him with the PCI compliance issues
was more than enough to get a signed value report.

Implementation went smoothly and Schooley Mitchell provided ongoing training with the new vendor and Mike
so that he felt comfortable with the transition. Mike was able to have his questions answered in real time with a
dedicated representative and Schooley Mitchell staff who provided him with their full attention. Mike felt heard
with any concerns he had and valued as a business with this new merchant services vendor.
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Minimum Monthly Threshold: $750.00.

Top Industry Targets

Industry Average Savings

Transportation 28.92%

Banking,Financial & Investment 28.76%

Construction & Development 26.50%

Agriculture, Forestry, Fishing & Hunting 25.29%
Utilities, Oil & Gasoline 24.61%
Printing & Publishing 22.35%
Food & Beverage 17.63%

Engineers & Architects 17.32%
Legal 17.21%

Manufacturing 11.10%

What Services are Included?

Outbound Shipping Inbound Shipping Postage Meters

Documents Documents Lease/insurance costs only
Boxes up to 150 Ibs. Boxes up to 150 Ibs. Postage rates are set
Domestic/International Domestic/International Typical Companies:
Ground/Express Ground/Express -" Pitney Bowes

Typical Companies: Typical Companies: - Quadient
UPS - UPS - Francotyp
FedEx - FedEx - Datapac
Purolator - Purolator
DHL - DHL
Postal Services - Postal Services

What Services are Excluded?
> Ocean container loads and associated port charges
> Warehousing and fulfilment expenses
> Government fees: duties and taxes

When Would it Become Hourly?
The client wants us to make recommendations for new services.
The client wants to set up additional locations under an existing Pricing Agreement.

The client has no contingency savings, but still wants monitoring services such as guaranteed service
refunds and/or monthly audits.
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Fact Finding /Document Gathering Best Practices
Ask for online access to all vendors, or at least the largest accounts we will audit
If no online access, request a minimum of three months of invoices in both PDF and CSV formats

If paper invoices only, FedEx is typically OK, UPS may require End of Day Daily Shipment Reports from
WorldShip software for every day during the billing period.

Ask for rep contact information.
> If known, utilize alternative LOA template to streamline authorization process.
Ask for a copy of the most recent Pricing Agreement for each vendor.

Briefing Points

Category Pain Points
Pricing agreements are complex, with discounts that vary depending on many criteria.
Dedicated sales reps can be challenging to work with.
Surcharges added to invoices without notice (Ex: Additional Handling Surcharge).
Annual general rate increases.
Weekly invoices.

Implication Questions
> Do you have software to identify late shipments and claim refunds within the 15-day requirement?
> Do you have software to compare your weekly invoices to your Custom Pricing Agreement?

Savings Opportunities
Negotiating improved discounts to transportation services.
Negotiating discounts on various accessorial charges.
Optimize carrier pick-up charges.
Ensure appropriate service level usage.
Optimize usage of carrier-supplied packaging.

Real Client Stories

Truck Repair Company

Mike is the general manager for a multi-location truck repair company. Each location had its own shipping activity
and staff responsible for the process. Various staff members would handle shipping differently depending on
their location and individual department. For example, Doris might overnight some paperwork while Jamie or
Jonathan would ship parts for repairs through the ground network.

Mike struggled with visibility into the small package shipping expenses, having only a handle on the final annual
number of about $700,000. He knew that this figure was creeping up over time and eroding profit margins but
lacked the time and resources to devote to cost reduction. When Schooley Mitchell approached with its unique
business model, Mike was happy to let us dig in to see what we could uncover.

In our deep dive, Schooley Mitchell made a couple of important discoveries. First, the discounts provided on the
account were outdated, so we negotiated improvements to drive approximately $1,000 per month in direct price
reductions. Secondly, we discovered that the business was consistently paying an additional charge of $18 per
package for address corrections being assessed each time a specific location of the business shipped to another
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specific location. It turned out that the ZIP code saved to the client’s shipping software was mistyped by a single
digit and saved that way. The result? Up to hundreds of dollars per month in avoidable additional charges. We
helped Mike and his team isolate the error and update their address book to stop the hemorrhaging of fees $18 at
a time.

Mike had expected that we might be able to negotiate improved rates but was shocked to see how easily the bills
could be inflated by a simple process error. He was ultimately relieved to ensure that his carrier was only billing
him for the shipping charges truly needed for his operations.

You just never know what opportunities you may be missing unless you take the time to closely and regularly
review your invoices.

eCommerce Company

Eric is the VP of operations for an e-commerce company selling goods to help create edibles, and they were
experiencing rapid growth.

Eric already offered free shipping on ground shipments, but as the business grew, he found that customers
demanded faster shipping times but still expected a $0 shipping fee. As more shipments and faster shipping
times drove his total shipping expenses higher and higher, Eric knew something would have to give.

We completed an analysis of the business’ shipping environment and were successful in negotiating with the
incumbent vendors to drive significant savings to the business. The business saved approximately $66,000 in the
first year of post audits and exceeded $100,000 before the business experienced more significant changes.

Laws and regulations in their industry were changing, forcing Eric to adapt his business. As a result, his shipping
volume shifted to a different facility and total volumes decreased. Eric was far too busy dealing with keeping his
business running efficiently to monitor the impact this had on his shipping Pricing Agreements. Thankfully, we
were monitoring the changing shipping environment, and when it became appropriate to do so, re-engaged with
the vendors to update the pricing again.

A new program that was better-suited to the new shipping environment was identified and implemented to result
in a new estimated annual savings of $70,000 moving forward. Eric was thrilled to ensure that his profit margins
were maximized with regards to shipping costs with a minimum of effort from his team.

It just goes to show how easily changes can impact a business’ bottom line and how much value there is in
having trained specialists regularly review your accounts.

Manual Revised: April 3 2025 _ 191 _

Confidential



SCHOOLEY MITCHELL 'ﬁ " SCHOOLEY
MARKETING MANUAL N7, MITCHELL

Cheat Sheets - Less Than Truckload

SCHOOLEY

Less Than Truckload Cheat Sheet
MITCHELL

Minimum Monthly Threshold: $1,500.00.

Top Industry Targets
Manufacturing Wholesale & Distribution

Construction *Due to insufficient data, no Average Savings percentage is
provided. More data will be included as it becomes available.

Warehousing & Storage
What Services are Included?

Outbound Shipping Inbound Shipping

151 Ibs. and up 151 Ibs. and up
Palletized shipments Palletized shipments
Maximum 24 linear feet Maximum 24 linear feet
Contracted pricing Contracted pricing

What Services are Excluded?
Ocean container loads and associated port charges.
Warehousing and fulfillment expenses.
Government fees: duties and taxes.
Brokered LTL Services — shopping the spot market.

When Would it Become Hourly?
> The client wants us to make recommendations for new services.
> The client wants to set up additional locations under an existing Pricing Agreement.
> The client wants to add additional carriers to supplement their services.

Fact Finding /Document Gathering Best Practices
> Ask for online access to all vendors, or at least the largest accounts we will audit
If no online access, request a minimum of three months of invoices and the associated Bills of Lading

>
> Ask for rep contact information.
>

Ask for a copy of the most recent Pricing Agreement for each vendor.

Briefing Points
Category Pain Points
> Tracking and analyzing invoices for each individual shipment is very time-consuming and difficult.
> Accessorial fees may cause significant rate creep.
> Must manage multiple carrier relationships to navigate limited carrier capacity.
> Complex tariffs and base rates make comparing pricing between carriers a particular challenge.
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Implication Questions
> Do you have software to compare tariffs with multiple carriers using different base rates?

> Do you have software to optimize pricing based on changing market opportunities as well as your changing
shipping requirements?

Savings Opportunities
> Negotiating improved discounts to transportation services.
> Negotiating reduced net package minimums.
> Negotiating improved Freight of all Kinds (FAK) terms

Real Client Stories

Manufacturing Company

Anil is the owner of an aluminum component manufacturer and supplier. His team specializes in custom precision
manufacturing with strict quality control measures. In the warehouse, they ensure the work is packed to protect
the goods during shipping so that they are received on time and in top condition. They had good relationships with
their sales representatives and trusted that they were being treated fairly.

However, when Schooley Mitchell approached with its unique value proposition, Anil saw a risk-free opportunity
to ensure no money was being left on the table. After Schooley Mitchell’s initial small-package analysis uncovered
about $2,000 in monthly savings with no change in vendors required, Anil agreed to also have Schooley Mitchell
look at his company’s less than truckload (LTL) accounts.

Anil’s LTL accounts are critical to the business’ smooth operations. Large shipments are commonplace and
represent some of the company’s most important customers. Some favorable terms had already been negotiated
on these accounts with trusted vendors to rate his LTL shipments on the lowest available base rates while ensuring
quality service. We worked within the existing framework to allow Anil to maintain the high level of service to which
he was accustomed, while improving discounts to create an approximate annual savings of $41,000.

Anil was happy to implement the improved pricing on his accounts to greatly improve cost efficiency for the
business. He is now happily paying a significant flat quarterly fee for Schooley Mitchell to continue monitoring his
accounts and ensure that no opportunities continue to pass him by.

Just like the experts on his team who ensure they deliver high quality parts, we became Anil’s experts when it
came to his shipping expenses. It goes to show the value in utilizing trusted, valuable resources specializing in the
various aspects of your business.

Custom Part Manufacturer

Cathy is the controller of a custom part manufacturer serving the medical, automotive, electrical and other various
industries. While pallet-based shipping represents a relatively small fraction of the business’ shipments, the cost
adds up very quickly on these larger shipments.

Cathy and her team set up accounts with some of the largest carriers in the industry and trusted that they

were being treated fairly with the discounts they were receiving. This may have been true at first, but even as
the business established a shipping history with its carriers, the industry continued to become more and more
competitive. When we completed our review of Cathy’s shipping history we determined that improvements were
possible. Sure enough, we were successful in renegotiating with her existing primary carrier to drive a 30% cost
savings. On top of that, we found 20% on her small package shipping accounts, again with no carrier changes
required.

Cathy was relieved to find a path to improved profitability without having to upset any existing processes or
relationships. As we begin our post-audit process, we look forward to providing many great savings reports to
help make Cathy a hero with upper management.

This proves that vendors can’t be trusted to proactively bring savings opportunities to their clients as those
clients evolve.
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Minimum monthly threshold: $750 per month, per gas type.

Top Industry Targets

Travel & Tourism Administrative Support Services

Accounting Retirement & Nursing Homes
Religious Organizations Non-Profit

Education Engineers & Architects
Manufacturing

Food & Beverage

Wholesale & Distribution *Due to insufficient data, no average savings percentage is

provided. More data will be included as it becomes available.

What Services are Included?

Compressed Gases Oils

Acetylene

Helium

Nitrogen

Heating Oil

Air

Hydrogen

Oxygen

Cooking Oil

Argon

Krypton

Propane

Carbon Dioxide (CO2)

Methane

Propylene

Dry Ice

Mixed Gases

Refrigerants

Ethane

Neon

Xenon

What Services are Excluded?

> None

When Would it Become Hourly?

> The client wants us to look at upgrading their tank only or when the monthly spend is below the threshold.
> Adding a new location or new compressed gas service.

Fact Finding /Document Gathering Best Practices
> Ask for six to twelve months of invoices if they do not want to give either of the above two options.
> Ask for contracts, pricing agreements, rental agreements, service agreements.
> Note: if there is no rental agreement, does the vendor still “own” the tank?
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Briefing Points

Category Pain Points
> Unsure of the margins on variable or fixed fuel rates.
> Unsure of the marketplace rates for gas.
> Unsure of the marketplace rate for fees like delivery fees, service fees or rental fees

Implication Questions
> Tanks
> Do you have a process to compare gas margins for each vendor?
> Do you have a database of gas vendor fees and tank rental charges?

Savings Opportunities
> Negotiating a larger discount or reducing vendor margins.
> Negotiating rental fees, delivery fees, service fees, or other monthly fees.

Stories

Client 1: Hospitality

> A large hospitality client with several buildings on their property spends $8,000 per month on propane to
heat buildings and water as well as in the kitchens. The client was at the start of a fixed rate term for 24
months which included the free rental of nine 1,000-gallon tanks. The vendor charged fifteen cents on top
of the cost of propane as their profit margin.

Schooley Mitchell negotiated with the propane vendor to reduce the margin from fifteen cents to nine
cents for the remainder of the fixed term. Additionally, our analyst negotiated an option for the client to go
on variable pricing during the off-season with no penalty and could resume on a fixed rate thereafter. The
reduction to the margins resulted in $7,500 in annual savings for the client.

Client 2: Local Restaurant Chain

> This client owned seven restaurants, had twelve nitrogen tanks and seven CO2 tanks and was spending
$3,000 per month for the gases, tank rental charges, hazmat fees, and delivery charges. The gases were
purchased at variable rates which included the vendors margin of ten cents per gallon.

Our analyst was able to negotiate a reduction to the gas margins by two cents per gallon, which resulted in
an annual savings of $1,500 with no changes required.

Client 3: Manufacturer

> This client financed a 10,000-gallon nitrogen tank from a vendor that went through 315,000 gallons per
year. The nitrogen was charged at eight cents per gallon plus a rental fee, delivery fee, hazmat fee, and
other fees, which resulted in a monthly cost of $35,000. This service was locked into a five-year contract
that had already been auto-renewed once.

Our analyst was able to negotiate within the existing contract to reduce the cost of Nitrogen by 1.3 cents
per gallon, which resulted in $70,000 per year in savings.
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Minimum monthly threshold: $750.00 per location.

Top Industry Targets

Non-Profit

Staffing & Recruitment

Medical, Dental, Veterinary, Optical, Pharmaceutical

eCommerce

Retail

What Services are Included?

Office Supplies

Paper (printer,
cardstock,
notebooks, etc.)

Cleaning
Supplies

Sprays

Facility Supplies

Paper towels and
toilet paper

Retirement & Long-Term Care

Professional Services

Arts, Entertainment & Recreation

Banking, Financial & Investment

*Due to insufficient data, no Average Savings percentage

is provided. More data will be included as it becomes available.

Breakroom
Supplies

Vending machines

Hospitality
Supplies
Disposable

utensils, plates,
cups

Shipping
Supplies

Binders, folders,
etc.

Bulk chemicals

Mop heads,
broom heads

Coffee, tea, etc.

Take-away boxes

Bubble wrap

Pens, markers,
etc.

Window, desk, or
floor cleaner

Soap dispenser

Coffee machine
rentals

Napkins

Tape

Tape, glue,
staplers, clips

Wipes

Towel dispenser

Water jugs

Condiment
containers

Labels

Toner

Trash bags

Floor mats

Water cooler
rentals

Paper lining

Shrink wrap

Labels

Sanitizer

Sponges

Batteries

Lightbulbs

What Services are Excluded?
Office electronics — monitors, laptops, mouses, keyboards, etc.

Office furniture — desks, chairs, filing cabinets, clocks, risers, display units, etc.

Appliances — dishwashers, microwaves, blenders, etc.

Any breakroom food.

Tools — drill bits, construction supplies, carts, dollies, etc.

Industry-specific supplies — anything that is not a general supply that could apply to all businesses and is
specific to an industry.
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When Would it Become Hourly?

The client wants to upgrade all or most of their products.
The client wants to go green and change all of their products.

The client is 1-2 years into a 5-year agreement, or 1-year into a 3-year agreement but wants an analysis or
inventory report completed for them anyways.

The client is adding locations and wants Schooley Mitchell to source them pricing for the needed supplies.

Fact Finding/Document Gathering Best Practices

Ask for online access to all vendors, or at least the largest accounts we will audit

Ask for the client to pull transaction reports, usage reports, historical purchase reports, or inventory
reports (via excel) if they do not want to give us online access.

Ask for six months of invoices if they do not want to give either of the two above options. This is half a year
of inventory, which paints a better picture than one to two months of invoices.

Ask for contracts, pricing agreements, rental agreements, service agreements, release program
agreements, or stockroom agreements. Vendors all use different naming conventions.

Briefing Points

Category Pain Points

>

Incurring minimum delivery charges which are too frequent or not delivering enough product.
Non-optimal pack sizes.

Too much inventory of certain items.

Incurring charges for products not delivered.

Prices for items are constantly changing making it difficult to plan.

Feeling “stuck” with a supplier for specialized items.

Implication Questions

>

>
>
>

Do you have software to monitor delivery charges, minimum deliveries, and pack sizes?
Do you have software to identify under-deliveries?

Do you have a tool to compare invoices to your pricing agreement for all items purchased?
Qualifying question:

> Ask the prospect to put together a list of all their supply vendors with or without the approximate
monthly spend. Send the list to the manager of the department.

Savings Opportunities

Negotiating a larger discount or reducing vendor margins
Optimizing pack sizes
Negotiating delivery fees or other monthly fees

Sourcing products from other suppliers that provide closer distribution, faster shipping, better products,
more selection of products, and/or specialty items at fair market prices
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Real Client Stories

Health Authority

Sue is the Director of Procurement for a Health Authority where direction is given to members for best practices,
tools, guides and membership perks. Supplies for their own business are important as these would become
Sue’s recommendation to her members. With 50+ employees, she certainly had a lot of different needs to
accommodate and found that purchases through Amazon helped appease all employees. Sue spent about
$19,311.24 per year for office, cleaning and facility supplies. When Schooley Mitchell investigated the spending
trends for Sue, our analyst identified one of our preferred vendors as a suitable option who could provide 75%
of the products Sue required, but at a reduced rate. Sue transitioned over to the new vendor for those items and
benefitted from an annual savings of nearly $6,000.

Property Management and Event Company

VP of Operations, Janet, runs a fruit farm that has grown into a property management and event company. They
were spending $2,451.14 per month on office supplies for their four locations. Schooley Mitchell identified that
the current vendor was charging for shipping from a distribution point outside of Janet’s city. Schooley Mitchell
negotiated with a new vendor that is local to Janet’s business that could provide the same products at a lower
rate with no delivery fees. This recommendation would save her 22.25% or $6,500 per year.

School Supplier

As a supplier of health, safety and medical products to schools across the country, Bob, the Senior Operations
Manager, understands the complexity of purchasing the right supplies at the right price. In order to get their
supplies to all the school districts across the country, thousands of shipping supplies are needed, ranging from
large boxes to packing tape and bubble wrap. Bob spends $232,815.50 per year on those shipping-specific
supplies between his two vendors. We at Schooley Mitchell understand the benefit of being able to purchase
everything from one vendor so our analyst worked with a number of suppliers from our database. Our analyst
was able to work with one vendor that could service both of Bob’s locations while also providing a savings of
10% per year, or $23,000 through a single new vendor.
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Minimum monthly threshold: $10,000 per month.

Top Industry Targets
Medical, Dental, Veterinary, Optical, Pharmaceutical
Trades

Manufacturing

What Services are Included?

Fleet Card

Retail Discount

Construction & Development

Wholesale & Distribution

*Due to insufficient data, no Average Savings percentage is
provided. More data will be included as it becomes available.

Fuel Tank

Variable Fuel Margins

Rack Discount

Fixed Fuel Margins

Vehicle Maintenance

Tank Rental Charges

Mobile App

Service / Maintenance Charges

MITCHELL

Telematics

Rewards Program

What Services are Excluded?

Credit Card analysis - if a client does not have a fuel card, and uses company credit cards for fuel, then we
will not look for a better credit card

Electric vehicle (EV) “fuel”
Diesel Exhaust Fluid (DEF)
Lubricants and Oils

When Would it Become Hourly?
The client wants to change from a company credit card to a fuel card.
The client wants us to look at improving their card (if below threshold).

The client wants to recommend a telematics solution for their existing fuel card.
The client wants to recommend a telematics solution for a new or different fuel card.

Fact Finding /Document Gathering Best Practices
Ask for online access to all fuel vendors.

If online access is not granted, ask the client to pull transaction reports, usage reports, historical purchase
reports or inventory reports (via Excel) for 12 months.

Ask for 6-12 months of invoices if they do not want to provide either of the above two options.
Ask for contracts, pricing agreements, rental agreements and service agreements.
Note: it is not common for Fleet Cards to have contracts, only Fuel Tanks.
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Briefing Points

Category Pain Points
> Unsure of the best discounted stations in their area
Unsure of the margins on variable or fixed fuel rates
Lack of station availability for drivers
Doesn’t have the time to review large transaction reports regularly
Lack of control through company credit card

Implication Questions

> Fleet
> Do you have software to check which stations may offer the best fuel rate each day?

> Do you have a method to verify that the discounts you receive are accurate on each invoice?
> Do you have a process to ensure your drivers aren’t purchasing anything that is not authorized?

> Tanks
> Do you have a process to compare gas margins for each vendor?

> Do you have a database of gas vendor fees and tank rental charges?

Savings Opportunities
Negotiating a larger discount or reducing vendor margins.
Negotiating rental fees, delivery fees, card fees, service fees, or other monthly fees.

Optimizing fleet cards to reduce unauthorized purchases, improve fuel station availability, or integrate with
telematics devices.

Stories

Client 1: Landscaping

> A landscaping company with a fleet of 42 vehicles that was spending approximately $15,000 per month on
one fuel card and another $9,000 per month on a second fuel card. Both cards offered discounts, but the
client was not fueling at the correct stations in order to actually receive the discounts. In addition, the client
paid for out-of-network and card fees.

Schooley Mitchell analyzed the stations that were being utilized by drivers and identified that they typically
frequented seven different fuel brands, even though the discounts only applied to two. The analyst
recommended two fuel card options that allowed discounts for all seven brands, plus an additional three
brands that were in the client’s main footprint.

By amalgamating their two cards to one, the client was able to save nearly $10,000 per year. In addition,
drivers could confidently go to any station in their area without fear of it being the wrong station. The new
vendor provided the client with more control, better mobile app features and advanced reporting.

Client 2: Agri-Tourism

> This client had four locations to operate: a farm, a retail store, a restaurant and lodging facilities. The client
distributed products to nearby cities and each driver had a fleet card from a popular, major fleet card
provider. The client had 90 fuel cards that received no discount at any fuel station brand and was paying
approximately $30,000 per month. Within that monthly cost, the client was also billed for fraud protection,
fleet analytics and high-risk fees.
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> Our fuel analyst was able to negotiate with their fleet card vendor to incorporate a fuel discount into
their services as well as removing the additional fees while still maintaining the fraud protection and fleet
analytics services. This resulted in an annual savings of $22,000 with no change in fuel card provider.

Client 3: Parts Distributor

> This client had eight vehicles that distributed construction parts throughout the state, which cost them
$12,000 per month for fuel. Each driver had a fuel card for one specific gas brand which required them
to remember where each station was or to search to find one in unfamiliar locations. The card provided a
small discount at any retail gas station but did not provide any discounts at truck stops, which is where the
drivers frequented most.

Our analyst negotiated two great options for the client. The first option was to switch to a new fuel card
that provided access to the same gas brand across the state including both retail and truck stop stations.
In addition, the discounts were four times higher than the current fuel card, which resulted in $12,000 per
year in savings.

The second option was for the client to stay with the current fuel card, however, the analyst negotiated to
increase the discount twice as high while including the same discount for truck stops. While this discount
was not as high as the first option, the client gladly implemented the second option in order to stay with
their current provider.
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Minimum monthly threshold: $750.00 per location.

Top Industry Targets
Construction & Development
Manufacturing
Service Industry

Food & Beverage

What Services are Included?

Retail

Transportation

Retirement & Long-Term Care

*Due to insufficient data, no Average Savings percentage is

provided. More data will be included as it becomes available.

Uniforms Linens

Shirts

Tablecloth

Pants

Bed Sheets

Shorts

Curtains

Coats

Napkins

Vests

Terrycloth

Aprons

Scrubs

Chef Coats

High Visibility

What Services are Excluded?

Not-our-garment* (*speak with Head Office, as it is not typically an ideal setup for contingency)

Promotional Clothing

Recurring Clothing Purchases (where it is not on a rental model as this is just one-time preferential

purchases that happen consistently)

When Would it Become Hourly?
The client wants to upgrade all or most of their garments.
The client wants to go green and change all their garments.

The client is one to two years into a five-year agreement, or less than one-year into a three-year

agreement.

The client is adding locations and wants Schooley Mitchell to source them pricing for the

needed garments.

Fact Finding/Document Gathering Best Practices

> Ask for contracts, pricing agreements, rental agreements, and/or service agreements. Vendors all use

different naming conventions.
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Get pictures of the logo or brand that should be included on garments.
Ask if the client has any garment cleaning requirements (allergen free, bleach free, etc.).
Ask if the client has any preference on garment brands (i.e. Carhartt).

Optional: If the client is strongly considering a new vendor, ask for a list of names of the current staff that
have uniforms and how many more may be added to the list.

Briefing Points

Category Pain Points
Incurring minimum delivery charges.
Too many garments being delivered.
Charges for items not actually received.
Long-term contracts.
Perceived lack of vendor options.

Implication Questions

Do you have a method to monitor the marketplace rates for the products you purchase on a daily or
weekly basis?

Do you have software to monitor charges for replacement and/or repairs fees?
Do you have a method to identify when you were under or over delivered?

Savings Opportunities
> Negotiating to reduce vendor margins or increase discounts for garments and emblems.
> Negotiating to reduce delivery fees or other monthly fees.
> Optimizing minimum charges, overcharges on garments, and unauthorized repair or replacement charges.

Stories

Multi-location Hospitality Group

> Jane is the COO of a locally owned, multi- location restaurant chain. Part of her day-to-day is to ensure
each of the ten locations has everything they need in order to operate — so she is certainly a busy person.
A significant portion of what they need is their linens, which cost $236,321.68 per year.

Jane had a longstanding, 20+ year relationship with their provider (Alsco) and has been watching her costs
increase due to “inflationary” reasons for the past couple of years. Considering there was a contract in
place, she thought there was nothing she could do. She was reassured by her rep at Alsco that those cost
increases were for their company to keep up with their own costs increasing. On top of that, if they wanted
to consider another vendor, there would be a penalty in the tens of thousands ($35,833.37).

After Jane signed our Service Agreement, our Analyst investigated all of the 35 linen items on the contract
to ensure they were receiving the best rates as compared to the marketplace. While most of the items were
reasonably priced, there were two items that were significantly above marketplace rates. These two linens
also happened to make up 61.36% of the costs: fabric napkins and bar towels. We negotiated with Jane’s
rep at Alsco, being respectful of the longstanding relationship, to get the best rates for almost all items,
with a primary focus on the napkins and towels. Overall, we are happy to say that we reduced the client’s
costs, and they were able to stay with their vendor. I’'m sure this company will be more than excited to save
$62,662.43 per year (26.50%)
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Restaurant

> John is the Operations Manager for two restaurants which were under one business name but operated
separately. John found himself losing track of which contract and uniform service went with each location.
John had one contract that had 34 months left and another contract that had 16 months left, so he felt
there was nothing that could be done to help him lower costs.

The analyst looking into these accounts was able to accurately determine the uniform services associated
with each location, so John was able to have a fresh new inventory benchmark. Using that data, the
analyst worked with the vendor to create a combined account proposal for John. This allowed him to have
one view of two different accounts. During this process, the analyst linked both accounts onto one master
agreement and in turn negotiated a 20% reduction on the uniform costs and delivery fees. On a joint
monthly cost of $3,628.36, this small restaurant client saved $723.57 per month.

Trailer Leasing Business

> The owner of a 23-location transportation trailer leasing company needed help negotiating his uniform
and linens costs. Being an expert in trailer sales and maintenance, Rob didn’t know what to do about his
uniform and linens costs. Spending $73,000 per year, Rob knew he needed Schooley Mitchell’s expertise
to reduce those costs on his shirts, pants, floor mats, and shop towels.

When Schooley Mitchell started conversations with Rob’s incumbent vendor, it was determined that the
existing contract had been renewed recently for another five-year term. Our Analyst noticed that the cost
per shirt and pair of pants had been marked up higher than the market rate for the same garment, and
that each location had slightly different costs from the other. We worked with the incumbent vendor to
apply lower rates to the newly renewed contract. Locations saved between 1-16%, which resulted in nearly
$7,000 per year in savings.
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Sales & Marketing Training Overview

10) Reference Stories
a. Learn the format — cold — Same type company, same job position, same problems or issues,
Schooley Mitchell process, metric result
b. Create a database of stories and reference stories — know them cold
c. Add one per month to your database
11) Questions
a. First seek to understand
b. Learn implication questions — build your own database as well
c. Seek to understand
i. The business
ii. The job of your prospect
iii. The person
d. Then seek to be understood

12) Briefing Checklist — Use it!

13) Service Agreement
a. Know it cold
b. Also know how to summarize it quickly to a prospect
c. Know the LOA options as well
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Introduction

Introduction

Test it

e Feel, Felt, Found — Don’t use it, too many people are familiar and it seems too contrived

e Would you like it if...

e |'m glad you brought that up...

e That's a good point...

¢ | understand what you mean...

¢ We have a lot of clients with that very same concern...

¢ No doesn't mean no...It just means they need more information to really understand

¢ No doesn't mean no...It's just the negative feedback you need to change course
in your direction
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Welcome to our little friend

Objections are a buildup of:
1) Their past

N

Their history and experiences

w

)
) Their assumptions
) Their beliefs

) What they have been taught

o B

These things are what make them who they are today.

Their view of typical salespeople:
1) They don't listen.

N

It’s all about them.

w

)
) They don't really care about me.
)

N

They’re disruptive.

(¢

That’s quite a wall to climb.
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Recognize Questions vs. Objections

Use the A-I-C-P-C Framework every time.

A - Acknowledge
| - Isolate

C - Confirm

P - Problem solve

C - Confirm (for the next step)
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Acknowledge

Acknowledge

Show them respect.
Show them you listened.

Don’t just try to ‘sell’ them into it.

Examples
| understand what you mean.
I’m glad you brought that up.

| hear you.

That’s a good point - Repeat back what they said.
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Isolate

Isolate

What'’s hidden beneath the iceberg — beliefs/history/thoughts/hidden information.
Ask at least 2 questions — keep asking if necessary — SEEK TO UNDERSTAND.

What/Why/How — uncover the real reasons behind the objection.
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Confirm

Restate their objection with their true objection.

If you can’t restate it differently than their original over-arching objection then you must go back and ask more

isolating questions.
“So, if | understand correctly, ...
If they don’t say ‘yes’ that your understanding is correct — go back and ask more isolating questions.

You need to fully understand what and why — where they are coming from.
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Problem Solve

Problem Solve

Don’t rush to get to this point — use the whole process — A-I-C-P-C.
That’s where inexperienced people fail — don’t go to this step when you hear an objection.

Most of the time the answer is something we actually have/offer — they just didn’t realize it.

Stories are the most effective way of problem solving.
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Confirm (for the next step)

Confirm (for the next step)

Don’t wait for them to take the next step.
Take action.
“I'd love to talk this through with you.”
What is your objective?

1) Another briefing.

2) Meet the other responsible parties.
3) Gather the records.

4) Sign the Service Agreement.
Be assertive! Ask for what you want with confidence.

It’s a pity! (if they don’t have us) Always keep that in mind. They need what we have.

We can’t make a nickel unless we give them a dime.
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Confirm (for the next step)

You should have a list of common objections that you incur and write out the full series of responses.

Build a binder for all objections you encounter.
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“I'm Not Interested — No Time”

“I'm Not Interested — No Time”

Talk Track “We work with several companies in the area to increase their profits by helping them decrease
their expenses below the gross margin line.”

Response - “I’'m not interested”

Acknowledge - “| hear you” or “I understand what you’re saying.”

Isolate — “What is it you’re not interested in?” (What in my talk track triggered these past experiences?)
Response - “I just don’t have time for this”

“Can | ask you how much time do you think it will take?”

Response — here is the real issue — from history, past facts, beliefs — “I’m always under the gun, and just don’t
have time to deal with stuff outside my daily priorities.”

Confirm - “So, what you are saying is, you don’t have time for costs that aren’t on your radar every day.”
Response — “Yeah, | guess so.”

Problem Solve - “Well, | think we can address that for you. Other than just explaining what we do, we don’t
need more than 30 minutes of your time and | can do that before you start work — I’ll even bring breakfast.
We wouldn’t waste any of your business time and | am willing to risk my time to see if we can find some
additional profit for you. Let me give you an example (story time). All we need is approval to get your invoices
online. By the way, do you have software that identifies errors on past invoices?”

Response — no, | don’t think so.

Confirm (for the next step) — “What time do you start work tomorrow? How about if | drop by with an Egg
McMuffin & coffee 30 minutes before that or is Friday better for you?”
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Objections
“I’m Not Interested — Not Important”

“'m Not Interested - Not Important”

Talk Track “We work with several companies in the area to increase their profits by helping them decrease
their expenses below the gross margin line.”

Response - “I’'m not interested.”

Acknowledge - “| hear you” or “I understand what you’re saying.”

Isolate — “What is it you’re not interested in?” (What in my talk track triggered these past experiences?)
Response - “I’'m not interested in looking at individual indirect expenses.”

“Can | ask you why you don’t want to examine those expenses?”

Response — here is the real issue — from history, past facts, beliefs — “Because | need to concentrate on my

cost of labor and direct costs.”
Confirm - “So, what you are saying is your focus is on more important expenses as well as revenues.”

Problem Solve - “| get it. Your bottom line is affected most by your big-ticket items. On the other hand, there
is no sense in paying FedEx or AT&T more than you have to pay. Let me give you an example (story time).
Death by a thousand cuts from these secondary vendors decreases your bottom line almost as much as your
direct margins. By the way, do you have software that identifies errors on past invoices?”

Confirm (for the next step) — “We can help reduce these expenses with no risk to you. Are you available to
discuss the possibilities now or is tomorrow at 10 better for you.”
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Objections
“I’m Not Interested — Bad Experience”

“I’m Not Interested - Bad Experience”

Talk Track “We work with several companies in the area to increase their profits by helping them decrease
their expenses below the gross margin line.”

Response - “I’m not interested.”

Acknowledge - “| hear you” or “l understand what you’re saying.”

Isolate — “What is it you’re not interested in?” (What in my talk track triggered these past experiences?)
Response - “I’'m just not interested in doing this.”

“Can | ask you why you’re not interested?”

“Because...” — here is the real issue — from history, past facts, beliefs.

Response — “We’ve had people look at expenses before and it got us nowhere.”

“Can | ask what happened?”

“We would have to change vendors for a 5% reduction, and it just wasn’t worth it.”

“Who was it that made that recommendation?”

“It was a Verizon Consultant.”

Confirm - “So, what you are saying is it was a waste of time based on previous reviews by a vendor who
suggested their own services for marginal savings?”

“Yes, | suppose so.”

Problem Solve - “Well, | think we can address that for you. First of all, we aren’t a vendor. Verizon can be a
good vendor, but that is what they are — a vendor. They can only suggest what they sell. We are completely
independent and have nothing to sell. We simply examine the whole market on your behalf with our special
tools and knowledge, including a database of more than 32,000 deals we’ve put together for clients, and
determine optimum solutions for you. Rarely does that require a change of vendors. In fact, 80% of our
solutions do not require a vendor change. Let me give you an example (story time). By the way, do you have
software that identifies errors on past invoices?”

Confirm (for the next step) — “Are you available to discuss the possibilities now, or is tomorrow at 10 better
for you.”
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Objections
“50% Is Too Much — We Don’t Get 50%”

“50% Is Too Much — We Don’t Get 50%”

Talk Track “We work with several companies in the area to increase their profits by helping them decrease
their expenses below the gross margin line. We don’t charge any upfront fees for our analysis. We simply
share equally in the savings for a period of time.”

Response - “We’re not going to give you 50% of our savings.”

Acknowledge - “| understand what you’re saying.”

Isolate — “What concerns you about the 50%?” (What in my talk track triggered these past experiences?)
Response — “That’s just more than I’'m willing to pay.”

“Why do you feel that it’s too much?”

“Because...” — here is the real issue — from history, past facts, beliefs.

Response - “It just seems outlandish to pay half of any cost reductions.”

Confirm - “OK, if | understand correctly, you wouldn’t mind being able to save money, but you just don’t want
to share 50-50 in the result?”

“Yes, | suppose so.”

Problem Solve - “OK, | guess | should have been more clear in my explanation. We actually don’t get 50%
of your savings. If we look at it in a 5-year window we would actually only get 30%. We share for 36 months
to cover our costs and after that all the savings are yours. The reality is that your vendors are actually paying
us from money you are giving them now. Let me give you an example (story time). By the way, do you have
software that identifies errors on past invoices?”

Confirm (for the next step) — “Can | show you how our service works and how the money flows into your
bank account, or is tomorrow at 10 better for you.”
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“50% Is Too Much - 35% for 48 Months”

“50% Is Too Much - 35% for 48 Months”

Talk Track “We work with several companies in the area to increase their profits by helping them decrease
their expenses below the gross margin line. We don’t charge any upfront fees for our analysis. We simply
share equally in the savings for a period of time.”

Response - “We’re not going to give you 50% of our savings.”

Acknowledge - “| hear you” or “I understand what you’re saying.”

Isolate — “What concerns you about the 50%?” (What in my talk track triggered these past experiences?)
Response — “That’s just more than I’'m willing to pay.”

“Why do you feel that it’s too much?”

“Because...” — here is the real issue — from history, past facts, beliefs.

Response - “We simply have a policy that we will not pay 50%.” Or “The CEO simply says we’re not paying
50% of our savings.”

Confirm - “OK, if | understand correctly, you wouldn’t mind being able to save money, but you just don’t want
to share 50-50 in the result?”

“Yes, | suppose so.”

Problem Solve - “OK, let me think about some options (pause and think). Would you feel more comfortable if
we just charged you 35%7?

Response — “That seems more reasonable at about a third.”

“OK, I'll tell you what, | think | can get our analysts to do it for 35% if we can say an extra 12 months — say 48
months of sharing 65-35%. OK? By the way, do you have software that identifies errors on past invoices?”

Confirm (for the next step) — “Can we go through how | get access to your bills, or should | talk to someone
else about that?”
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“We’re Not Going To Pay For Three Years For Work You Do Now”

“We’re Not Going To Pay For Three Years For Work You Do Now”

Talk Track “We work with several companies in the area to increase their profits by helping them decrease
their expenses below the gross margin line. We don’t charge any upfront fees for our analysis. We simply
share equally in the savings for a period of time.”

Response - “We’re not going to keep paying you for three years for analysis you do now.”
Acknowledge - “| hear you” or “I understand what you’re saying.”

Isolate — “What is it that bothers you about the process?” (What in my talk track triggered these past
experiences?)

Response - “Just that we keep paying for work done now. It seems like an endless pit.”
“Have you used contingency consultants in the past?”

“Yes”

“What happened that you didn’t like?”

“Because...” — here is the real issue — from history, past facts, beliefs.

“They provided us with a report to make adjustments and then just kept billing us and billing us.”

Confirm — “So your concern is that we will do a one-time review and then you need to pay into the future,
right?”

“Yes, | just don’t see the value.”

Problem Solve - “OK, | think you’ll find our process and value is completely different. We analyze your bills
every month for the entire 36 months. We manage your vendors for that entire time and monitor the market
on your behalf so we can ensure you always have the best available prices — not just once. We’ve got your

back for the entire time so there will be no price creep or errors that end up in your bills. Let me give you an
example (story time). I’'m confident you will find our ongoing service so valuable that you will want to renew
with us at the end of the agreement.”

Confirm (for the next step) — “Can we review the Service Agreement so | can show you what | mean, or
should we talk again tomorrow?”
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“Too Busy”

“Too Busy”

Talk Track “We work with several companies in the area to increase their profits by helping them decrease
their expenses below the gross margin line. We don’t charge any upfront fees for our analysis. We simply
share equally in the savings for a period of time.”

Response — “I’'m too busy”

Acknowledge - “| hear you. Time is the commodity of the day isn’t it?”

Isolate — “How does your calendar look in the next month or so?” (What in my talk track triggered these past

experiences?)

Response — “Well I'm still going to be busy. Try me in a year.”
“Why so long. Why do you think you need to wait until next year?
Get ready to listen — this should coax out the real reason(s)

Response - “l have three significant projects in process right now and I’m already working overtime.”

Confirm

So, what you’re saying is there aren’t enough hours in the day for your work projects?
“Yes, exactly.”

Problem Solve

It’s interesting you say that. We had another client that just couldn’t keep up. We were able to save them
enough money that they were able to hire a half-time helper and they relieved a lot of stress. Let me give you
an example (story time). They actually cleared one of their major projects ahead of time.

Confirm (for the next step)

Why don’t we meet for breakfast, on me, tomorrow before you start at 6:30 so it doesn’t interfere with your
day, or is Wednesday better for you?
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“We’re Good”

“We’re Good”

Talk Track “We work with several companies in the area to increase their profits by helping them decrease
their expenses below the gross margin line. We don’t charge any upfront fees for our analysis. We simply
share equally in the savings for a period of time.”

Response — “We’re all set already” or “We have people doing that already” or “Our vendors are doing a great
job for us.”

Acknowledge - “l understand what you are saying.”

Isolate

“Can | ask you what they are doing to optimize your expenses against the marketplace each month and

recover billing errors?”
“They’re just on top of it so | don’t worry about it.”

“OK, are they able to report to you each month about market options available to you or about changes in
each cost industry?”

And
“How are they doing in reducing your costs each month? How would you rate them on a scale of 1 to 10?”

“It’s their job to make sure we have the best options available. I’'m assuming they are on top of things, but |
guess | would say an 8.” (this is where the past/history/beliefs come out)

“Do you know why they aren’t at 10?”

“I’m not familiar enough with their day-to-day to make that judgment.”

Confirm

“So what you’re saying is that you feel they’re doing a good job but it’s difficult to really know that for sure?”
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“We’re Good”

Problem Solve

“We are a little bit different in that we have an R&D department and experts in each cost category and it’s
their job to examine the new marketplace options that arise every month and make sure you are optimized
continually. We also make sure that there are no errors in your bills or that price creep isn’t taking place

that wouldn’t be noticed without an expert eye. We have some special sauce as well that your people just
wouldn’t have access to because you’ve got more important things to do. We have a database of more than
29,000 deals we’ve put together so we know where every vendor can go and that gives us a lot of clout and
unique knowledge. We also have a database of more than 4,200 contacts higher up in the vendors - the real
decision makers. Of course, you couldn’t have those things because we’ve been building those assets and
proprietary values for more than 20 years. We actually compliment what your existing people are doing and
simply deliver you some bonus money and control. Let me give you an example (story time).

By the way, do you have software to identify errors in past invoices?”
Close (for the next step)

So, I'd love to explain how we have done that for some other clients like you and why it’s impossible for your
people or your vendors to do what we do.
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Objections
“Send Me Some Information”

“Send Me Some Information”

Talk Track “We work with several companies in the area to increase their profits by helping them decrease
their expenses below the gross margin line. We don’t charge any upfront fees for our analysis. We simply
share equally in the savings for a period of time.”

Response - “Please send me some information”

Acknowledge

“We have lots of great stuff to help explain our services so thanks for asking.”

Isolate

“It sounds like something | said was of interest. What was most interesting to you?” (what in my talk track
triggered these past experiences?)

Response - “We might want to look at it down the road?”
“Oh, OK, help me understand why you wouldn’t like to look at it now and start saving some money?”
Because — (past history/beliefs/experiences — maybe another objection

“I’m just not sure we need to do it now, so I'll look at your stuff and get back to you.”

Confirm

“So, you’re saying that you don’t see the value in it right now but maybe later? Is that correct?”
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“Send Me Some Information”

Problem Solve

“Well, | think we could have a significant impact for you sooner rather than later, especially if you are incurring
errors, overcharges, redundant fees, or price creep each month that goes by. You may be paying too much
each month for each of these expenses and you really don’t have to incur those costs. Let me give you an
example (story time). By the way, do you have software to stay on top of monthly changes in the marketplace
for each expense category?”

Confirm (for the next step)

Let’s go through some example scenarios or is tomorrow better for you at 11:00 AM?
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50% is Too Much, 3 Years is Too Long

“Fifty percent for three years is too much. I'll do a one year deal or 35%.”

As with all objections:

1) Objections are actually an opportunity for us — we can present more facts and strengths about our program
2) You always start off by addressing the objection with:

a) I'm glad you brought that up...

b) That's a good point...

c) | understand what you mean...

d) We have a lot of clients with the very same concern...

f) You never follow up a), b), ¢) or d) with "but...

The first thing to realize when someone puts this objection forward is that they are negotiating with you.
Therefore you should try to understand their motivation. You do this by asking why they feel that 3 years/50%
is a problem — AND THEN SHUT UP! Do not speak next until they have spoken to reveal their thoughts on
why it's a problem. They may reveal that it's the term that concerns them, or the percentage, or both, or they
just want to see if you'll negotiate. At least you will understand their concerns and you won't give away things
you don't have to give away. In addition you can address the objection from a proper perspective.

My responses in relation to this objection generally follow this pattern:

“Actually I'm glad you raised that issue because | can explain a little more clearly why our program is set up
this way.”

First of all, | would think that you'd want to write me the largest cheque (check) possible because that means
I've done the best job and the most work to bring you the most savings possible.

The reality is that we've invested millions of dollars in developing our system and we have to recover those
investments. Those values are delivered directly to you. In addition, we've spent over a decade developing
our software tools, executing our research, educating our specialists and developing our system, again to
maximize your benefits of saved time, saved money and security through correct decisions.

One of the most beneficial parts of our service for you is that we will be vigilant in continually optimizing your
position. This will not be a one-time “shoot and run” analysis. We continue to consult and review your system
every month so you don't waste your resources — time or money.
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50% is Too Much, 3 Years is Too Long

“We don't get 50% Actually you get all the savings after 36 months. So if we save you $100 per year it works
like this:

Year 1 Year 2 Year 3 Year 4 Year 5 Total
Your share  $50 $50 $50 $100 $100 $350
Our share $50 $50 $50 $0 $0 $150 (30%)
Total $100 $100 $100 $100 $100 $500

In addition, we handle management of all implementations, which can be a huge time waster for you through-
out the three-year period. Most of our clients find the time savings to be just as important as the money we
recover for them.

The program is designed not only to recover all of these costs and deliver these benefits but of course to
cover my profit as well. | think it's a fair profit for the benefits delivered and | really don't apologize for wanting
to earn a profit. However, | am willing to provide with the insurance that you will never be out of pocket. The
risk is all mine. Let me give you an eample (story time)."

At this point you are in the strongest position possible. It's time to shut up again.

If they see your point of view, then you should attempt to sign the Service Agreement and continue your fact-
finding. If they continue to try to negotiate you should say; “Well, given what | just told you, what would you
want to be paid if it was you delivering the service and benefits?” Then, guess what — yep — shut up.

If their response is a reasonable one then you can move towards negotiating the Service Agreement.

You may want to offer to go to 35% with the proviso that it will be for 48 months. There is actually very little

difference in return to you but they likely won’t do the math. You also have the ability to position this as a con-
tinuing consulting assignment for an additional 12 months for them.
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50% is Too Much, 3 Years is Too Long

Hopefully this helps with positioning so you can get most of your Service Agreements at three years/50%.
Certainly, it should help get the best terms possible if you get comfortable delivering this information to your
prospective clients.

In order to be ready for this objection, you must learn these points — you must practice them — over and over
until they become second nature.

1) Makes sense you would want to motivate me to find maximum savings for you
2) We keep delivering value to you for three years — regular reviews

3) Vigilant Optimization — Not a one-time analysis — Stay on top of market - for you
4) Pain — others let money slip out the window

5) You focus on your core business

6) Investment in software

7) Investment in R&D

8) Investment in education of specialists

9) We really only get 30% over five years

10) Risk is all mine — profit is fair for the work and risk — | don't apologize for that
11) 35% over 48 months is an acceptable alternative

The Key - Learn these points - it will take you an hour — and then you'll be ready
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50% is Too Much, 3 Years is Too Long

Script
I’m glad you mentioned that because it’s valuable to explain about why our program is set up this way.

1) First of all, by using the contingency model, we take all of the risk out of it for you. If we don’t find profits for
you, you simply get a free audit of your services.

2) We set up our fee this way to compensate for all the work we will do for you including regular audits and
reviews each month for the next three years. We stay on top of the market so you don’t have to spend that
time and yet you optimize your position at all times — not just once.

3) In reality, we don’t get 50%. We share for 36 months but after that you get all the savings as the dollars
continue for you beyond the 36 months. For example, we only get 30% over a five-year period (write it down
using $100 of savings)

4) Of course, we have a lot of costs for our audit specialists, our specialized software tools, and documenting
best-in-class pricing information, which have to be recovered in our pricing model

5) Overall, I’'m motivated to make you as much profit as possible because the more you increase your bottom
line then the more | make as well — we certainly have unified goals

6) In addition, we handle management of all implementations which can be a huge time waster for you
throughout the three-year period. Most of our clients find the time savings to be just as important as the
money we recover for them.

Fall back position

| could consider reducing the percentage if you are OK with extending the term where | will work for you — let’s
say 48 months of audits and reviews and | will receive 35% of the savings. In return for reducing the percent-
age, how about you promise to give me a letter of recommendation if you’re happy with our work — which |
know you will be!
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Contract with Vendor
| just signed a three-year contract with AT&T, you won’t be able to help me.

As with all objections:

Objections are actually an opportunity for us — we can present more facts and strengths about our program

You always start off by addressing the objection with:
a) I’'m glad you brought that up...
b) That's a good point...
c) | understand what you mean...
d) We have a lot of clients with the very same concern...
€) | know how you feel, we have a lot of clients that felt the same way, what we found...
(this is the feel, felt, found positioning)
f) You never follow up a), b), c) or d) with "but...

We have many other clients in that same situation. I’d still like to review that contract so | can understand
what you’re committed to and what you’re not. Sometimes you can still negotiate options with the supplier
as long as you don’t change suppliers. Sometimes, if your business is valuable, other suppliers may buy-out
the contract. In some cases, the contract isn’t as binding as you think and there is room for movement. Even
though there is a contract in place, there may still be some billing errors. If | can examine the contract and
bills to find out this information, and there is no room for movement, I'd still like to be able to be “in second
place so to speak, so that you know that I'm there to help if you need help or if circumstances change.

There may be some things that we can help you with in other areas of your telecom as well.

In order to be ready for this objection, you must learn these points — you must practice them — over and over
until they become second nature.

Understand what you’re committed to...

Can still negotiate options sometimes if no supplier change

Other suppliers may buy out

Sometimes not as binding as you think

May be room for movement

May still be billing errors

Other areas of telecom not under contract

8) Second Place Strategy

a. Pulse

b. Send them something to address personal stress

c. Send them something (knowledge-based) to address business stress

d.Help them as if you were their actual supplier of consulting services — not with our
chargeable services but with anything else you can

1)
2)
3)
4)
5)
6)
7)
)

The Key — Learn these points - it will take you an hour — and then you’ll be ready
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Telecom Brokers
“We have a Telecom Broker — One-Stop-Telecom-Shop. | don't know how you can help us.”
As with all objections:

Objections are actually an opportunity for us — we can present more facts and strengths about our
program

You always start off by addressing the abjection with:
a) I'm glad you brought that up...
b) That's a good point...
¢) | understand what you mean...
d) We have a lot of clients with the very same concern...
e) | know how you feel, we have a lot of clients that felt the same way, what we found...
(this is the feel, felt, found positioning)
f) You never follow up a), b), c) or d) with "but...

“Actually, I'm glad you mentioned that because we are often compared to Telecom Brokers that offer various products
and services from various suppliers. They often do a good job for their clientele, and they make their profit from com-
missions from the supplier of the products or services. We do similar comparisons, except we look at the entire market
place rather than just a specific set of suppliers. In addition, we don't get paid via commissions from the supplier, which
means that we have no reason to favor the one that's paying the most commissions over the other. Only the best pack-
age for you is what we recommend.

The most significant difference is that we are vigilant in optimizing you on a continuous basis. A Broker is not rewarded
for continuing to drive your prices and costs down as market opportunities become available because that simply cuts
into their own margins and profits. Once they make a sale to you it doesn't pay them to keep decreasing your costs.
However, we are constantly in your corner looking for better pricing, and better options that fit your business, and the
way that you communicate.

As we find better alternatives for you we are rewarded, which aligns our motives with yours. That's why our clients are so
happy with our services, because our goals are always consistent with yours.”

As with all objections, you must be prepared for them, and therefore you must practice (rehearse) the points that you
wish to bring into the conversations. In this case, memorize the three main points:

In order to be ready for this objection, you must learn these points — you must practice them — over and over until they
become second nature.

1) They get paid commissions and we don't
2) We look at all suppliers, not just those paying us commissions (the ones they represent)
3) We continue to optimize you, while that's contradictory to the Broker's interests

The Key — Learn these points - it will take you an hour — and then you'll be ready!

Manual Revised: April 3 2025
Confidential - 230 -



SCHOOLEY MITCHELL 'ﬁ " SCHOOLEY
MARKETING MANUAL N7, MITCHELL

Objections
Experience

Experience

“What telecom experience do you have?”

As with all objections:

Objections are actually an opportunity for us — we can present more facts and strengths about our program

You always start off by addressing the abjection with:

a) I'm glad you brought that up...

b) That's a good point...

c) | understand what you mean...

d) We have a lot of clients with the very same concern...

e) | know how you feel, we have a lot of clients that felt the same way, what we found...(this is the feel, felt,
found positioning)

f) You never follow up a), b), c) or d) with "but..."

Good question. | have a great deal of experience in various professional business scenarios. That's what at-
tracted me to Schooley Mitchell. All of our people have a tremendous amount of experience — and | can bring
all of it to bear for you. My particular experience, plus the experience and expertise in every telecom disci-
pline that you need is at my fingertips through Schooley Mitchell. My particular skill is to identify your specific
needs and then to use our expertise to deliver the best solutions possible for you.

As with all objections, you must be prepared for them, and therefore you must practice (rehearse) the points
that you wish to bring into the conversations. In this case, memorize the main points:

In order to be ready for this objection, you must learn these points — you must practice them — over and over
until they become second nature.

1) | have a great deal of personal business experience
2) We have many diverse backgrounds at SM, which allows us to deliver maximum value to our clients
3) Access to thousands of years of experience and over 200 telecom specialists

4) I'm very good at identifying your needs and bringing the right resources to address your needs — because
your needs are different than other people's needs

The Key - Learn these points - it will take you an hour — and then you'll be ready!
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Schooley Mitchell is a Franchise

Schooley Mitchell is a Franchise — “I'm not sure if | want to deal with a Franchise.”

As with all objections:

Objections are actually an opportunity for us — we can present more facts and strengths
about our program

You always start off by addressing the objection with:

a) I’'m glad you brought that up...

b) That’s a good point...

c) | understand what you mean...

d) We have a lot of clients with the very same concern...

€) | know how you feel, we have a lot of clients that felt the same way, what we found...
(this is the feel, felt, found positioning)

f) You never follow up a), b), c) or d) with "but...

I’m glad you brought that up. Although it doesn’t seem like the normal method for delivering professional ser-
vices, there are actually a lot of reasons that it works perfectly for Schooley Mitchell. It’s absolutely the best
way for us to execute our business.

Our business, our specialty, is cost reduction consulting. We’ve chosen Franchising as our penetration strat-
egy because of the great strength it brings to our business. It allows us to have expertise within our company
in all telecom disciplines and technologies through the more than 200 people that are partnered through our
system. In fact we have several thousand cumulative years of telecom experience and knowledge throughout
our system.

Not only do we cover all of our clients’ technical needs through our network of experts, our system allows us
to provide coverage for any client no matter where their locations are throughout North America. The Fran-
chising strategy has actually provided us with a tremendous strength that would never have been possible in
any other strategy. We certainly don’t apologize for having each of our Consultants with a stake in, and stew-
ardship of, their own business, but also to have the luxury of the strength, and the access to such a tremen-
dous wealth of knowledge and ability.

It allows us to have a centralized Research & Development department that not only provides us with a great
knowledge resource, but also gathers the experiences of all of our Consultants across North America, and
then makes that information available to all of us — instantaneously through our intranet.

It allows us to have a central resource of programmers that develop better and better analytical tools for us on
a continuous basis. It’s the only way we can stay on top of this volatile market efficiently for you. It also allows
us to develop extremely valuable training resources in a world that changes every day. It's the only way we
can stay current.

Most people think of hamburgers, submarine sandwiches, and muffler parts when they think of Franchising.
The reality is that 40% of restaurant and services are delivered through Franchises in North America — even
though only 3% of the companies are actually Franchises.
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Schooley Mitchell is a Franchise

When you think about it, every State in the Union (Province in the Dominion) is a Franchise.
The biggest and most successful companies in North America operate through a system of
Franchising or distributorship so they can share resources. That's how GM, Ford, & Chrysler
do business.

Actually Price Waterhouse and KPMG are just like Franchises. Their local partners own the

local office, share resources, and share the name with all of the other offices. The only difference is that all
partners give up more of their local results, and share a little more in everyone else's results. | like our method
better, where | get the benefits of the system of sharing resources and knowledge, yet keep my own autono-
my and profits.

The New York Yankees are a Franchise, so are the Chicago Bulls, the Toronto Maple Leafs, and the Dallas
Cowboys.

| could go on forever because of the pride | have in our system, and in our method of doing business. We
are always looking for the best people to join our system because every talented person that joins Schooley
Mitchell simply creates more resources, and more strength that | can deliver through my own business for
you.

In order to be ready for this objection, you must learn these points — you must practice them — over and over
until they become second nature.

1) Perfect system for Schooley Mitchell — (with pride and confidence)

2) Our business is Professional Cost Reduction Consulting — Franchising is our
penetration strategy

3) Expertise — all disciplines

4) Geographic coverage for all clients

5) Thousands of years experience to draw from

6

7) Access to R&D

My own stake in my own business - yet vast resources

)

)

)

)

)
8) Access to Analytical tools
9) Access to Training resources
10) 40% by 3%
11) States/Provinces/Pro Sports/Ford & GM
12) PWC/KPMG - we have more autonomy

The Key - Learn these points - it will take you an hour — and then you'll be ready!
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Other Contingency Based Consultants

“We had a Contingency based consultant look at our energy invoices in the past, and we had
a bad experience.”

As with all objections:

Obijections are actually an opportunity for us — we can present more facts and strengths about
our program

You always start off by addressing the objection with:

a) I’'m glad you brought that up...

b) That’s a good point...

c) | understand what you mean...

d) We have a lot of clients with the very same concern...

e) | know how you feel, we have a lot of clients that felt the same way, what we found...(this is the feel, felt, found posi-
tioning)

f) You never follow up a), b), c) or d) with “but...

“Yes, we’ve had a lot of our clients that have had similar experiences. The complaints that they generally lodged with us
were:

1) They took our bills, sent us a report, and we haven’t seen them in three years, yet they keep sending us bills

2) Any cost-cutting measures we instituted ourselves resulted in further payments to them even though they had nothing
to do with it

3) The billings keep coming but the benefits are hard to determine

At Schooley Mitchell our background is in the Professions, and we have set our business up in a
professional manner unlike the companies that have caused you the problems.

First of all, we only sign an agreement with you for three years so our billings don’t go on forever. Our agreement doesn't
have an automatic renewal feature like some Contingency Consultants have done

it in the past. However, more important than that, we review your situation every three months to keep bringing you bet-
ter and better value. We continue to analyze the market for you to keep driving your

costs down, and to look for better alternatives for you. We don’t just show up once and then invoice

you continually.

Secondly, you approve all of our recommendations before anything is implemented, or anything is
billed to you.

We know that there are good consultants and bad consultants, and we’re very proud of the professional business we
have created for our clients. Many of our clients are so pleased with our services that they renew their agreements after

the three years so we can keep bringing them value.”

Points to rehearse:

1) Three years only

) No automatic renewals

) We continue to provide service — vigilant optimization

) You approve our recommendations before they are implemented
5) We bill only for our recommendations that you accept

2
3
4

The Key — Learn these points — it will take you an hour — and then you'll be ready!
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Implementation of Your Recommendations

Implementation of Your Recommendations

1) ALWAYS make sure you build the relationship properly right from the beginning stages. A hit-and-run sale,
where the only emphasis is on ‘free, free, free’ will result in poor relationships and a higher likelihood that
the client will not implement your recommendations when you

present the Value Report.

2) Continue asking questions in the briefing until you are comfortable that the client has fully informed you
and fully understands what you will be doing for them. Ensure they understand your expectations in terms
of what you will identify on their behalf (three things — one, you will examine their invoices and contracts
for errors, two, you will identify redundant services — items they may not know they have, never use, and
continue to pay for, and three, you will examine marketplace alternatives and best-in-class pricing in every
service category).

3) Never overpromise a quick turnaround. Make them realize that there is a lot of effort (and therefore value)
in doing what you do including research, benchmarking software tools, databases, understanding best-
in-class pricing and alternatives, negotiation, etc. If you’re presenting a report for $10,000, or $20,000 or
more in annual savings and you return that to them in 10 days they are not going to understand the value
that you are delivering. Just don’t over promise in the first place and then their expectations are not out of
whack with your timing.

4) If you don’t have all of your questions answered and your time is up — set another briefing to find out.

5) Use the relationship tools — ALWAYS! That means sending a Welcome Letter every time — enroll them on
Pulse (use the explanation sample in the Marketing Manual), send a hand written note card, and send them
Distinctive Value items — articles, books, goods, gifts, ideas.

6) Always implement the SMARRT Relationship Builder Program right from the point of signing the Service
Agreement. Add value to the relationships long before you ask for something from them.

7) When you call for the appointment to present the Value Report emphasize how pleased you are with the
results of your analysis. Tell them how you are really looking forward to showing them the reports because
you know they will be pleased as welll Make them feel your excitement without sounding phony.

8) Whenever you get ‘pushed down’ from an executive/financial person to an IT/Telecom/Tech person, AL-
WAYS ask for approval right then to come back with your findings to the executive “once you are done
doing all of your work with the tech person” (“because my findings will generally have a positive impact on
your company’s bottom line so | will just need a couple of minutes of your time to SHOW you what | have
found for you”). They will generally say yes if you ask properly and then you won’t be in the position where
you have to break back through a resistant barrier to get your recommendations implemented. Ensure that
the tech person is part of the presentation and give them all the credit for working with you behind the
scenes to help get to the ‘value’.
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Implementation of Your Recommendations (continued)

If the tech person knows you will be going back to the executive and that you are going to make them the
hero, you’ll get more buy-in during the process as well as a higher likelihood of implementation.

9) ALWAYS present alternatives (three) in your Value Report — never just one solution.

10) ALWAYS present a five-year table for a 3-year deal — emphasizing that they reap the lion’s share of the
benefit.

11) ALWAYS be prepared when you go into the meeting. Take completed vendor agreements and paperwork
for the recommendation you are summarizing in your Executive Summary. Not for all three (or more) alter-
natives. You can get that completed later if they choose a different alternative. You never sign the paper-
work but you can certainly prepare it to make it an easy transition for your client.

12) Present in detail for someone that wants detail and in summary fashion for someone that wants to get to
brass tacks. If you’re not sure which way to go — ask them. Would you like to go into detail in the three
main areas of the report (Current Configuration, Alternative Proposals, & Summary of Results) or review
the Executive Summary of our findings?

13) NEVER just take a summary of your findings. The client will implement more readily and understand the
value you are delivering if your reports are complete and comprehensive. If the detail cannot be provided
by you then you have not completed the job properly and they will recognize that. Even if you are not re-
viewing the detail with the client it is absolutely necessary to include it in the reports. You never know who
will be seeing the report and if it’s incomplete or if shortcuts are taken they may not implement and you
will ever know why. There are no shortcuts to what we do.

14) Present the strengths and weaknesses of each alternative in your report which requires you to be pre-
pared for that conversation.

15) Use the Best of Three language - all three make sense to me, which one makes most sense to you? That
way they don’t feel they have to say yes or no — right now. There are choices and they can set their own
satisfaction level.

16) Don’t be afraid to ask for their approval to ‘move ahead and start saving you some money so you’re not
overpaying your vendors again next month’ — by signing off the Value Report. However, this shouldn’t be
a pressure sale at this point. There may be several reasons they have to review your findings. However, if
that’s the case, make sure you close the impending event — that you schedule an appointment with exact
date and time, to come back and discuss the implementation of your results.

17) Present segmented recommendations whenever you have one category completed before the others.
This allows you to test their willingness to implement so you don’t continue working on their behalf if
they are not going to do so. It also gets you to cashflow quicker instead of waiting until all categories are
completed.

Employ all of these practices and you will implement a much higher percentage of your findings!
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Presenting the Value Report
1) Zero Savings — Always Present
— With Glee!

— Congratulations — Great Job!

2) Small Savings - With Gleel
— We really dug in, but you've done a great job

— We've squeezed some savings out of your vendors and it's better in your bank
account than theirs

3) Expected savings — With Glee!

- Our analysts never cease to amaze me

4) Large savings — Wow, you won't believe what we've got for you
— Our analyst worked their butts off and dug really deep

— Look what we've got for you!
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Steps & Commitments to Building Your Franchise
Action Items

1) Commit to obtain 60% of the businesses listed on your Community Vendors Checklist (Marketing Manual)
as clients, or more importantly, as referral sources, within the first year of starting your Franchise. No
exceptions, no excuses - this is the key to long term success. Ask each client obtained for a referral to one
of their vendors or a neighboring business and now you have achieved an exponential growth pattern.

2) Ask five people you respect in business to review your Business Plan and ask them for input and
suggestions. Even if they don’t take the time to do it they will be flattered that you asked and they may
become advocates for you. At a minimum you will have informed 5 important business people about your
Schooley Mitchell Franchise.

3) Send out 20 ‘My New Business Letters’ or ‘My Great Business Letters’. This is not a solicitation letter but
rather just an information letter and a claim of pride in your business. If you are not a brand new Franchisee
then customize the “My New Business Letter’ in The Warehouse to send to friends, neighbors & relatives
based for your ‘first year (or fourth year) in business’. Informing people that you are happy and proud can
only bring you value in the long run and build your personal brand.

4) Commit to a ‘Lunch Program’ where you take a client to lunch every month and also a Center of Influence
to lunch every month. This program will cost you $60 - $80 per month (less than $1,000 per year). If you
have 24 business lunches in a year you should definitely generate more than $1,000 in revenue so this is an
investment and not a cost.

5) Identify two Associations in your community where you can build a relationship and obtain a
recommendation to the membership. Commit to helping those Associations by providing our service to the
Association, providing ‘I'm An Expert’ articles to them on a regular basis (one article won’t cut it), speaking
at their events, attending their trade shows etc. Pay the Association a referral fee for any members that use
your services.

6) Join a networking club — a group that exists to refer clients to each other. Participate fully and
enthusiastically. Demonstrate your belief in the value and success of the club — and make it happen. Bring
in new members to the club if the membership is not what you think is optimum. Commit to taking each
member of the club to lunch within a year with the sole purpose of talking to them (interviewing them) about
their business and how you can help them — and how you can identify referrals for them

7) Establish at least one paid referral source (client, contact, Center of Influence, sales person, all of them?).
Write checks (cheques) to these people as quickly and as often as you possibly can
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8) Establish a paid referral relationship with a Chamber of Commerce in your area. Not all will participate but
some will — if not a Chamber, some other group that influences members.

9) Arrange to do at least one seminar or lunch-and-learn for a client every six months. Researching a topic of
interest to them and their staff will take a couple of hours of work and can create significant goodwill. This
can be done for groups of clients as well if you feel comfortable doing so.

10) Arrange to do a joint seminar with other Centers of Influence.
11) Select one vertical market and commit to go deep and wide in that vertical.

12) Commit to obtaining one new client every week — no excuses — no matter how small that client is it will
build your business. As part of this strategy, you must commit to setting four or five appointments every
week and don’t stop doing what you need to do until that goal is achieved.

13) Commit to meeting two other business professional for coffee (or visit their office) every week. Review the
role play video in the The Warehouse (Sales & Marketing)

Commitments to Success

14) Commit to using the Schooley Mitchell CRM program — every client. That includes a Welcome Letter, the
Pulse, the SMARRT Relationship Builder, handwritten note cards, and sending the client Distinctive Value
items (personal and business related). Not only will this help create a much better and deeper relationship
that delivers value to your client, it will also increase referrals and establish your claim as a professional
that not only provides a service but also helps your clients succeed. Using these relationship strategies
will also significantly enhance the likelihood of renewal with your clients at contract-expiry time.

15) Commit to adding a minimum of three people to The Pulse every week. The discussions you will have
to make this happen will be invaluable to your Franchise and the ongoing benefit of the ‘drip’ campaign
cannot be overestimated — both with clients and contacts.

16) Learn the elevator speeches cold so you can deliver your best 30 seconds at any time. You must know
the basic optimization/contingency message cold as well as the messages related to an IT/Telecom techie
that may get thrown in front of you at any time.

17) Learn the Lettuce Story so you can present it when time is an issue. Learn the Envelope Presentation that
demonstrates our program, our value, and our lack of risk for our clients.
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18) Commit to sending out a minimum of three handwritten note cards each week. Make note of people
you meet, people receiving awards or promotions, instructors, thank people, acknowledge people,
congratulate people — there are a million reasons to send these cards.

19) Commit to building your database of personal interests and business interests of clients and other
contacts so you can be prepared to send distinctive value to them or inform them of something that fits
their interests.

20) Commit to ask every client for a testimonial letter and for a referral to a specific business — one of their
vendors or one of their neighbors.

21) Review the information related to the objection that 50% is too much until you know it cold.

22) Present segmented recommendations whenever you can to move up the timing of cashflow and also to
test the commitment to implementation of the client.

23) Present a five-year savings table every time

24) Commit to one hour per month to update, categorize — and strategize - related to your contact & prospect
list.

25) Commit to re-reading the Marketing Manual once per quarter. It will spark new ideas — guaranteed!
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Have a list of long-term and short-term goals that you review and revise regularly.

By writing your goals you will gain greater clarity, and power which will support you in attaining these goals.

When you share your goals with others, you will further enhance your own commitment and

focus and create a degree of accountability
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SMART Goals

Following the SMART model when setting goals minimizes misunderstanding about expectations and makes
sure everyone has a clear expectation of what is expected and when.

SMART goals are:

SPECIFIC - A clear and unambiguous statement of what’s required

MEASURABLE - In tangible and readily understandable terms (quality, quantity, time,

and cost)

ATTAINABLE - While stretch goals are fine, bear in mind your capabilities and don’t try to do
more than you can—especially when you are just starting out

RELEVANT - To you, your business, and to the Schooley Mitchell mission

TIME BOUND - Avoid vague timeframes and pin it down to when X will be completed

Here are examples of three realistic goals for the first 30-90 days of business. Notice that all

three are specific, targeted goals:

e Set two appointments with new prospects per day

* Bring on 15 new clients within the first 90 days

e |dentify three referral agents and build relationships with each of them by discussing mutually beneficial
activities and goals within the first 90 days (one per month)
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Goal Continuum

Dr. Gail Matthews — Study with various participants from various backgrounds

Think about goals

Write them down

Write down goals and actions required to achieve them

Write down goals and actions required to achieve them and share with a friend

Write down goals and actions required to achieve them and share with a friend and send weekly
progress reports

oM~

The results are astoundingly different as you progress through the continuum
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Date Prepared -January 31, xxxx
Months of February, March, & April, xxxx

Sales Activity Plan
Dennis Schooley

M|T S Mon T S Tue T S Wed T S Thu T Fri
1] 4.00 0] Draft Contact Master List 2.00 0] Appointment with my accountant 1.00 0] Call to set up coffee meetings 2.00 0] Cold Calling 1.00] 10| Meet with Vendor
1.00 0] Draft Immediate Contact List 1.00 0] Contact 2 Business Contacts of 2.00 0] Briefing - Business Contact inc. 2.00 0] Contact 5 Mentors to review 2.00 0] Briefing - Business Contact inc.
include Community Vendors & mine and set appointment travel if required my Business Plan - advice travel if required
Close Business Contacts 2.00 0] Contact 4 Community Vendors & 1.00 0] Briefing - Community Vendor 1.00 0] Briefing - Community Vendor 1.00 0] Briefing - Community Vendor
0.50 0] Contact 2 Community Vendors of set appointments 1.00] 300}Join Chamber of Commerce 3.00 75] Prepare and send 75 My New 0.50 0] Add to Pulse
mine and set appointments 1.00 0] Visit Chamber of Commerce 1.00 0] Call BNI or other Group - research Business Letters 1.00 0] Review and adjust plan and
0.50 0] Set Weekly Goals - Calls/Contacts/ 2.00 0] Practice Scripts/Elevator Speech & 2.00] 50| cCraft/obtain call list for cold targets/goals
Briefings/Clients - 1st 3 Months Prepare Kits for meetings calling or telemarketing 1.00 5] Send hand written note cards
2.00 0] Research Networking Groups
3.00 0] Deliver Business Plan to Mentors 1.00 10| Coffee with IT Consultant 1.00 0] Call to set up coffee meetings 1.00 10| Coffee with Computer Salesperson 1.00] 10| Meet with Vendor
1.00] 10| Mail Post Cards/Intro letters to 2.00 20] Attend BNI/Other meeting 2.00] 20]Attend Chamber Meeting/Event 2.00 0] Cold Calling 0.50 0] Add to Pulse
1.00 0| prepare for cold calls 2.00 0] Briefing 2.00 0] Briefing - Business Contact inc. 2.00 20| Attend BNI/Other meeting 2.00 0] Briefing - Business Contact inc.
1.00 5] Briefing - Community Vendor 2.00 0] Cold Calling travel if required 1.00 0] Write testimonial for community travel if required
1.00 0] Coffee Meeting with Realtor 1.00 0] Write testimonial for community 2.00 0] Contact 4 community vendors & vendor 1.00 0] Briefing - Community Vendor
1.00 0] Practice Pitches for Networking vendor set appointments 2.00 0] LinkedIn 1.00 0] Review and adjust plan and
LinkedIn 1.00 0] Meet with potential referral targets/goals
partner 1.00 5] Send hand written note cards
2.00] 750] Begin Telemarkting Process 1.00 10| Coffee with Banker 1.00 0] Call to set up coffee meetings 1.00 10| Coffee with Insurance Agent 1.00] 10| Meet with Vendor
1.00] 10| Mail Post Cards/Intro letters to 2.00 0] Briefing 2.00] 30]Lunch with a fractional CFO 2.00 0] Cold Calling 1.00 0] Review and adjust plan and
prepare for cold calls 2.00 0] Linkedin 1.00 0] Attend networking meeting 2.00 0] Briefing targets/goals
1.00 0] Briefing - Community Vendor 1.00 0] Send DV articles 2.00 0] Follow up with community 1.00 0| LinkedIn 0.50 0] Add to Pulse
1.00 0] Follow up calls with prospects 1.00 0] Meet with potential referral vendors 1.00 0] Write 4 online reviews 1.00 5] Send hand written note cards
partner 1.00 0] Discuss buiness with friends 2.00 0] Practice scripts/objections from
marketing manual
1.00] 10| Mail Post Cards/Intro letters to 1.00 10| Coffee with Acc'tant - non-partner 1.00 0] Call to set up coffee meetings 1.00 10| Coffee with Lawyer - non-partner 1.00] 10| Meet with Vendor
prepare for cold calls 2.00 20| Attend BNI/Other meeting 2.00] 20]Attend Chamber Meeting/Event 2.00 0] Cold Calling 1.00 0] Review and adjust plan and
1.00 0] Briefing - Community Vendor 2.00 0] Briefing 2.00 0] Briefing. 2.00 0] Briefing targets/goals
1.00 0] Call local businesses and 1.00 0] Meet with a potential referral 1.00 0] Complete Networking Profiles 1.00 0] Send DV articles 0.50 0] Add to Pulse
set appointments partner 1.00 0] Linkedin 1.00 5] Send hand written note cards
1.00 0] Provide DV to referral partners 1.00 0f LinkedIn 1.00 0] Rank contacts/prospects
2.00 0] Work on Lunch and Learn 1.00 0] Work on Lunch and Learn
0 0 0 0 0
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MIT Mon Tue Wed Thu T Fri
2] 2.00 Update contact list and strategies 10| Coffee with Financial Planner Call to set up coffee meetings 10| Coffee with Investment Counselor 1.00 0] Meet with Vendor
1.00 10] Mail Post Cards/Intro letters to Briefing 0| Briefing Cold Calling 1.00 0] Review and adjust plan and
prepare for cold calls 0] Briefing Briefing targets/goals
1.00 Briefing - Community Vendor 0.50 0] Add to Pulse
1.00 5] Send hand written note cards
1.00 Mail Post Cards/Intro letters to 10| Coffee with Mgmt Consultant 0] Call to set up coffee meetings 10| Coffee with Other Consultant 1.00 0] Meet with Vendor
prepare for cold calls 20| Attend BNI/Other meeting 0| Briefing Cold Calling 1.00 0] Review and adjust plan and
1.00 Briefing - Community Vendor Briefing Briefing targets/goals
0.50 0] Add to Pulse
0] Attend Chamber Meeting/Event 1.00 5] Send hand written note cards
2.00] 750 Telemarketing 10] Coffee with Cost Reduction Cons. 0] Call to set up coffee meetings 10| Coffee with Other Professional 1.00 0] Meet with Vendor
1.00] 10]Mail Post Cards/Intro letters to Briefing 5] Lunch with Client Cold Calling 2.00 Lunch with Professional
prepare for cold calls 0| Briefing 0] Briefing Briefing 1.00 0] Review and adjust plan and
1.00 Briefing - Community Vendor targets/goals
0.50 0] Add to Pulse
1.00 5] Send hand written note cards
1.00f 10]Mail Post Cards/Intro letters to 10] Coffee with Other Professional 0] Call to set up coffee meetings 10| Coffee with Other Professional 1.00 0] Meet with Vendor
prepare for cold calls 20] Attend BNI/Other meeting Cold Calling 1.00 0] Review and adjust plan and
1.00 Briefing - Community Vendor Briefing 0] Briefing Briefing targets/goals
0.50 0] Add to Pulse
1.00 5[ Send hand written note cards
Attend Chamber Meeting/Event
1.00 10| Mail Post Cards/Intro letters to 10| Coffee with Other Professional 0] Call to set up coffee meetings 10] Coffee with Other Professional 1.00 0] Meet with Vendor
prepare for cold calls Briefing 0] Briefing Cold Calling 1.00 0] Review and adjust plan and
1.00 Briefing - Community Vendor 0] Briefing 0] Present Value Report Briefing targets/goals
0.50 0] Add to Pulse
1.00 5] Send hand written note cards
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M|T |$ Mon T Tue T Wed T Thu T Fri
3] 2.00 0] Update contact list and strategies 1.00 10] Coffee with Other Professional 1.00 0] Call to set up coffee meetings 1.00 10| Coffee with Other Professional 1.00 10| Meet with Vendor
1.00] 10| Mail Post Cards/Intro letters to 2.00 20| Attend BNI/Other meeting 2.00 0] Briefing 2.00 0] Cold Calling 1.00 0] Review and adjust plan and
prepare for cold calls 2.00 0] Briefing 2.00 0 Present Value Report 2.00 0] Briefing targets/goals
1.00 0| Briefing - Community Vendor 0.50 0] Add to Pulse
1.00 5]Send hand written note cards
2.00| 20]Attend Chamber Meeting/Event
1.00] 10| Mail Post Cards/Intro letters to 1.00 10| Coffee with Other Professional 1.00 0] Call to set up coffee meetings 1.00 10] Coffee with Other Professional 1.00] 10]Meet with Vendor
prepare for cold calls 2.00 0] Briefing 2.00 0] Briefing 2.00 0] Cold Calling 1.00 0] Review and adjust plan and
1.00 0| Briefing - Community Vendor 2.00 0] Identify and Research a target 2.00 0] Present Value Report 2.00 0] Briefing targets/goals
1.00 0] Identify a potential paid referral Association for program 0.50 0] Add to Pulse
source - call to meet 1.00 5] Send hand written note cards
2.00] 750 Telemarketing 1.00 10| Coffee with Other Professional 1.00 0] Call to set up coffee meetings 1.00 10] Coffee with Other Professional 1.00] 10]Meet with Vendor
1.00 10] Mail Post Cards/Intro letters to 1.00] 350]Choose BNI/Other Group to Join 2.00] 35]Lunch with Client 2.00 0] Cold Calling
prepare for cold calls 2.00 0] Briefing 2.00 0] Present Value Report 2.00] 35]Lunch with Professional
1.00 0| Briefing - Community Vendor 1.00 0] Ask Client for specific referral 1.00 0] Review and adjust plan and
1.00] 10| Meet with potential paid 2.00] 20]Attend Chamber Meeting/Event targets/goals
referral source 0.50 0] Add to Pulse
1.00 5] Send hand written note cards
2.00 0] Briefing 2.00 0] Briefing 2.00 0| Briefing
3.00 0] Production 3.00 0] Production 3.00 0] Production 3.00 0] Production 2.00 0] Production
1.00] 10]Mail Post Cards/Intro letters to 1.00 10] Coffee with Other Professional 1.00 0] Call to set up coffee meetings 1.00 10| Coffee with Other Professional 1.00 10| Meet with Vendor
prepare for cold calls 2.00 35] Lunch with BNI member 2.00 0] Present Value Report 2.00 0] Cold Calling 1.00 0] Review and adjust plan and
1.00 0| Briefing - Community Vendor 2.00 0] Briefing 2.00 0] Briefing 2.00 0] Briefing targets/goals
2.00 0 Present Value Report 0.50 0] Add to Pulse
1.00] 10]Meet with potential paid 1.00 5] Send hand written note cards
referral source 2.00 0] Briefing
3.00 0] Production 3.00 0] Production 3.00 0] Production 3.00 0] Production 3.00 0] Production
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Steps & Commitments
Sales Activity Plan

Share This Plan With Someone Else - Make Yourself Accountable
Activity Examples

Develop contact list

2 Set targets/goals for contacts/briefings/clients etc. per week
3 Send My New Business Letters
4 Review scripts in Marketing Manual until comfortable
5 Call/visit Community Vendors of mine (business where | buy good or services) and set appointment - review
message in Manual
6 Call business contacts - set appointment - certain number per week
7 Additions to Pulse - explaining program as explained in Manual
8 Lunch meetings with Centers of Influence - Accountants/Lawyers/ Bankers etc.
9 Coffee meetings with other professionals - reviewing role play in Distance Learning first
10 LinkedIn Activity
11 Rank contact/prospect listing and develop strategies for a certain number of them
12 Complete Business Plan adding ideas from training
13 Mailing introductory letters
14 Mailing post cards
15 Show my business plan to 5 mentors and ask for advice
16 Cold Calling
17 Telemarketing
18 Visit BNI or similar networking groups
19 Join BNI or similar networking group
20 Attend BNI or similar networking groups after joining
21 Visit Chamber meeting(s)
22 Join Chamber
23 Attend Chamber meetings after joining
24 Prepare and record proper voicemail message
25 Target an Association (example)
26 Join an Association (example)
27 Take a client to lunch
28 Build a presentation binder
29 Set up a paid referral relationship - after reviewing approach in Marketing Manual
30 Take a paid referral source to lunch or coffee to build relationship
31 Ask a client for a specific referral - vendor, neighbor, customer
32 Set a target of one new client per week - no excuses
33 Complete the networking profile in the Marketing Manual
34 Discuss business with relatives and friends
35 Review 3 years and 50% objection in Marketing Manual
36 Request testimonial letters from client
37 Lunch with BNI or other networking club member
38 Get an I'm an Expert Article published
39 Target an Association/Chamber as a paid referral source
40 Do a client for free in a specific vertical | want to attack
41 Send handwritten note cards each week
42 Clip a newspaper article and send to networking buddies etc.
g/l::flfs(larl?t?;/;sed. April 32025 _ 248 _
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Schooley Mitchell - Six Steps to Guaranteed Success

If you are making $250,000 per year or much more, then you don’t need to do these things (although you still

should). Otherwise,

1)

Use the Client Management & Accountability Sheet for every client.
a.  Start the sheet as soon as you sign the client.
b. Use it to guide your research and your activities related to each client over time.

2) Coffee Meetings — 2 per Week

a.  Call another professional that you don’t know now and offer to meet them for coffee.

b.  The program is outlined in the Marketing Manual.

c. There are also two videos to guide the process in The Warehouse.

d. If you do 2 per week, your performance with the meetings will continue to improve.

e. That’s 100 meetings per year with other professional people — you will build some great
relationships that will pay off for you.

f. Follow up by using the SMARRT Relationship Builder for Coffee Meetings and you will
get clients/referrals — either do it yourself or have head office do it for you for $175 per
contact — 12 DV touchpoints.

3)  Use the Shining Star
a. You've got to do the research, to uncover prospects for Specific Ask purposes.
b.  Use this Shining Star methodology one at a time with every:
i. Community Vendor
i. Client
iii. Networking associate
iv.  Referral source
v.  Paid referral source
4) BNI — do a ‘Specific Ask’ at the end of your 45 second intro at every meeting.

a. ‘... and my feature prospect for this week is Smith & Jones Accounting.”

b. Do research on a member in the group every week to identify a neighbor, vendor,
customer, etc.

c. That’s 50 ‘Specific Asks’ every year to people that want to refer to you.

oo o o202 - 250 -
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Schooley Mitchell — Six Steps to Guaranteed Success

5)  BNI-do a 1-2-1 lunch with a different member every week and go to that lunch with a

‘Specific Ask’.
a. Do research on a that member for every lunch to identify a neighbor, vendor, customer,

etc.
b.  Everyone is in BNI to get referrals so there is nothing wrong with making it clear what you

are seeking.
c. That’s 50 more ‘Specific Asks’ every year to people that want to refer to you.

6) BNI -send the email from the Marketing Manual every week that asks for a ‘Specific Ask’ to a

different member each week.
a. Do research on a member each week for each weekly email to identify a neighbor,

vendor, customer, etc.
b. Everyone is in BNI to get referrals so there is nothing wrong with making it clear what you

are seeking.
c. That’s 50 more ‘Specific Asks’ every year to people that want to refer to you.

That’s 150 Specific Asks every year if you do these three BNI tactics — you will get clients!
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Sales & Marketing Training Overview

1) Perceptions of Others — Emotion Driven — Amygdala — Not Logical
2) Attitude — It’s in Your Control — Positivity — You Decide
3) Start Small

a. 20 to 30 small clients

b. Every one of them is a referral source

c. Learn the process at every stage

d. Will create revenue flow sooner

e. Start with your own community vendors

f. Can get some medium clients as well but must get a volume of small clients to build referral

sources

4) Promote Your Suppliers
a. Write a letter of testimony — do it — every week for a different vendor

5) Prospects Evaluate You
a. Do you have industry experience?
b. Do your clients recommend you?
c. What do other professionals in the community say about you?

6) It’s always the answer and/or discussion point
a. Money
b. Time
c. Security
d. Knowledge

7) Scripts — You must know them - cold
a. Phone
b. Quick intro — Two Liner
c. Elevator pitch
d. IT person pitch
e. Fee based pitch
f. EPP
g. Who is Schooley Mitchell
h. Common Service Agreement description
i. Envelope Presentation
j. Flaming $100
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Sales & Marketing Training Overview

k. 50% Obijection

l. Implication Questions

m. Referral requests

n. Paid Referral requests

0. We can do it ourselves objection

p. We have great vendors objection

g. We have a contract objections

r. Value Report Introduction — with pride
s. Pulse explanation

t. Introduction request

8) Deliver Distinctive Value as your client/prospect values it
a. Ask Questions
i. Business level
ii. Job level
iii. Personal level

b. Use our internal tools
i. Pulse
ii. Handwritten notecards
iii. Drip programs
iv. DV articles distributed by Head Office weekly
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Sales & Marketing Training Overview

9) Referrals — The key to the business
a. Existing Clients
i. SMARRT - Relationship Builder — deliver value continuously
ii. Ask — Four things
1. Referrals — specific
2. Testimonial letter
3. Reference
4. Paid referral relationship
iii. Develop and nurture paid relationships
iv. Deliver DV - regularly
v. Lunch program with clients
vi. Provide training/knowledge to them
vii. Handwritten notes
viii. Associations
ix. Deliver education — seminars, webinars, etc.
x. Must! — Client Relationship tracking sheet for every client

b. Centers of Influence
i. Talk to them, get to know them, ask them
ii. Provide value to them — Pulse, DV, Referrals, training to them and their clients
ii. Promote them — Testimonial, Splash Page, Social Media
iv. Paid relationship
v. Keep them fully informed at every stage with every referral they provide

c. Keep all referral sources fully informed at every stage of our process with every referral —
Appointments, Briefing, Delays, Service Agreement, Production Process - periodically, Value

Report, Acceptance, Implementation, Post Audits
d. Inform Every Client’s Accountant about results of assignment with our joint client
e. Coffee Meetings Program — Minimum two per week with other advisors — every week!

f. Paid Referral Relationships — Be relentless but not a mongrel — One new paid relationship every
month
i. Clients
ii. Networking contacts
iii. Organizations/Associations/Buying Groups
iv. Sales people - bird dogs
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Sales & Marketing Training Overview

v. Friends/acquaintances
vi. Other consultants and business advisors

g. Networking Sources
i. Build personal relationships with people you know
ii. Chamber
ii. BNI (or similar)
iv. Service Clubs
v. Charities
vi. Vendors that sell to you
vii. Recreation or community groups
viii. Other — be likeable — be a giver

h. Networking — general
i. Don’t be a mongrel
ii. Be a giver — look for one person to help with something every time
iii. Be patient — farming
iv. Believe — STRONGLY - if | help others then they will help me
v. Share your time
vi. Share your expertise — give it away
vii. Develop an all-inclusive list — hundreds of people you know
viii. Rank your list — strategize a few every week
ix. Review commandments before every mixer
X. Learn the conversational networking questions

i. BNI (or similar) — Referral only based group
i. Join a referral only based group
ii. Participate regularly and be patient
iii. Research every member individually — website, Linkedin, google, drive by their location
iv. Identify neighbors, vendors, customers, associates
v. Ask for referrals to specific companies
vi. Look to fill in contact spheres in the club
vii. Establish some good memory hooks — envelope presentation, flaming $100 bill
viii. Focus every member on one target group each week
ix. Must have one-on-one lunches — every week — focus on them
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Sales & Marketing Training Overview

j. Chamber

i. Join a Chamber

ii. Participate and be patient

iii. Ask to be the person to introduce every new member by email to all members with a short
feature story

iv. Do a cell phone video each meeting with 3 or 4 questions — “we feature our networking
contacts on our website (Splash Page)”

v. Perhaps introduce a ‘speed dating’ concept at the beginning of each meeting for 4 minutes

k. Service Clubs — Optional
i. Must honor goals and activities of the club and be very patient
ii. This is not about sales now but long term benefit by contributing and building strong
relationships
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Sales & Marketing Training Overview

10) Reference Stories
a. Learn the format — cold — Same type company, same job position, same problems or issues,
Schooley Mitchell process, metric result
b. Create a database of stories and reference stories — know them cold
c. Add one per month to your database
11) Questions
a. First seek to understand
b. Learn implication questions — build your own database as well
c. Seek to understand
i. The business
ii. The job of your prospect
iii. The person
d. Then seek to be understood

12) Briefing Checklist — Use it!

13) Service Agreement
a. Know it cold
b. Also know how to summarize it quickly to a prospect
c. Know the LOA options as well
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Sales & Marketing Training Overview

14) Conversations
a. Debrief after every discussion — be critical of yourself — to improve
i. Networking event
ii. Briefing
iii. Value Report presentation
iv. Business lunch

v. Referral request

b. Look for improvements
i. Body language
ii. Facial expressions
iii. Responses
iv. Handling of objections
v. Explanations - scripts
vi. Questioning process
vii. Use of the briefing checklist

viii. Information gathering

c. Objections

i. Build a database of responses

ii. Debrief your conversations every time

iii. Know them cold — record them and listen in your car
1. 50% is too much
2. 3 years is too long
3. We can do it ourselves
4. We have a contract
5. Our vendors do a great job for us
6. Others

15) Implementation
a. No hit and run sales
b. Promote your clients beforehand - SMARRT — Relationship Builder
c. Never present Value Report in less than three weeks
d. Always present in person
e. Always present Value Report with PRIDE - even if no savings
f. Always present three alternatives
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g. Always present a multi-year table of savings
h. Consider segmented recommendations
i. Visit client periodically

16) Sales Activity Plan — An Absolute Must!
a. Three months of detailed daily activities by the hour
b. One year more macro view of activities
c. Goal setting is a must - integral part
i. SMART Goal setting
1. Specific
2. Measurable
3. Attainable
4. Relevant
5. Time bound

)

SCHOOLEY

MITCHELL

17) Sales plan should include telemarketing — on a REGULAR basis — EVERY top Franchisee says to use

telemarketing regularly
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Bibliography

| have had several Franchisees ask me for a list of books that | have read. | have provided a bibliography of

some of those books for everyone.

I have not included the standard fare of authors like Covey, Goleman, Pink, Collins, Hill, & Ziglar, etc. | have
read them too but most of you know them (or should know them). They have all written great books that
are widely reviewed and discussed. However, | have listed books that are not necessarily the standard fare
although I'm sure you have heard of some of them, and have maybe read them. Some of them are quite old
with a few outdated ideas but still carry valuable messages. Some of them are brand new.

As you know, | preach with conviction that everyone should read at least one business book each month.

There are several reasons for this conviction:

1) It helps you to be interesting and to add value to networking conversations

2) It keeps your mind active and fertile and accepting of new and developing ideas

3) It helps you to be interesting and to add value to networking conversations

4) It keeps you motivated to continually improve and grow

5) It helps you to be interesting and to add value to networking conversations

6) It just makes you smarter — and that turns into money, success, and happiness
)

7) It helps you to be interesting and to add value to networking conversations

| haven’t really put the books in order of preference or value. However, | will say that | have read the first ten
books listed multiple times in order to really understand them and use the great info provided. | will also say
that if nothing else make it a contract with yourself to read the first ten books listed within a year and you will
be a smarter, more profitable, and more effective person — period.

Here’s a profound thought for you - read and re-read and learn the ones marked in yellow and you will

change your life! For the better by a mile.

So instead of turning on the TV at night... (The Real Housewives of Atlanta isn’t really that mind-expanding -

and it sure doesn’t make you any money).
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Bibliography

| will concede that some of the books have to be taken in the right light. For example the Susan Roane book
is hokey and full of self-compliments, and is actually maddening in some spots.

However, at the end of the book | did acknowledge that she made some great practical points that should
be followed even though they seem so simple. | Moved Your Cheese contradicts Who Moved My Cheese -
puzzling! Some are difficult like The World is Flat and Inside the Tornado. Mind Power has some ‘out there’
thoughts.

Sometimes Malcolm Gladwell can be frustrating because it seems there are never clear conclusions. He is a
great author with really great insights. However, he is also frustrating. You read his statements and positions
on one page and you go - oh yeah, yeah...and then the next page he proves the opposite and you go — oh,

damn!

At the end of the book Jab, Jab, Jab, Right Hook, it was clear that the social media strategies that he
discussed were really not for our business for the most part but it was still interesting.

In addition, there are lots of books on the topics of hard selling skills such as prospecting, target marketing,
setting meeting (briefing) expectations, meeting with the right person, time management, negotiation, cold
calling, etc. but | have not included those books on my list. Everyone should read those books as well. Google
the topics — read the books - they will make you money.

One of the books quotes coaching great, John Wooden as follows; “Once you’re done learning, you’re done.”

Anyway, | hope some of you use this bibliography to increase your own knowledge and broaden your
business and interpersonal skills. As | said, it will make you more money.

Manual Revised: April 3 2025
Confidential = 261 -



SCHOOLEY MITCHELL

'ﬁl " SCHOOLEY
S 4

MARKETING MANUAL MITCHELL
Bibliography

1 Risk Dan Gardner

2 Switch Chip & Dan Heath

8 Emotional Intelligence For Sales Success Colleen Stanley

4 Give And Take Adam Grant

5 Link Out Leslie Grossman

6 All Marketers Are Liars Seth Godin

7 Power Networking Donna Fisher & Sandy Vilas
8 Fearless Referrals Matt Anderson

9 Endless Referrals Bob Burg

10 | If It Ain't Broke, Break It! Robert Kriegel

11 | Who Moved My Cheese Spencer Johnson

12 | Word Of Mouth Marketing Ivan Misner

13 | Meatball Sundae Seth Godin

14 | Decisive Chip & Dan Heath

15 | Purple Cow Seth Godin

16 | Getting Started In Consulting Alan Weiss

17 | Buzz Marketing Mark Hughes

18 | Fish Stephen Lundin, Harry Paul, John Christensen
19 | Outliers Malcolm Gladwell

20 | The Monk Who Drove A Ferrari Robin Sharma

21 | David & Goliath Malcolm Gladwell

22 | The World Is Flat Thomas Friedman

23 | Blink Malcolm Gladwell

24 | Peaks & Valleys Spencer Johnson

25 |Jab, Jab, Jab, Right Hook Gary Vaynerchuk

26 |1 Moved Your Cheese Deepak Malhotra

27 | Mind Power John Kehoe

28 | How To Work A Room Susan Roane

29 | Tipping Point Malcolm Gladwell

30 | Secrets Of The Millionaire Mind T Harv Eker

31 |Inside The Tornado Geoffrey Moore

32 | Emotional Intelligence Daniel Goleman

33 | Rich Dad, Poor Dad Robert Kiyosaki

34 | Never Eat Alone Keith Ferrazzi

35 | Discover Your Sales Strengths Benson Smith & Tony Rutigliano
36 | Learned Optimism Martin Seligman

37 | The Fred Factor Mark Sanborn

38 | The Likeability Factor Tim Sanders

39 | Schooley Mitchell Marketing Manual Schooley Mitchell Franchisees (master it)
40 | Beyond Referrals Bill Cates

41 | The Introvert’s Edge Matthew Pollard

42 | The Miracle Morning Hal Elrod

43 | The Introvert’s Edge to Networking Matthew Pollard

Manual Revised: April 3 2025
Confidential

- 262 -




	Two Shoe Salesmen
	Miscellaneous
	Credos
	We Implore You To
	Small Client Examples
	Your Community Vendors
	Client Evaluation Criteria
	Schooley Mitchell 4x4 Concept
	The Four Cornerstones
	WII – FM

	Scripts
	Ask for a Briefing
	Two Line Intro – What We Do
	Elevator Speech Sample – Core Service
	Telecom or IT Manager
	Fee Based Job
	Service Agreement Description – Common Language Short Version

	Distinctive Value
	Formula
	Stress and Knowledge
	High Touch
	Connect in a Meaningful Way
	High Touch
	Introduction to The Pulse
	The Pulse Library
	Drip Marketing Campaigns
	DV Items

	Business Distinctive Value
	DV Program

	Referrals
	Endless Chain – Existing Clients
	Looking vs Not Looking
	Welcome Letter

	Tell & Ask
	Relationship Building
	Promote Your Clients
	SMARRT Introduction

	IT/Computer Company
	Associations
	Client Relationship Tracking Sheet 

	Tell & Ask
	Referral Strategy

	Great News Memo
	Know Your Source
	Paid Referral Source Tracking Sheet
	Specific Ask - Email to Paid Referral Source
	Individual Meetings/Lunches with Paid Referral sources
	Getting To Know You
	Drip - Paid Referral Sources
	Verticals
	Vertical Marketing Strategy

	Centers of Influence
	Tell & Ask
	Relationship Building
	Paid Referral letter – Accountant
	Client Accountant
	Relationship Building Best Practices

	Sales Strategies
	Professional Coffee Meetings


	Cheat Sheets – Professional Coffee Meetings
	Paid Referrals
	Referral Source Checklist
	Referral Source Correspondence 

	Word of Mouth
	Building Your Network
	Networking Commandments
	Open Twos – Open Threes – Open Groups
	Networking Questions
	Networking Questions
	Don't Go To Sell
	BNI & Referral Groups
	BNI First Meeting Script
	Specific Ask For Every BNI Meeting
	Know Your Members
	BNI Member Tracking Sheet
	BNI Members Referral Letter
	BNI – Two Purposes
	Memory Hooks
	Additional Meeting Scripts
	Envelope Presentation
	BNI Script – Flaming $100 Bill
	Individual Meetings/Lunches with BNI Members
	Getting To Know You
	General Questions Discussion Topics
	Contact Spheres
	BNI Contact Spheres
	Chamber of Commerce
	Strategy

	Service Clubs
	Sales Statistics

	The Briefing 
	Reference Stories
	Three Levels of Need

	Why Stories Work
	Questioning Protocol
	Summary of Questions

	Define The Project
	Identifying Priorities
	Cheat Sheets – Telecom
	Cheat Sheets – Waste
	Cheat Sheets – Merchant Services
	Cheat Sheets – Small Package Shipping
	Cheat Sheets – Less Than Truckload
	Cheat Sheets – Compressed Gases
	Cheat Sheets – Facility Supplies
	Cheat Sheets – Fuel
	Cheat Sheets – Uniforms and Linens
	Objections
	Introduction
	Welcome to our little friend
	Acknowledge
	Isolate
	Confirm
	Problem Solve
	Confirm (for the next step)
	“I’m Not Interested – No Time”
	“I’m Not Interested – Not Important”
	“I’m Not Interested – Bad Experience”
	“50% Is Too Much – We Don’t Get 50%”
	“50% Is Too Much – 35% for 48 Months”
	“We’re Not Going To Pay For Three Years For Work You Do Now”
	“Too Busy”
	“We’re Good”
	“Send Me Some Information”
	“Send Me Some Information”
	50% is Too Much, 3 Years is Too Long
	Contract with Vendor
	Telecom Brokers
	Experience
	Schooley Mitchell is a Franchise
	Contingency Contracts

	Implementation
	Implementation of Your Recommendations
	Presenting the Value Report

	Steps & Commitments
	Building Your Franchise 
	Goal Setting
	SMART Goals

	Goal Continuum
	Sales Activity Plan

	Schooley Mitchell – Six Steps to Guaranteed Success
	Bibliography 



