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Preface
“The best way to prosper yourself is to prosper others.”

WALTER JEWELL

The fi rst time I heard that advice, I was a very young man sitting at 
the dinner table with my family. Th e topic that particular night was 

some variation of “What would you like to be when you grow up?” 
Aft er hearing my fi rst few ideas, my father shared his simple ten-word 
suggestion for how to enjoy not only a successful career, but also personal 
fulfi llment.

Today, the lobby of our San Francisco headquarters features an 
Inspiration Wall that prominently displays my father’s wise words and 
many others like them. Th at wall is the touchstone of what my team and 
I do every day. We teach fellow professionals how to enjoy greater success 
in their worlds by making others more successful.

“Learning to sell effi  ciency eff ectively” is a phrase we use quite oft en in 
our work. Having witnessed effi  ciency decision-making in more than 
three billion square feet of real estate over the last twenty years, we’ve 
found that very few people actually know how to sell effi  ciency. Most 
people simply promote it, as if it were a greater good like fi nding a cure 
for cancer or housing the homeless. In some circles, the concept of 
“promoting” effi  ciency is so pervasive, you’d think “sell” was a four-letter 
word! 
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Many people are not very comfortable “selling,” even in settings where 
the notion of selling is not taboo. Why? For one, the average salesperson 
receives less than three days of sales training in his or her entire career. 
Moreover, most of that is really product knowledge training rather than 
teaching someone how to sell. 

Second, many sales training programs feature techniques that are 
no longer eff ective given the increased sophistication and access to 
information that today’s buyers bring to the table. 

Finally, most sales training programs are one-size-fi ts-all, as if one 
could sell effi  ciency the same way one might sell real estate, insurance, 
or photocopiers. Without a doubt, the effi  ciency industry needs to stop 
promoting its wares and start selling them. In order for that to happen, 
many market actors will need training on how to sell effi  ciency eff ectively.

Th e Effi  ciency Sales Professional Institute is not about “drop and run” 
training where folks attend a fast-paced seminar to get motivated 
and educated, only to revert to their old attitudes and habits shortly 
thereaft er. All of our off erings are designed with an eye toward “drip-
irrigation” content reinforcement to ensure that lessons learned are 
consistently applied to drive more sales and move effi  ciency forward.

Jewell Insights™ is a perfect example of this philosophy. Every day of 
the year, we publish a short essay via our free ESP Ninja™ App and 
email blog. Each essay either introduces or expands on a topic covered 
in our in-person and online off erings. Our workshops off er a wide 
range of innovative mindsets, strategies, and tactics for selling effi  ciency 
eff ectively. Jewell Insights provides daily reinforcement that helps those 
innovations “stick.” 
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In the words of Mike Rowe (of Dirty Jobs fame), “Innovation without 
imitation is a total waste of time.” Our combination of revelation 
and repetition transforms ordinary salespeople into lifelong effi  ciency 
sales professionals. On a related note, one of my favorite quotes is, 
“Successful people do what unsuccessful people are unwilling to do.” To 
be successful, you need more than a good idea. Turning a vision into a 
reality requires real work.

Many of our subscribers have already shared how applying something 
they read in Jewell Insights allowed them to triumph in a sales situation, 
so it was an easy decision to compile some of our favorite essays into a 
book that would benefi t an even larger audience.

You may elect to read this book from start to fi nish. Or you might turn to 
an essay at random when you need a dose of inspiration. Either way, we’re 
confi dent you’ll fi nd plenty of insights that will help you prosper yourself 
by prospering others. 
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You Must Be a Sales 
Professional

Most organizations seeking to advance the sale of effi  ciency projects 
have widely varying staff  roles supporting their mission. Utilities 

have account execs, program designers, program managers, third-party 
program management contractors, trade allies, program evaluators, and 
so on. Mechanical service contractors have business development staff , 
inside sales staff , dispatchers, and fi eld techs. 

So how many roles in these and similar organizations really need to 
understand how to sell effi  ciency eff ectively? More than you might think.
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I like to start any discussion of selling effi  ciency more eff ectively with the 
following three guiding principles:

 � Energy effi  ciency products, services, and programs all require 
eff ective selling. 

 � Professional sales skills will help you advance effi  ciency, regardless 
of your role in the process. 

 � You can be a sales professional even if your job title does not 
include the word “sales.” 

Frankly, anyone in your organization who works with customers needs 
to understand effi  ciency-focused professional selling. Th ey will uncover 
plenty of needs if they know what to look for, what questions to ask, how 
to fi eld the customer’s questions, and how to migrate a conversation from 
a service call to an exploration of how enhanced effi  ciency could make the 
customer’s operation more competitive, profi table, and valuable. Moreover, 
their input will help you triangulate the organization’s requirements so that 
you’ll be more knowledgeable when your actual business development 
person ultimately connects with whatever person on your customer’s staff  
has the fi nal say on which products and services they will buy from you.

On a related note, one of the hallmarks of sales professionalism is the 
ability to move from “reactive” to “proactive” sales. Can you really grow 
your business by simply fi elding calls and producing estimates upon 
request? By the time you hear about a project using this approach, you are 
oft en too late. Th ere are several dimensions of being proactive:

 � Coaching others in the decision chain to drive requests for 
premium approaches.

 � Communicating compelling value propositions that preempt value 
engineering.

 � Selling directly to the owner.
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If you are proactive in developing interest in and demand for higher-
effi  ciency approaches, you will be paving the way toward increased sales. 
Getting to the owner and communicating how your solution makes his 
or her life easier or more profi table sets the stage for more eff ective selling 
later on.

By the way, having utility account reps, fi eld service techs, and other 
non-traditional selling roles trained in effi  ciency-focused professional 
selling yields another vital advantage. It gives you the insight you need to 
take threads of information returned to you from your “fi eld operatives” 
and craft  them into proactive and compelling messages that will create 
demand for your off erings from the top of your prospect’s organization. 
Th at “intel from the fi eld” will also help you identify all of the players 
whose endorsement you will need to “soft -circle” prior to going to top 
management with a plan you feel confi dent will win organization-wide 
approval.

“All successful people are big dreamers. 
They imagine what their future could be, ideal in every 

respect, and then they work every day toward their distant 
vision, that goal or purpose.”

BRIAN TRACY
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Do Your Brochures Drive 
Prospects to Embrace Efficiency?

How oft en do brochures make prospects fall in love with effi  ciency? 
What would you say if I told you that, more oft en than not, brochures 

get in the way of an eff ective conversation with your prospect? Why? 
Because in most cases, the marketing department is totally out of sync 
with the sales department in terms of what should be included in those 
brochures in the fi rst place. 

Ask yourself: Are your marketing and sales departments—in fact, is 
your entire organization—capable of resonating at the frequency of your 
prospect? Has anyone in your organization taken the time to develop 
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a genuinely nuanced understanding of how effi  ciency resonates with 
that prospect’s reality at the four distinct levels that matter: the segment, 
the industry, the organization, and the prospect’s own role within that 
organization? 

Do your brochures contain any mention of how effi  ciency is going to 
produce benefi ts that are meaningful at each of these four levels? If not, 
I would respectfully suggest that your brochures are not worth printing, 
much less introducing into a conversation with your prospect.

“For every sale you miss because you’re too enthusiastic, 
you will miss a hundred because you’re not 

enthusiastic enough.” 
ZIG ZIGLAR


