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SOLD! KEY TAKE-AWAYS
OVERVIEW

 Emotional Intelligence 

 Authentic Leadership 

 Top 5 P’s of Relationship Sales

 Management Tips 

 Strategy 

 FAMA Statistics - Highlights

 Final Thoughts 



WHO IS DARLEY

Financially Stable Privately Held Business

Owned 100% by Darley Family

$625 million in sales
Over 200,000 Sq. Ft. of manufacturing office, warehouse 
and R & D

Itasca, Il

Chippewa Falls, WI 

Janesville, IA

ISO 9001:2015 Certified

Defense Contractor

Fire Pump & Equipment  Manufacturer
Manufacture over 5000 pumps/year 
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OVERARCHING THEME

Sell me on that corner… 
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Take-Away #1 : It’s  not about you. 



IT’S NEVER ABOUT YOU!



EMOTIONAL INTELLIGENCE (EQ/EI)

Emotional Intelligence has four key 
components:

 Self Awareness - Understanding who you 
are and working on your shortcomings

 Self Management - Being able to control 
your emotions and impulses

 Social Awareness - Being able to properly 
assess the needs of others…active listening

 Relationship Management - Using your 
skills to motivate and get the desired results 
from others 

Source: Daniel Goleman's – Components of Emotional Intelligence 
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Take-Away #2 : 90 Second Rule 

http://www.letstalkaboutwork.tv/wp-content/uploads/2013/03/EQ-Table.png


AUTHENTIC LEADERSHIP DEFINED

5 Traits of Authentic Leaders

1. Sense of Purpose 

2. Distinct Values 

3. Relationship Building 

4. Goal & Self Disciple 

5. Genuine Heart

“Authentic leadership is a style of leadership that 
focuses on transparent and ethical leader behavior 
and encourages open sharing of information 
needed to make decisions while accepting 
followers' inputs.” The experts seem to agree that 
authentic leadership is about being you and making 
room for others, too.



HOW DO YOU DEVELOP YOUR AUTHENTICITY 

Explore your life 
story

Take Time to Reflect 

Seek Feedback 

Understand your own 
leadership style 

 .



AUTHENTIC LEADERS & 
SALESPEOPLE BUILD RELATIONSHIPS

 Very Self-aware /Self Improvement  

 Ability to build relationships - trust

 THEY GET IT! 

 Size up situations

 Listen

 Put others first

 Able to motivate people to action. 
 Others naturally want to follow

 They earn respect by respecting others 

 Same traits that make great 
salespeople



RELATIONSHIP SALES 

 Order is a byproduct of the relationship. 

 When people meet: (Amy Cuddy)
 Can I trust this Person? 
 Can I respect this person? 

 Built on Trust – Doing what you say you are going 
to do. On time, every time.

 Relationships are built over time through a series 
of code-shifts 

 Mindfulness Presence – Be Present Put the cell 
phone away

 High Emotional Intelligence (EQ)

 Likability – People buy from those they naturally 
like  

Take-Away #3 - No one likes to be sold!

http://www.edwardtjgerety.org/wp-content/uploads/2014/02/hi-852-smartphone-meeting-4col.jpg


50 P’S OF RELATIONSHIP SELLING  

1. People – (Relationships) 
2. Pain 
3. Process 
4. Preparation / Pitch 
5. Perseverance/Passion
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1. PEOPLE (RELATIONSHIPS)

Listen – Really Listen

Be Respectful and professional

Under promise / over deliver -Bakers Dozen

Ask high impact questions 
 What keeps you awake 
 Life on scale of 1 – 10
 What is most important to you about this deal

Be a problem solver

Why do they really buy from you? 

Put their interests’ first. 
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Take-Away #4: Everyone wants someone who has their back!



2. PAIN 

Need to build a relationship in order to get to know their pain

Find out why customers really buy your products

What is truly important to them

Use of surveys are good, but may not reveal their true pain 

People buy for emotional reasons, but need to back up their 
emotions with facts and return on investment  

Ask for a list of objections & concerns and address those one by 
one 

Sell the problem, not the solution

Sell on the customer’s perceived value, not your own.  (Sell me 
on the corner)
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Take-Away #5:   People buy for emotional reasons above all else. 
Find their pain.

https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=https://www.linkedin.com/pulse/20140910092007-15409440-how-understanding-your-customers-pain-threshold-will-help-you-win-more-quotes&ei=VwzyVP-yDY2lyASNv4CgCg&bvm=bv.87269000,d.aWw&psig=AFQjCNEGofXEVzhT32BjLemVSneOPA3AsQ&ust=1425235365544602


3. RELATIONSHIP SALES PROCESS

Sales is a process 

Preparation for the meeting 
▪ Set up and confirm

▪ Use the “script”

▪ Coming just to see you…

Prospecting - Hunters / Farmers 

Find a method that works for you – that is 
natural within the structure of your 
company

Always be networking

14
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PROCESS

Follow-up correspondence immediately
▪ Cover all action items 

▪ Make their job easy, but create a file on you

Set calendar follow-ups

Make an ask – for an order, for a referral, 
another meeting, etc.

Accept rejection gracefully 

Find out the real reason for rejection
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Take-Away #6: It doesn’t take much to separate you from the pack. 



4. PREPARATION/PITCH 

 Get ready mentally before the meeting. Victory arms.

 Greeting –
 Say your name - Say their name – Look them in the eyes
 Body Language 

 What is your value proposition? Stress your point of difference 

 Need to know your product or be able to access those who do

 Features and benefits 
“What does that mean to me” 

 Practice your pitch – Secret to the pitch – Can’t sound like a pitch
 Elevator Pitch – 2 mins and 30 seconds

 Selling on price can be dangerous – even if you are the low cost 
producer.

 Tell a Story – After you hear theirs 
16
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5. PERSEVERANCE/PATIENCE PASSION –
HOW TO SET YOURSELF APART FROM THE PACK 

 Professional and Timely

 Passion – Trumps everything 
 Can’t be faked
 The salesman with fire almost 

always wins
 Grit – Where passion , 

persistence and execution meet

 Make yourself different 
 Power of handwritten notes 

 Look for Blue Oceans

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwjtx6HohNLlAhUHP60KHYyEALYQjRx6BAgBEAQ&url=%2Furl%3Fsa%3Di%26rct%3Dj%26q%3D%26esrc%3Ds%26source%3Dimages%26cd%3D%26ved%3D%26url%3Dhttps%253A%252F%252Fwww.shrednations.com%252Farticles%252Fhow-to-hit-the-pitch-out-of-the-park%252F%26psig%3DAOvVaw3q5xUWw7sowpRHH33AejEw%26ust%3D1573007782968323&psig=AOvVaw3q5xUWw7sowpRHH33AejEw&ust=1573007782968323


WHAT NOT TO DO…

 Don’ts – All hurt your integrity/brand
 Don’t interrupt. Listen more than you talk. Really 

listen! 

 Don’t Spread Rumors 

 Don’t talk ill of your competitors 

 Don’t Puff – Exaggerate 

 Don’t go outside the lines - If you don’t want it on 
the front page of the newspaper, then don’t do it

 Don’t say, “To be honest with you”

 Don’t talk about your company in the third person  
- it’s always “we” never “they”

 Don’t put False Time Pressures on the prospect

 Don’t move on until you have a PO.  “I’ve got an 
order.” Not a sale until it’s sold, paid and the 
customer is happy



MANAGEMENT TIPS 

 Employee Empowerment 
 Focus on the customer – delight them
 Be their advocate. Have their back
 Engaged employees 

 Smelly moose – don’t let things fester

 Praise others 

 Watch your cash 

 Reinvent yourself, your company, your 
department 
 Dow Jones Companies

 Push decision making down in the 
organization
 Who’s got the monkey?

Take-Away #7: Don’t take the monkey



80 / 20 RULE PARETO PRINCIPAL 

20

■ We Have a Broad Base of 
Customers Buying our 
Best Products. We 
Probably Break Even at 
Best, Could Be Very 
Profitable With the 
Correct Channel 

■ We’re Selling our “B” Products to 
our Best Customers. We Probably 
are Losing Money On Quad 2 
Business,. Can We Offer Similar 
“A” Products? Pricing and 
Products in This Quad Need to be 
Evaluated

■ We Are Losing a Lot 
of Money In Quad 4.   
Non-Strategic, as it 
is our “B” Products 
Going to “B” 
Customers

Products

A SKUs B SKUs

1

65% of Total Revenue
2

15% of Total Revenue

3
15% of Total Revenue

4
5% of Total Revenue
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We maximize our profits when we 
focus on selling our best products to 
our best customers. We Need to 
Protect and Enhance This Business

Take-Away #8 - Focus on things 
that matter - produces results. 

Take-Away #9: Treat  customers 
fairly, not equally.  

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRw&url=http://imgkid.com/pareto-principle-time-management.shtml&ei=6xTyVKDONoKWyAStgILABA&psig=AFQjCNG4BSzrlbe3lt35ITLoCBq0DoyPAw&ust=1425237269178346


VELOCITY 

 Speed is a competitive advantage.  Can also be a 
weakness if not in sync

 Velocity – The speed of something in a given 
direction. 

 “It’s not the big that eat the small, it’s the fast 
that eat the slow.”

 Critical with Launch of new Strategic Direction 
 “You can’t manage a secret”

 Do what matters the most 

 Rethink our competitive advantage 

 Can’t lose your battle rhythm or cadence 
(routines)

Velocity



CUSTOMER SEGMENTATION

Customer Segmentation – Helps with key account management . 
Quickly identify and cater to them 

Darley Disciples – OEMs and Dealers who go and spread the good 
word.

Darley Demanders - Those Departments who have us know and 
are pleased with performance and service.

Darley Don’t Knowers – We can win them over

Darley Don’t Carers - Those who don’t have negative/positive 
preconceived notions about Darley. 

Darley Despisers – Not coming over

© W. S. Darley Sensitive and Proprietary Data

https://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=2ahUKEwjM3Y66k6vaAhXsm-AKHX1LAnMQjRx6BAgAEAU&url=https://dlbconsulting.com/how-to-market-to-your-target-audience/&psig=AOvVaw3Er8mHeymaQu5wLP-Ii99z&ust=1523293135070647
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BRANDING 

Find your point of difference 
▪Low Cost Producer – Wal-Mart

▪ Innovator – Apple 

▪Customer Intimate – Lexus

Historically branded as the 
passionate family business.  

Darley Times, Inside Darley Video 
Series, Promotional Items, Ads



STRATEGIC PLANNING AND EXECUTION 

 Anticipating market needs and being in a 
position to win when the opportunity hits

 Involved a lot of  Team Darley members in 
the development and execution of the plan 

 Identified and pursued Blue Oceans

 Made sure everyone knew where we were 
headed and held people accountable 

 Focused on what was most important

 The process is important as the plan itself, 
but execution is critical.  This can only be 
accomplished by monitoring the plan and 
holding people accountable



CASCADING THE PLAN  

VISION

MISSION STATEMENT

STRATEGIC PLAN

(3-5 year)

BUSINESS PLAN

(yearly)

Employee Goals 

(Updated Quarterly)

•Involve as many as possible in your Strategic 
Planning Sessions 
•Communicate the Plan

•Divisional and Department Meetings
• Get input and buy-in, adjust plans
•Employee Goals 

• Consistently Execute
•Performance measurements
•Review process, accountability
•Review and refine

•Series of integration actions
•Not a single achievement

•Core Values & CSR – Does it have a place
Sit on top of this

`



FIRE APPARATUS MANUFACTURERS 1966

1966 List - Of the 12 

Fire Apparatus 

Manufacturers who 

were members of 

FAMA in 1966, only 

one remains in 

business: Seagrave 

Fire Apparatus



FIRE APPARATUS MANUFACTURERS IN 1982

1982 List – Of the 30 

Fire Apparatus 

Manufacturers who 

were members of 

FAMA in 1982, only 

seven remains in 

business: Alexis, 

Darley, E-One, 

Pierce, Seagrave, 

Smeal, & Sutphen.



FAMA STATS – NEW ORDERS UP 29% YOY

Looking at quarterly reports over the last 7 years, it was the second-best quarter, with 
the 4 best quarters all happening over the last year. 



DARLEY PUMP FEATURES AND BENEFITS



FINAL THOUGHTS KEYS TO SUCCESS 

 Questions? 

 You have your own brand – Guard 
and manage it! 

 Keep the pace going 

 Take care of customers at all costs

 Execution – Passion, competence 
and ambition meet 

 Enjoy what you are doing

 Be inspired and purposeful by 
serving others



THE DARLEY WAY 

We follow our core values 

We do what we say we are going to do. And more! 

We are focused on delighting our customers. 

We’re honest, friendly, respectful, engaging & 
appreciative

Err on the side of the customer 

We empower our employees

We are easy to deal with and quick to respond to our 
customers

Speed is a competitive advantage “It’s not the big that 
eat the small, it the fast that eat the slow.”

We under promise/over deliver 

We enjoy what we’re doing and have fun
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THANK YOU FOR LISTENING AND FOR THE 
OPPORTUNITY TO SERVE YOU!!

TEAM DARLEY IS THERE 
FOR YOU

pauldarley@darley.com

Cell 708-267-6288

mailto:pauldarley@darley.com

