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What a Nice Guy! 
!
!
!
!
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“I don't know how you do it, but your 

enthusiasm is contagious and you have 

true generosity of spirit!” 
- Jamie Gangel from NBC 

!
!
!
“Doug has endless, infectious enthusiasm.” 

- Slate Magazine’s Emily Yoffe  

!
!
!

“You’re a total pro!” 
- Ruth Marcus from the Washington Post	
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Before we Begin 
!

!
"Too often people accept average as the 
norm when it comes to customer service; 
and all too often companies accept average 
from their sales and customer service 
departments. My philosophy and twenty 
plus years of experience has always been to 
set HUGE expectations and then EXCEED 
them. I feel it is extremely important for me 
to share that message with anyone I have a 
relationship with.” 

- Doug Sandler 

!
!
Why is it that some people in sales and customer service positions 

succeed while others have challenges on a daily basis that they can't 

seem to figure out? Why is it that you can take someone who sells real 

estate as an example, and does quite well, put them in a position 

selling any other widget in the world, and they will still succeed? You 

might say "That guy is a born salesman!" Or you might say, "He's just a 

good people person." Maybe those two things are true. Or maybe, just 



maybe, these same success stories have done enough things wrong, 

enough times, to figure out what it is that they are doing RIGHT. 

!
Over the last 25 years, I've made every mistake in the book; and it’s 

a long book. Given enough time, I would be happy to list the one 

thousand thirty seven mistakes that have created setbacks, road 

blocks, failures and lost opportunities for me. For the sake of this 

white paper and to spare you from “17 chapters on the common 

mistakes of salespeople and customer service,” I have narrowed 

it down to the five mistakes I think are the BIGGEST.  

!
Keep in mind, as you review these five mistakes, they apply to more 

than just business. These are great life’s lessons too. I think it's 

important to note that as you begin to review the list, if you are guilty 

of committing one or all of the mistakes, all is not completely lost.  

You still have a shot at redemption; it's as simple as that. But you will 

need to STOP making the mistake. 

!
I am about to give you the list, but l need to make one GUARANTEE 

before I lay it out; and here it is: ‘If you fail to make a change in your 

behavior, I guarantee you that you are taking the long path to 

success.’ To put yourself on the short track to success in business and 

in life, make these changes quickly, without hesitation and continue 

to review your progress. Daily. 

!
I Present to you, The 5 Biggest Mistakes Made by Sales and 

Customer Service. 

!
!
!



!
Sounds pretty simple right? Common sense? Why, you may ask, on 

earth would somebody not listen to their prospect or their customer? 

For the life of me, this one is so simple, I cannot figure out why 

anyone in a position of sales or service would not listen. As I write 

this I am sitting in my hotel room. I noticed upon entering the room, 

the room glassware was dirty. I called down to the front desk and 

asked for a few new glasses. Within 5 minutes “Jane,” a housekeeping 

person, knocked on the door. As I opened the door to her smiling face, 

she proudly, but apologetically, was holding an ice bucket in her hand. 



I thanked her for her quick response but told her that I had requested 

new glasses and not an ice bucket. Within 30 seconds I was having 

a conversation with Jane about her conversation with the front desk 

and how they told her to bring me a clean ice bucket.  Please 

understand, this national hotel chain was not about to lose my travel 

business because they gave me an ice bucket instead of glasses but it 

would have made me feel as though my words were important had 

the front desk just LISTENED to what I had asked for. 
 
We’ve all had challenging experiences with customer service and 

sales departments. A friend recently had her oil changed at a local car 

dealership. She has owned her car for the past 2 years , bought it 

from the same dealership and has experienced several customer 

service issues. This time they got it right. Almost! The entire 

experience went about 95% right. But that last 5% was important.  

The dealer’s service department checked her in, changed her oil, 

inspected her car and got her out the door in a reasonable time 

frame. So all was not lost. But wait, she received a call, the next week, 

from the same dealership following up 

from the sales department, asking if 

she was still interested in purchasing a 

car since her visit to the dealership, last 

week. Why did she get that call? She 

hung up from the call, frustrated 

because the they just can’t seem to get 

it right. Will she buy another car from 

them? Probably not. Failure to listen.  

Mistake #1. 

!
!
!

“The entire 
experience went 
about 95% right. 
But that last 5% 
was important.”



!
Rhonda had a morning meeting with a local supplier of yoga mats. 

Everything seemed to be going along perfectly well. They had the 

yoga mat color she was looking for in stock, 12,000. The delivery time 

seemed to be within the time frame she required, 30 days. The 

payment terms were great, net 60 days. All she needed now was a 

proposal from the salesperson she had just had a meeting with. At the 

end of the meeting, the salesperson said “Thanks Rhonda, I will have 

this proposal over to you in a couple hours. I’m heading back to my 

office now.” All was good with the world. Rhonda could actually see 

her company stocking the shelves with yoga mats. And she was so 



excited because they finally had the color that her boss wanted. After 

heading out to lunch Rhonda checked her email from her iPhone. No 

proposal. She made a quick call over to her supplier rep, but he was 

out to lunch. She left him a message and fired off a quick text 

“Looking for proposal. When should I expect to see it?” He replied 

quickly, “You’ll have it by close of business.” Disappointed, since it’s 

not exactly what she was promised, but ok, she can deal with it. Close 

of business came; no proposal. A call in the morning to her sales rep, 

and she discovered the color was on backorder, but still will be 

available to ship to her company prior to her deadline with her 

customer. Since this was a special order color her company will need 

to pay hefty deposit. Rhonda’s sales person said he will do her a 

“favor” and have the deposit waived. The entire experience left a bad 

flavor in Rhonda’s mouth. But she moved forward with the sale 

anyway. Next time she will look for another supplier. 
 
The above scenario is not uncommon. Sales people often make the 

costly mistake of over promising. When presented with an 

opportunity to close a deal, sales people can get so excited they may 

over promise but then under deliver. We have all experienced the 

feeling of being on the short end of that 

stick; and it’s disappointing. 

!
Let’s take the above scene and do our best 

to fix it. Rhonda finishes up the morning 

meeting and she gets a call about 30 

minutes later. It’s her sales person on the 

line “Rhonda, I am putting the proposal 

together right now, I’ve checked with my 

manufacturing plant and discovered that 

we just had a huge order for yoga mats in 

“We want to please 
others and make 
them happy. 
Sometimes clouded, 
we tell them what 
we think they 
want to hear.”



your color late last week. We have a couple of solutions, can you let 

me know if either one will work for you? I can ship another color to 

you tomorrow, if the color isn’t critical, or we can wait until the color 

you want is in stock, which is still well in advance of your needed 

date. I am confident I can have the special order deposit waived since 

you are one of my VIP clients. I really appreciate your business and 

hope this isn’t a huge inconvenience for you Rhonda.” He gets the 

order, and Rhonda feels good about how her order was handled. 
 
Part of human nature is the desire to want to please others and make 

them happy. Sometimes clouded, we tell them what we think they 

want to hear. It is only ok if we are able to deliver what we are 

promising and come through for them 100% of the time. Resist the 

urge to please your client with words alone. Mistake #2, Over 

promising and under delivering is a formula for problems and 

losing customers.	
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Facebook, Twitter, E-mail, LinkedIn, Instagram and countless other 

forms of electronic data keep us connected. We are bombarded on a 

daily basis by information. Many of us spend the majority of our day 

in front of a computer, tablet, iPad, iPhone, Blackberry or other piece 

of hardware. So why would we ever be slow in getting back to a 

customer, prospect, client or friend? I think the information overload 

age we are currently in makes it challenging for us to filter out all the 

junk and determine what is the good stuff. Good stuff is defined as 

any email, call, text or piece of information that has a personal 

connection to us and needs our attention; now. 



I recently had the opportunity to hire a musician for an event. I left a 

message for the musician’s agent to request the date. Several days had 

gone by and I did not receive a call back. I followed up again. Still no 

return call. On my third attempt to reach the agent, they picked up, 

but I was met with a barrage of excuses for no follow up. “Sorry, I 

didn’t recognize the phone number or your name, I was going to call 

back but I thought you might be closed for the holiday. It was a very 

busy weekend and I hadn’t gotten around to returning the call yet.” 

These excuses are the reason I selected another similar musician.  

I had no reason to believe they would take care of me or my client or 

deliver on event day solely based on my attempt to contact them.	

!
When faced with a situation of following up with a potential 

customer, it is critical that you do it quickly. Even if you call back to 

say “I just got your message, I want to talk to you, can we schedule a 

brief phone call? Your call is important and I didn’t want to delay in 

getting back to you.” Response time via 

computer should be even quicker. I was 

recently told by someone they respond to 

their business emails within 24 hours. I 

don’t like the 24 hour “rule.” I feel if you 

are taking 24 hours to respond	

to an email, your client today will be 

someone else's tomorrow. Mistake #3 

Poor response time and follow up. 

!
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!
!
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“When faced with a 
situation of getting 
back to someone, it 
is critical that you 
do it quickly.”



!
“Two all beef patties, special sauce, lettuce, cheese, pickles, onions 

on a sesame seed bun.” That’s a system. That is one of the most 

successful systems in existence today. However, because of success, 

McDonald’s systems are expensive. If you don’t have $750,000 in 

the bank, don’t bother applying for a franchise. Systems are created 

for one reason; they work. When the results are poor, there is a 

system that can help you figure out where you went wrong. They 

help drive change, increase productivity and efficiency and increase 

the bottom line. 
!



Recently, I sat down with Martin to discuss how business systems 

have changed over the last 65 years since he entered the work force.  

I was surprised to find that although technology has changed the way 

we sell and conduct business since the 1940’s, business principles are 

not far away from where they were. Martin began his career as a 

door to door encyclopedia salesman. He had to knock on 100 doors,  

in order to get 5 appointments. Five appointments with the decision 

maker got him 2 sales. It was easy for him to figure out how many 

times he needed to knock on doors in order to make his ten sale 

quota. Five hundred knocks. 

 
Obviously, times have changed and knocking on doors is seemingly 

archaic. We now have technology to our advantage to knock on doors. 

With the aid of analytics, everything can be, and is, measured. Hits on 

our website, page views, time spent on each page and a variety of 

statistics help us determine or goals based upon web traffic. There  

are contact management programs and apps designed to help keep 

things organized. But, don’t get caught in the trap of “paralysis 

through analysis.” Because there are so many options, many people 

can’t decide which is the best for them to use, the easiest to use, the 

most productive to use. They end up 

not using any system for fear of not 

selecting correctly.  

!
My philosophy in choosing a system 

is very straight forward. Keep it 

simple. The system that I put in place 

in 1991 as a foundation for my 

business practice remains the same 

now as it was in 1991. 

!

“…when the results 
are poor, there is a 
system that can help 
you figure out when 
you went wrong.”



1. Tell the truth. 

2. Return my phone calls (and emails).  

3. Be a nice guy.  

!
Since creating Nice Guys Finish First I have added 3 more to my 

system:  

!
 1.  Invest 

 2.  Inspire 

 3.  Execute  

!
You can find more about this system and case studies on my website 

dougsandler.com. Mistake #4 Failure to have a system.	

!
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The grandaddy of them all. If you don’t care about your customer and 

the results, you are going to have trouble convincing others to buy 

your products or services. You must care about your customers and 

prospects. If you run a department filled with script readers, order 

takers or technology specialists, you MUST teach them how to be 

human as well. Being human is not an option, it’s a necessity. People 

like dealing with other people, not emotionless machines. Machines 

do not care and have no emotion. Think about how you feel when you 

are stuck on an automated call and can’t reach a person. People who 

do not express emotion are no better than machines. 



A couple of years ago I was out of town and rented a motorcycle. 

When I parked the bike overnight the travel bags were stolen off the 

motorcycle from the hotel’s garage. When I called the insurance 

company representative, I was “greeted” by a customer service rep 

that treated me more like a number than a person at that moment.  

I couldn’t determine which was worse; the feeling of invasion since 

my motorcycle had been vandalized or the process of trying to claim 

the theft with the insurance company. A short lesson in empathy 

would have gone a long way for that representative and I would have 

felt more at ease and less violated had I reached someone whom  

I thought cared about my situation rather than the insurance 

companies bottom line. 

!
If it sounds like you are reading a script when talking to your 

customer on the phone, the recipient of said script can tell that you 

are reading from a script. I understand that many sales and service 

departments must have a script in order to 

measure results, but please make sure 

you care about your customer. You may 

want to practice with a friend. Get 

feedback about how you sound, how 

you can improve, how did your 

approach make them feel? If you give 

your customer any reason to move to 

your competition, they will and a sure 

fire way to get them to jump ship is to 

make. Mistake #5 Failure to Care. 

!
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“Machines do not 
care and have no 
emotion. People 
who do not express 
emotion are no 
better than 
machines.”



Nice Guys Finish First 
Spinning Connections into Lifelong Relationships !

!
Doug created his Nice Guys Finish First program in a world where too 

many companies think of their customers as just a number. He is 

passionate about his message and when you hear him speak it is easy 

to see why Nice Guys Finish First. Since 1984 Doug has been 

entertaining group sizes from 10 to 10,000. As Doug started his career 

in the DJ business he always kept an eye on the importance of 

exceptional customer service. It really wasn’t until a career changing 

performance in 1992 that Doug truly understood the importance of 

exceeding customer service expectations. Since then, Doug has 

performed in front of nearly half a million people and has won 

awards and recognition all over the country for his amazing ability 

to keep a crowd engaged. His programs involve a combination of 

audience interaction, 100% participation and unique style. Slate 

Magazine’s Emily Yoffe says “Doug has endless, infectious 

enthusiasm.” Ruth Marcus from the Washington Post says of Doug, 

“You’re a total pro!” Jamie Gangel from NBC has this to say about 

Doug “ I don't know how you do it, but your enthusiasm is contagious 

and you have true generosity of spirit!”	


!
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For information on Doug’s Keynote and Workshops 

contact him today. 
!
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Doug Sandler	


dougsandler.com 

410.340.6861 

doug@dougsandler.com 

Sign up for E-mail Updates


