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Calibrate to Communicate

Chapter 8
Calibrate to Communicate

would like to o er more advanced communication tools that will help you hone your

communication skills at the kitchen table, particularly how to identify and manage the

knowledge gaps that can trip the conversation.  iswillbeclari ed byatool called the
Johari window. In addition I would also like to deconstruct and provide a systematic way to
address and manage objections from our prospects.

e notion that passivity is a requirement in dealing with seniors is an idea whose time has
passed. Ethical responsibility and e ective advocacy underlines the practice of professional
salesmanship in our space. Selling and serving, ability and suitability ~ these are the issues
that require our focus, motivation and careful judgement. One should never force a sale.
Harnessing the art and science of the sell is ultimately a compassionate and ethical act. It
is something we should take pride in as professionals serving the mature market. It is part of
our calling.

Let me share with you four unforge able characters that | was able to help as | began to
perfect my sales abilities. e rstone is Jeanie. Jeanie is quite a lady. | met her when she was
in her late seventies, and she is a very active person. She was a golfer when she was younger.
She was a Bridge player and lived in a beautiful condominium. She was a Healthy Indulger
even when | met her. She had reached a point where she just was going to spend what she
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could spend prior to her passing. She had taken care of everyone she cared about so there
wasn t any reason to not access her home equity.

In the course of our conversation, | o ered to take her to lunch one day as sort of a thank
you for allowing me to help her with her transaction. She put all of her 5 2 frame into the
passenger seat of my new Corve e. She looked at the car with great delight and said, Oh,
this will be fun!

We headed out to a local restaurant. We had to get on the freeway for a li le bit, and | was
doing my best to behave myself driving within the speed limit and not scare this dear lady
half to death. She looked at me kind of frustrated and said, Monte, doesnt this car go fast?
| want to feel something! I put my footintoitali le bit and away we went. She expressed
delight at the fun she was having in my new sports car. What an interesting ladly.

| said, Jeanie, you are such an eligible single lady. Do you ever date? She was probably in
her mid-eighties, and she looked at me kind of funny and she said, Monte, all these old men
wantto dois get me in bed. Iwill never forget Jeanie.

One of my clients happened to be on the island of Maui in the Hawaiian Islands. He lived at
a place that was called Polly Makena, which was named for his mother. His mother came to
the islands in the late 50s, and she became involved in property development. At one point
she owned 20 beachfront properties on Maui. She gave a number of those properties to
her children. She had a rather large family. Over the course of time, he was the only family
member that retained ownership of his place. It was named a er his mother. Her name was
Polly.

He had a beautiful home. You cant even build them as close to the water anymore as his
home was. It was purchased probably in the 60s for about $125,000. It was a very small
beachhouse. ey builta house around the original structure and transformed itinto a 6000
square foot residence right about six feet from the water with a big coal reef. It had its own
peninsula with a hammock. It was the South Sea Islands dream spot.
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isgentleman would rent outamajority of the house, and that was his source of income. He
ran into some issues where he began to leverage his equity with forward mortgage products
and then created a debt service that was fairly large given his situation. He had ali le over a
million dollars on the place, and it probably was worth eight or nine million.

| was able to help re nance him out of the forward debt service product into a reverse
mortgage, and he was very thankful. Over the course oftime he would always tellme, Monte,
if you ever come to the islands and want a place to stay, | want you to stay in my home.

His home was actually divided into three di erent residences. He would close doorso and
do all kinds of things. e occasion presented itself where I did call him, and I said, | am
going to bring my entire family, and | dont expect you to host us, but if there is any way
that we can rent your home just like you rent it to other people, I would really enjoy the
opportunity to do that, and we would have just the best time.

| took 11 of my family members, and he did treat us very kindly. We rented his home for a
week and then did some other touring over a couple weeks time, and that is probably one of
the most memorable family vacations that our family has ever taken. Unforge able.

Would that have ever happened if I had not been serving in senior space? Absolutely not. |
will never forget that gentleman, nor will we ever forget that experience because obviously
we have some wonderful pictures. My dad is kind of a naturalist, so he was watching the li le
sand crabs play at the edge of the water and things of that nature.

e other end of the spectrum was a home that | did a transaction on in Yucca Valley. is
one hardly had any walls to it. I really didn t realize that it was even a home that somebody
could live in. I was surprised that HUD would do the loan. | was able, through the help of a
wonderful processor, to actually make this transaction happen. We eventually created a safe
and comfortable home for a gentleman out in the desert. It was a privilege to help him

One of my most interesting transactions, however, was for a lady who was in her early
nineties who had no ID. When | say no ID, | mean she had no ID. She had never received a
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social security number. | was not aware that you could live in Americaand never have asocial
security number. She had never driven. She had no drivers license.

Add to that the fact that she was born out of the country. She is in her early nineties now, and
she had about $120,000 of credit card debt. Go tell me how you get credit card debt with no
ID, but in fact they gave her credit, and she must have made some payments because they
kept upping the limit.

iswas one of those cases that was the challenge of all challenges. | want you to know that it
tookali lewhile, but I was able to get some assistance from my processors and other smart
folks to help her obtain a Fannie Mae loan. It was not a requirement to have a social security
veri cation at that point. I think we did end up ge ing her some kind of photo ID and we
moved her application along.

Part of the fun in working in this space is the unforge able and interesting character you get
to meet onadaily basis. s is notaboring business, to say the least.

What | want to show is an opportunity for you to expand your playbookaali lebitlarger. e
art of inquiry means to properly calibrate your dialect, tone, pace, volume, depth of detail,
and even your posture. How you successfully do that will determine how e ectively you
communicate.

Here are some examples of questions that you can ask as you continue the conversation.
A erall of these years of investing in your home, are you ready to let your home work for
you? Would increasing your monthly cash  ow maintain your independence or help you
maintain your independence? Would accessing equity via reverse mortgage enable you to
fund an important component of your estate plan with no impact on your current cash ow
or damage to your investment portfolio?

atis along question, so you might piece that out, but this is a probing inquiry that really
kind of cuts to the chase for the right people.

Sometimes you might want to connect them with their wants and desires.
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Would taking your dream trip while you are able and willing enhance your life experience?
In other words, do you have a dream trip you want to take? W hat about this? Would having a
more dependable car make ge ing out of the house more appealing to you? Yes, it probably
would.

Asking e ective questionsisa li le bit of trial and error. You have to nd your sales voice
and your own sales vocabulary. You dont have to completely copy what | am saying. | am
just trying to give you an example that might inspire you to connect the dots in your own
unique way. Find your sales voice, do what you want to do,and hopefully you will nd greater
success.

e Four Conversational Situations

Let me share with you acommunication tool called the Johari Window.  isisshownin the
diagram below.

fig. 15 the johari window
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e Johari Window is a model of communication and human interaction created by Joseph
Lu and Harry Ingham in 1955. It is a way of categorizing what is known, knowable, and
unknowable in the course of a conversation. e Johari concept is useful in understanding
(and managing) the situations we face in the sales conversation.

e four quadrants are: Open, Blind, Hidden, and Unknown. In the kitchen table, the
open quadrant represents a situation where the feelings, motives, wants and needs of
the client (self ) are disclosed/communicated to you ( the other ). In the beginning of
the conversation, this may be a small pane. However, as the process of observation and
inquiry progresses, the quadrant size increases. Because of the trust engendered by skilled
and empathic communication (i.e, active listening), client disclosure increases.

By de nition, the ideal conversation is situated in this quadrant. s is the natural arena
where ethical and business agendas successfully intersect. A successful transaction arising
out of this quadrant is the goal of professional salesmanship.

e hidden quadrant (also known as the Fa ade) can be descriptive of a situation where a
lot of emotional and situational information known to the clientis not shared or disclosed to
you. It could be an issue of trust, or it could be you clients personality or state of mind at the
moment. Your job isto decrease the size of this quadrant, in so far as trying to understand
theissues (emotional, nancial, family) pertinent to helping the client with your solution.

e blind quadrant represents what you know about the client (from observation and
inquiry) but is unknown to him/her. For example, the prospect may be unaware of safety
issues related to her living conditions, but is obvious to you as an objective observer.  ere
may be existing structural defects needing immediate repair, or required modi cations
for mobility, that the client may not be aware of. He might not know that there is a simple

x to his problem or situation that can be a orded by your program. e objective of the
conversation is to lessen the size of this quadrant and make the open pane correspondingly
larger instead. When you know information that they dont know, asking, responding, or
telling is what takes place. If the prospect has a blind spot, you have to gure outaway to give
them honest feedback gracefully so that you can shine some light on that area.
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e unknown quadrant represents a situation where crucial information is unknown to
both the client and the salesperson. Both parties are in the dark. Sometimes it is a result of
shared discovery that insight is found. Other times it is just self-discovery i, the prospect
is going to start connecting the dots and/or the salesperson isgoing to gure things out.

e unknown quadrant frames the potential mine elds that can derail a transaction.  ese
can be cognitive and/or emotional in nature (e.g, competency issues), legal (e.g., unknown
liens), or material (code violations). In this quadrant, due diligence is the operative phrase:
determining suitability is the overarching objective.

How do these kitchen table situations, as illustrated by the four quadrants of the Johari
Window, play out with the senior market segments | explained in Chapter 2?

Very o en the most open people are Ailing Outgoers, so quadrant 1, the open area, more
0 en describes this segment. Why is that? It is because they have nothing to hide. It is
obvious they are in physical decline. ey have awalker or they are in a wheelchair, and they
cant drive any longer. ey are aware of their own in rmity. ey are also transparent in
termsof their desires.  eywanttodostu . eydontwanttobecomefeeble. eywantto
justgoout.  eyare more inclined to deal with you in a very open, transparent fashion.

e person who would probably inhabit quadrant 2, the blind area, would most o en be the
Frail Recluse. Why? Because they ve grown numb to their situation.  eincremental decline

of their health, their house, and their social connections have become a major challenge.

e hidden area (quadrant 3) is usually populated rst of all by the Healthy Hermit. Why?
Because they are very private people. ey don twant anybody knowing their business.

Youmight ndsome Healthy Indulgers there that are not sure they want to reveal awhole lot
about themselves until they nd a place of comfort and trust with you.

Any of these senior segments can have quadrant4 di - culties where there isinformation that
isn t known to any of us.
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For instance, | have had customers where when they have received their credit report found
that there were judgments that they didn t know existed that were actually tied to something
somebody else in their family had made mistakes about. Because they had co-signed on
something, they were part of the judgment, and they didn t even realize it. It was unknown to
everybody until the loan process was started.

People may have lost paperwork and/or companies may have gone out of business and
they never received a reconveyance on a loan that was paid o 30 years ago. Unknown to
everybody, it just comes outofle  eld.

evalueforunderstandingali lebitaboutJohariisthat you are able to identify and classify
the kinds of information (or lack thereof) that can sabotage your transaction.

It also gives you a way of categorizing the four basic types of situations you will encounter at
the kitchen table. Not all of these conversations will be open. In my experience, hidden

and blind quadrants are quite common in our business. Your job as a sales professional is
to use the skills of observation, inquiry, and active listening to develop trust (i, minimize
the hidden ) and increase client self-awareness (i.e., minimize the blind spot ).

Looking at segmentation and understanding the structure of conversations will help you
deal with peoples idiosyncracies. You handle them from a position of con dence and
openess rather than defensiveness.  at isimportant.

In other words, you won t be blaming and judging people. You acknowledge these people
dont know because they dont know. It is not because they dont want to know; they just
don tknow. You tend to be less short tempered and you tend to view people more positively
because seniors tend to pick up on those kinds of vibrations. ey reallydo. ey tuneinto
people very well.

Conceptual Agreement and Responding to Objections

Byway ofsummary, letsgobacktothe notionofthe conceptualand connectingwiththeclient.
Let me tell you why this is so important. Conceptualizing broadens your communication
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