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Dear Friend, 

 

Do you have motivation? 

 

Webster's Dictionary defines motivation as "the mental process that 

arouses an organism to action." 

 

Are you still going strong?  Some of you may have experienced unex-

pected setbacks, but there's something that’s keeping you motivated to con-

tinue on your path to success.  Although 2011 is almost over if you’ve 

made it this far, then I know you have what it takes to succeed.   

 

In my experience of speaking to hundreds of people during seminars and 

one-on-one interviews over the years, I’ve found that people become moti-

vated to change their lives for various reasons. 

 

Some people are self-motivated.  They know what they want to do with 

their lives; they have dreams and they immediately start working on them. 

They’re always looking for ways to improve their lives, improve conditions in the world or their communities.  They 

don’t need to be told that they can achieve greatness, it exists within them and they’re committed to helping others. 

 

Others become inspired to change their lives when they see someone whom they know excel.  That makes them realize 

that they too can excel, live a more meaningful life and turn a talent or skill that they possess into a remarkable success 

story. 

 

Still others become inspired after hitting rock bottom with nowhere to go but up.  Taking on a fighting spirit, they realize 

that something must be done to change for the better and belief in oneself is of paramount importance. 

 

Unique skills, talents and great potential are not always self-evident, and sometimes people need to have someone help 

them bring out their talents and abilities.   With encouragement they become motivated to live up to their potential.   

 

It’s never too late to begin the process of change.  You can start from wherever you are at the moment.   

 

The September/October issue spotlights extraordinary entrepreneurs, CEOs and others who were motivated by many 

things, including the circumstances surrounding their lives, wanting to make someone else’s life better or overcoming 

their own challenges. 

 

What motivates you?  Do you have a motivator to help you live your life to the fullest?  If not, I encourage you to find 

your "motivator" and begin living up to your potential today.   Reading Exceptional People magazine is a great begin-

ning. 

 

Exceptional People Magazine is not just a magazine.  It is a life-changing experience. 

 

Send us your letters at www.exceptionalmag.com/contact.html.  Tell us what you want to read in Exceptional People 

Magazine. 

 

Sincerely,  
 

 

 

 

Publisher’s Letter 



With nearly 30 years of 

experience, Judy Hober-

man is a natural born 

leader in the sales arena. 

She knows what works 

and what doesn't.  

 

When it comes to selling 

to women, she has discov-

ered sales techniques that 

out-perform all others and, 

as an award-winning train-

ing director, Hoberman 

has shared her unique ap-

proach with audiences in 

the corporate and self-

employment arenas.  

 

Her book "Selling in a 

Skirt," reveals fresh, inno-

vative ideas for men and 

women to identify distinc-

tions in sales techniques 

between the genders and 

provides advice on how to 

use these techniques to 

meet corporate demands 

and those of small entre-

preneurs.  No matter how 

many clients you have, 

you can always acquire 

more and you probably 

would want additional 

sales.  

 

Selling requires a unique 

combination of mindset 

and skills, and Hoberman 

has mastered them both. 

She has developed a fe-

male-focused approach 

and strategies that can help 

anyone gain additional 

clientele and a greater 

share of the market.  

 

If you're using an outdated 

approach to sales, then 

you're losing money.  

 

 

Judy HobermanJudy Hoberman  
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It was like two opposite ends of the spectrum.  That’s how I 

felt because the second man was so nice.  I told him what 

happened earlier, and he said he was from a family of six 

sisters.  He stated that he knew how women like to be 

treated, and that’s the way he treated them.  It was a very 

pleasant experience that positively overshadowed the nega-

tive experience. 

 

Monica:  That’s excellent.  He understands where women 

are coming from. 

 

Judy:   Absolutely. 

 

Monica:  Why do you believe women are treated differ-

ently by salespersons and, in this case, by men? 

 

Judy:  It’s not only by men sometimes women treat you 

differently as well.  The problem that we faced for many 

years was that women in the work force were hired in ad-

ministrative support positions.  They weren't hired in more 

responsible positions.  I’m not saying that being in an ad-

ministrative support position is not professional and not 

admirable because it certainly is.  It’s really hard to do be-

cause you’re helping to run an operation.  At that point in 

time women were not hired in sales and, if they were, they 

were among a small number. 

 

For the first time in the United States women constitute 

about fifty percent of the workforce.  If you don’t hire 

women, you’re cutting your chances of being successful by 

50 percent.  

 

When I talk to people, I never say women are better “at 

this” or men are better “at this."   I try to incorporate the 

differences that would make a powerful team and result in 

assets rather than liabilities.  In the end there should be no 

reason to hire a man over a female.  You shouldn't have to 

hire females to simply meet a quota, that's when the resent-

ment comes in.  Women have to work ten times as hard as 

men to be taken seriously.  

 

Monica:  It’s still happening today.  What gender-based 

talents do women have that can be used to enhance their 

ability to become successful salespersons? 

 

Judy:  Building relationships.  It’s in our DNA.  Women 

like to belong; women like to build relationships.  That’s 

the number one quality.  Generally speaking, we are in a 

society that has morphed away from being transactional, 

which was the way men did business, into being more rela-

tional, which is the way women generally do business. 

Hoberman's 30 years of experience is helping sales teams 

and individuals to utilize a more savvy approach to sell-

ing.  She has changed the way men think about their fe-

male counterparts in the business world, because they 

now have an expert in their corner.  

 

Hoberman graciously shared some of her invaluable busi-

ness strategies with Exceptional People Magazine.  

 

Monica:  What are some common challenges that 

women face in sales? 

 

Judy: Women like to build relationships, so the sales 

process can take a little bit longer. So the number one 

challenge is time.  Managers who don’t recognize the 

importance of building relationships may feel that you’re 

taking too much time.  Sometimes the client thinks you're 

taking too much time, and your employer may feel the 

same way. 

 

Since women purchase 85% of all consumer products, 

they need to build customer relationships.   

 

Monica:  Can you identify some experiences you have 

encountered when being approached by a salesperson or 

specifically a male salesperson? 

 

Judy:  Sure.  I was going to lease a car, and I was decid-

ing between two different vehicles.  I went to the first 

dealership, and the salesman walked up to me and asked 

if I was going to buy a car that day.  I said yes, and he 

brought me into his office and started filling out an appli-

cation.  And I said, "You haven’t even let me tell you 

what color car I want, let alone the questions I want to 

ask you.”   

 

When I said I had some questions, he rolled his eyes.  At 

that moment he lost a sale and didn’t realize that he had 

lost it because he had not built a relationship with me.  I 

was uncomfortable because I had questions, and I wasn’t 

sure what I wanted.  I asked him many questions, and he 

didn't change his attitude.  It was not a favorable experi-

ence. 

 

When I went to the second dealership another gentleman 

came towards me, and he said something that changed 

everything.  He told me that he knew buying a car is 

sometimes not a pleasant experience and he wanted to 

make it very pleasant.  He asked, "What questions do you 

have and how can I help you?”   
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The other thing is women 

have great instincts, and a 

lot of times we don’t fol-

low our gut feelings.     

 

When I was selling, I 

would say “I don’t under-

stand why you’re doing it 

this way.  Why wouldn’t 

you want to build a rela-

tionship and get referrals?”  

I was told that I was being 

a girl and asked why I had 

to be friends with every-

one and why I asked so 

many questions.  In the 

nineties when I was begin-

ning in insurance, we did-

n’t have computers, and 

we worked using the yel-

low pages.  That’s where 

our leads were.  We had to 

find ways to generate busi-

ness.  After about three or 

four months my business 

was conducted solely on 

referrals because I had 

built relationships.  The 

person to whom I reported 

said, “It’s great that you 

have all these referrals.  I 

don’t understand how you 

do it but we’re not going 

to use your system, be-

cause it’s not duplicable,” 

meaning it was not from a 

sales book.  It’s not like 

you can sit down with 

someone and say, “First 

you say this and then you 

say this.”  Building a rela-

tionship means asking the 

right questions and engag-

ing in conversation.   

 

Monica:  You discovered 

a new approach to sales 

that you are now using to 

help companies and busi-

ness owners to apply suc-

cessfully to their opera-
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tions.  What is your approach and how did you discover 

it? 

 

Judy:  It was all survival because whatever company I 

was with, I was always in sales.  I was in male-dominated 

industries, and I had no mentor. So you make it up as you 

go along.  It was more trial and error.  When things 

worked for me, I would try to incorporate them into the 

company I was with.  I always told everybody to ask an 

open-ended question, start a dialogue and people will 

open up to you.   

 

Ask the right questions and listen.  Do the process be-

cause if you ask all the questions and you get all the an-

swers, then the close is a natural process.  Over the years, 

I never sold anyone anything, but I was the number one 

producer because I employed a technique.  I would see 

everyone.  I never sold anything over the phone.  Why, 

because if I couldn’t help them, I would refer them to 

someone else, or I would say I can’t help you now.  I 

would get referrals from everybody, and I never wasted 

my time or anyone's time.    

 

If I couldn’t make it better for you, I didn’t show you 

anything else.  If your plan was better, I would say “Stay 

where you are.”  People would tell me you’re on straight 

commission; you just talked yourself out of a sale.  I 

would say yes, because it’s not right for you.  That’s how 

I live my life; you don’t hurt someone just to make a dol-

lar.  I would rather not make the money and keep them as 

a friend because they would refer me to someone else. I 

never had to worry about what I told somebody because 

it was always the truth.   

 

Monica:  Do you believe that anyone can become an ef-

fective salesperson? 

 

Judy:  Absolutely.  The one thing you can’t teach any-

body is to think on their feet.  You either have it or you 

don’t.  But you can definitely teach a person to sell.  You 

can take someone who doesn't like people and make them 

a great salesperson because you’re teaching them how to 

build a relationship, how to ask questions and how to lis-

ten.  That’s all sales is, but you have to believe in your 

product.  If you have something that you don't believe in, 

you can’t be successful.   

 

Monica:  Do think there’s a way to recover a lost sale? 

 

Judy:  Yes.  It depends on why you lost the sale.  If you 

lost it because the person had no money, which is the 

hardest objection to overcome, you could always ask, 

“What would it take?   How could we work together?”  If 

you lose a sale because someone doesn't like your product 

or they don’t like you, you have to go back and try to mas-

sage it a little bit.  I always make sure that once I've made 

the sale, I service it.  Once you make the sale, that’s just the 

beginning; that’s not the end.  You have to remain in con-

tact with the person going forward.   

 

So if someone loses a sale, maybe they didn’t follow up, 

they didn’t return the phone call, they didn’t answer a ques-

tion.  You can always go back in.  Can you recover every 

sale?  Absolutely not. 

 

Monica:  If I’m a woman trying to sell to another female, is 

there a difference between that versus selling to a male?   

 

Judy:  Men are more transactional, so remember that men 

like facts and figures, and features and benefits.  When 

you’re talking to a man, generally you need to talk more in 

bullet points than in stories, because they want to get to the 

bottom line, whereas a woman needs to have you paint the 

picture with her in it.  How is your product or service going 

to affect her and everybody in her family?  If you’re buying 

a car, how does this affect her and will kids be riding in the 

car; do you use it for business…you have to paint that pic-

ture. 

 

When you put the person inside that picture, they become 

part of it.  They see themselves in it; they see how it works 

for them.  That’s just how women think.  They think in pic-

tures.  Men usually want to know about features, how much 

does it cost and give me all the numbers.  They need bullet 

points.   

 

Oftentimes, women are busy.  They're trying to sell your 

service to a company and they don't have time to hear the 

stories.  You have to take your cue from the person that 

you’re talking to because you may have to change that 

story and make it bullet points for a woman as well. 

 

Monica:  Talk a little about your book, “Selling in A 

Skirt”. 

 

Judy:  I started writing down different sales tips.  I think if 

someone had told me this, it would have helped.  In my 

book I talk about the things that would help a woman in 

sales, but there’s also a part that helps men.  It discusses 

how to recruit, train and talk to women as well as how to 

retain them.  There’s a lot of great information for men and 

women.   
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Monica:  You speak to people in corporations and other 

large groups.  What type of feedback do you receive? 

 

Judy:  I tell funny stories, and I provide information that 

they take away.  Often they will say, “I can use this to-

day.  You just helped me, and now I can talk to my wife.”    

When I speak, it’s very light-hearted.  It’s experiences 

that I’ve had that I use to make a point. People walk away 

with at least one point that they can use that day. 

 

Monica:  I’m sure that one tidbit can make a world of 

difference. 

 

Judy:  Absolutely.   

 

Monica:  Generally speaking, what are some key ele-

ments to developing an effective sales strategy? 

 

Judy:  It’s all about the kinds of questions that you ask.  

If you did nothing else to become successful, it’s the 

kinds of questions that you ask.  Then to back that up, if 

you do nothing else, it’s the way you listen.  There’s 

nothing else to sales.  I don’t care what you sell; I don’t 

care how expensive it is.  If you don’t ask the questions 

and you don’t listen, it doesn’t matter if you’re selling 

something for a penny or a million dollars, and it doesn’t 

matter how good a salesperson you are.  If you don’t ask 

the right questions, you’re not going to succeed.  That’s 

the simplest strategy I can give you.  It’s all about asking 

questions.  There are different types of questions and 

there are different ways of thinking about the questions 

that you ask, but it’s all about the questions. 

 

Monica:  Would you recommend to anyone who is think-

ing of going into sales that they take a course or series of 

courses? 

 

Judy:  I always think that you should invest in yourself.  

It doesn’t matter how seasoned you are.  You should al-

ways invest in yourself because times have changed.  

When I first started in sales, there was no such thing as 

building a relationship.  I did it because that’s what felt 

good to me.  But honestly, anything that you learned back 

in the seventies or eighties, they’re really not incorporat-

ing anymore.  There are fabulous trainers with really 

good information, but you have to take that information 

and rework it into a relational activity.  I think that if you 

don’t take classes or some type of course ever so often 

you’re going to lose some of the more recent ideas.  It’s 

just the sign of the times.  If you can keep up with what’s 

going on in the world, you'll be okay, but it’s always 

good to invest in yourself.   I always tell people to get a 

business coach.  If you can’t afford one, you can’t afford 

not to have one.  They will keep you in line and keep you 

accountable. 

 

Monica:  Is there anything else that you’d like to mention? 

 

Judy:  A lot of people think that because the title of my 

book is “Selling in A Skirt,” that I only work with women. 

It’s not true.  I definitely work with men, and a lot of times 

my audiences are 75% male.   

 

One of the things I always say is that women like to be 

treated equally, not identically.  Treat them equally and 

everything will work out.  If you take the differences, un-

derstand them and implement them, whether you're male or 

female, just imagine how powerful your team would be.  

It’s all about figuring out how to make these differences 

work.  

 

Monica:  I would imagine a number of men listen to you 

speak because they are interested in gaining more female 

customers. 

 

This has been a pleasure because it has been very enlight-

ening for me, and I wish you all the success in the world.  

 

Judy:  I always make a bold promise.  I promise you that 

your bottom line will go up when you incorporate what I 

tell you -- not if, but when.   

 

I should also tell you that no matter how many questions I 

ask, I always ask one last question and that is, “Is there 

anything else?”  I will tell you that all the times I’ve  

trained men, once I asked that question they would cringe, 

because they would think oh, no, we’re in for another hour.  

I want to know everything up front. 

 

If I asked you is there anything else and you said yes and 

we continued our conversation and then I asked is there 

anything else, and you said no, then we’re ready to close.  

We’ve had our conversation and you’ve told me everything 

I need to know.  The only thing left is to close.   

 

I would never have to say, “Now give me a check,” because 

they would say how do we do this? How do we get this go-

ing? So don’t be afraid to ask questions and don’t be afraid 

to ask that last question.  With that said, women still have 

to be able to close because that’s the whole idea.  You can’t 

just visit forever and never make a sale because that’s not a 

good thing either.   
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 Monica:  Based on your experience, do you find that 

women have a hard time doing that? 

 

Judy:  Not all women but some women really just want 

to be friends, and they forget that they're there for a rea-

son.   

 

Monica:  When you arrive at the point that you know it's 

time to close, is there a specific way you should ask for 

the sale?   

 

Judy:  Well, you just say, “Now getting back to the cell 

phone program that we’re trying to put together for you, 

is there anything else that you need to know about it?  

Whatever the product or service is just go back and say, 

for example,  “I believe I’ve answered all your questions, 

is there anything else you need to know about how it 

works?”  Bring it right back to that product or service.  It 

puts you back on track.   

 

Monica:  Your advice is definitely sound advice.   � 
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