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Sales Ethics:

By Frank Bucaro, CSP, CPAE
Speaker, consultant, author

A study in Business Horizons magazine from In-
diana University, found that customers increasingly
base their buying decisions on whether they be-
lieve a company is ethical. Cynicism promotes fick-
le buying habits. “Corporations wishing to improve
their relationship with the public, must let stake-
holders know when they participate in undertak-
ings that benefit the commonwealth,” advises the
magazine.

Companies that take the “high road,” will make life-
long customers out of even the most distrusting
consumers. Who is the main connection between
the company and the customer? The Salesperson!
A company’s ethics and integrity are based on the
relationship between the salesperson and the cus-
tomer. How does one build or maintain an ethical
foundation that will make a lifelong customer?

Here are four “ethics questions” that may help in
establishing this kind of relationship.

1. Does my decision affect anyone else be-
sides myself and the bottom line?

If a salesperson reports selling more items
than he/she actually sold, or induces custom-
ers to “load up” on products during a pro-
motion period, it is a type of cheating that
affects many people in adverse ways.

One must consider the effect of one’s deci-
sion on the company, the customer and on
one’s own integrity. The best decisions are
made when one becomes “other-focused”, or
customer focused, if you will. Will the greater
good be for you or your customer?

The overall goal needs to be—What can I do
for you, to get you to cooperate with me?

For life isn’t in the getting, but in the giving! The
degree that you give is the degree you get!
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or Opportunity

How do you become successful? Making
sales or making loyal customers?

When you “make” a customer, you have be-
gun the process of establishing a trust dimen-
sion. This trust becomes the basis for not
only your business, but for friendships as well.

Trust is the basic building block of any re-
lationship. We don’t buy from people/com-
panies we don’t trust! Why should your cus-
tomers buy from you if they don’t trust you?
Experience has proven that the more time
you spend in building solid trust-based rela-
tionships with your customers, the more loy-
al they become and consequently the better
your bottom line.

The emphasis in sales must go into relation-
ship building, not just into the sale of prod-
ucts or service.

What is the basis of developing a trust di-
mension? Honesty!

Are ethics and service intertwined?

What is good for the customer must always
supersede what’s good for me. Going the
“extra mile” for one’s customers establishes a
valued based added dimension that will build
trust, alleviate worry, and become the basis
for all future business.

Criticizing the competition always cheapens
us in the eyes of the customer. Prove how
valuable each customer is by being honest,
customer focused and truly committed to ex-
ceeding your customer’s needs. Time should
be spent, not in “brow beating” the competi-
tion, but rather in informing the customer of
the benefits of doing business with you. This
should be the goal for developing business.

Remember, today’s customer requests are to-
morrow’s customer demands!
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If you help your customers with what they
need, they will come back to you for what
they want! How are needs fulfilled? By doing
what we can to meet the customer’s time line,
requirements, and expectations in an enthu-
siastic, and ethical manner. This builds trust
and when trust exists, relationships flourish!

4. What is the “PTP” factor?

In whatever you do and in whatever you
decide, you must always keep in mind the
“PTP”. What is the PTP? What is your Price
To Pay for what you want to do? And if you
can’t pay, then you better walk away! For
what goes around always comes around!

Decision making is like throwing a rock into
a pond. No matter how big or small the rock
is, when it hits the water, water is displaced!
Likewise, no matter how big or small your
decision is, other people are affected and that
reality must be a consideration before you
make the decision! Decisions that we hope
no one finds out about are usually wrong.

Do you really want the sale at any cost? At
the cost of your company’s integrity? Your
own integrity? Your company’s reputation?
Your reputation? For what goes around al-
ways comes around!

Always do what’s best for the customer. It
will always come back to you. Remember,
people like to do business with people that
can be trusted, make them feel good, and
will give them the very best advice, service
and product!

Frank Bucaro’s focus as a business consultant, speak-
er and writer is on ethics and values for business
growth. For more information about Frank, please
e-mail him at frank@frankbucaro.com

Impact Communications, Inc. consults with individuals
and businesses to improve their face-to-face and
over the phone communication skills. When you
have to have impact, phone (847) 438-4480 or visit
our web site, www.ImpactCommunicationsinc.com.
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