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DEDICATION

For the ten-year-old girl who wanted to see her name in lights.

She did not yet know what the lights would illuminate.

It was never only her name.

It was her mind.



WHY 3
The revolution was the reclamation.
I always wanted to see my name in lights. I said it when I was ten years 
old. At ten, I did not know what I would create. I did not know which 
industries I would enter, what titles I would hold, whom I would love, 
what I would lose, or how many times I would have to rebuild my 
understanding of myself. I only knew that one day I wanted the world to 
see my name.

For years, I thought that dream was about recognition. Now I know it was 
about authorship. I wanted to create something that carried my mind into 
the world.

The strange part is that I was doing it long before I understood it. I was 
producing ideas inside businesses, jobs, relationships, campaigns, training 
programs, processes, software concepts, and books. Every time the work 
became large enough to feel real, I tried to give it a name that could explain 
it: a method, a framework, a company, a title. Something outside of me that 
looked official enough to hold what had been building inside my head for 
years.

The names changed. The thinking did not. I kept entering industries that 
looked unrelated and finding the same human patterns underneath them. 
People wanted to feel understood. They resisted when they felt controlled. 
They bought when confusion became clarity. They trusted consistency more 
than performance. They protected fear with anger, silence, humor, certainty, 
distance, and overexplaining.

The industries were different. The people were not. Neither was the way I 
saw them. I could hear the stated problem and sense that it was not the entire 
problem. I could see where a conversation lost trust, where a business leaked 
value, where a relationship started answering the wrong question, and where 
a better system should exist before anyone had given it a name.

For a long time, I treated those as separate abilities: selling, leading, 
creating, consulting, writing, building. They were not separate. They were 
all expressions of the same mind. Mine.

Homes By Joie had already told me the truth fifteen years earlier. What 
Would Joie Say? had already asked it. Every room I entered and reorganized 
had already shown it. I kept looking for the brand while my name had been 
signing the work all along.

BY JOIE is not a slogan. It is not another method. It is the signature 
beneath the things my mind produces.



These three books were written as separate rooms, but they belong inside 
the same house. Business is where I learned how people decide, where trust 
moves, and how thought becomes value. Love is where the same perception 
got closer, where understanding became both a gift and a vulnerability, and 
where I learned that seeing another person clearly does not require 
disappearing from my own life. Life is where the patterns stop belonging to a 
category and become the way you live.

I did not want to rewrite the mind that produced these books. The 
original writing was already mine. I wanted to remove the name I had been 
hiding behind, bring the three books together, and let the source stand 
where it should have stood from the beginning.

This is not a new doctrine. It is a body of thought.

Business. Love. Life.
Three rooms. One mind.
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HOW TO USE 3
The insight is not the finish line.
I do not want you to read one of these chapters, agree with it, underline a 
sentence, and then return to the exact same pattern. I also do not want to 
turn the trilogy into a workbook that talks down to you or breaks every 
human truth into a ten-step formula.
So each main chapter now ends with one direct conversation: OKAY, JOIE. 
NOW WHAT? It explains why the pattern works, what to begin noticing, 
one way to use it immediately, and the question that belongs to you. Write 
directly in the book. Argue with me. Tell the truth on the page. The point is 
not to produce the right answer. The point is to stop leaving the insight 
outside your own life.
The JOIE CHECK sections go deeper. Business audits the complete sales 
connection from first hello through what comes back. Love and Life put the 
patterns under real pressure. You do not need another journal to finish the 
work. Everything you need to begin is here.
Read fast when the truth is obvious. Stop when it is yours.
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BOOK ONE

BUSINESS
SALES IS NOT SALES

Connection, Psychology, and the Power of Actually Helping People

BY JOIE

WHY THIS BOOK WAS 
WRITTEN
I have been selling my entire life, even during the years I would not have 
described it that way. Boats. Homes. Legal services. Insurance solutions. Ideas. 
Systems. Possibility. I learned early that the thing on the invoice is almost 
never the whole thing a person is buying.

They are buying relief. Certainty. Identity. Protection. Belonging. A 
future they can picture. A way out of a problem they are tired of carrying 
alone.

That is why I have never believed sales is really sales. Sales is connection. It 
is psychology. It is the ability to help another person understand what they 
need, what is getting in the way, and whether the thing you offer honestly 
belongs in the answer.

The problem is that businesses keep treating sales like the last part of the 
process. They call marketing the lead generator, intake the scheduler, sales 
the closer, and service the delivery team. Then they wonder why trust keeps 
falling through the cracks between departments.

The sale starts at the first hello. It continues through every question, 
every pause, every transfer, every fee, every expectation, every update, and 
every promise kept after the money moves. Every person who touches the 
client is in sales because every person is shaping whether the client feels 
understood, safe, respected, and willing to keep going.

If you do not understand the psychology of sales, you are wasting leads. 
You are wasting connections. You are damaging roots that may have taken 
years to grow. And if you put the wrong person at the front door, the person 
who closes later is not receiving the lead marketing created. They are 
receiving whatever condition the first person left it in.
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This book is about fixing that. Not with manipulation. Not with pressure. 
Not with a new script that teaches people how to sound like they care. It is 
about genuinely giving a shit, building enough structure to protect that care, 
and understanding that helping people well is one of the most profitable 
things a business can learn to do.

Because when you help somebody make a clear decision, the need to sell 
starts disappearing.

PART I

SALES IS HUMAN
Sales begins before price, before the pitch, and before the person called 

the closer enters the room.
CHAPTER 1

Sales Is Not Sales
The first correction is the word itself. Real sales is not pressure. It is human 
connection strong enough to create clarity.

Sales is not convincing. Sales is connection strong enough to create 
clarity.
I have never believed sales is talking somebody into something they do not 
need. That is not sales. That is pressure, and pressure has been hiding behind 
the word sales for so long that good people hear the word and immediately 
want nothing to do with it. I do not blame them. Nobody wants to be 
cornered, handled, worked, closed, overcome, or made to feel stupid for 
hesitating. I do not want that either.

What I call sales is something completely different. It is the ability to 
connect with another human being quickly enough and honestly enough to 
understand what they are trying to solve. It is helping them organize a 
decision that already matters to them. It is knowing when to speak, when to 
stop, when to ask the question underneath the question, and when to tell the 
truth even if the truth does not produce a sale today.

That is why the strongest salespeople I have known do not feel like 
salespeople. They feel like relief. They make the room easier to understand. 
They do not add pressure to the pressure the person already carried in. They 
take confusion apart, put language around what is actually happening, and 
show the person a path. When the path fits, the decision becomes natural. 
When it does not fit, they say so.

I have sold boats, homes, legal services, possibilities, ideas, systems, and 
futures people could not fully picture yet. The product changed. The human 
decision did not. People wanted to know whether I understood what this 
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meant to them. They wanted to know whether I could be trusted with the 
part they were afraid to say out loud. They wanted to know whether I cared 
about the outcome after the money changed hands.

The word sale makes people think the transaction begins when price 
appears. It does not. By the time price appears, most of the decision has 
already been shaped. The person has already decided whether you are 
listening or waiting to talk. They have already felt whether your confidence 
is grounded or performed. They have already noticed whether they are a 
person to you or an opportunity on a spreadsheet.

Real sales does not begin with the pitch. It begins with the human being. 
And when the human being is handled correctly, the need to sell starts 
disappearing.

OKAY, JOIE. NOW WHAT?
WHY IT WORKS

People resist when they feel targeted. They move when they feel understood and 
can see the decision clearly enough to own it.
SEE IT

Notice whether your next conversation begins with the person's outcome or with 
your offer. The order tells you whether you are connecting or presenting.
USE IT

For the first five minutes, do not explain what you sell. Ask: “What are you hoping 
changes because of this conversation?” Then stay with the answer.
ASK YOURSELF

If I were not allowed to pitch yet, what would I need to understand 
first?
__________________________________________________________

__________________________________________________________

__________________________________________________________

CHAPTER 2

The Sale Starts at Hello
Before the consultation, before the proposal, and before the closer gets credit, 
the decision has already begun.

The sale starts at hello.
The sale starts at hello. Not when the proposal opens. Not when the attorney 
walks into the room. Not when the salesperson begins a presentation. Not 
when somebody finally asks for the money. It starts in the first few seconds, 
when a person decides whether they have reached help or reached a process.

That first hello tells them whether they are an interruption, a number, a 
problem, or a human being who has finally found someone willing to listen. 
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The tone matters. The pace matters. The way their name is used matters. 
Whether the person answering sounds rushed, bored, scripted, warm, 
curious, judgmental, or calm matters. All of it is already communicating 
what the rest of the experience will probably feel like.

In criminal defense, the person calling may be having the worst week of 
their life. In roofing, the homeowner may be overwhelmed, angry at the 
insurance company, and afraid of being taken advantage of. In real estate, 
the buyer may be trying to build a beginning after a divorce, a death, a 
move, or years of waiting. In a med spa, the woman asking for a small service 
may be trying to find a version of herself she has not felt in a long time. The 
person answering the phone does not need to become their therapist. They 
do need to understand that the call is not administrative to the person 
making it.

I have watched businesses spend thousands of dollars making the phone 
ring, then treat the person who answers it like they are doing a clerical task. 
That is one of the most expensive misunderstandings in business. The first 
person who touches the lead is not just scheduling. They are establishing 
safety, expectation, momentum, and trust. They are creating the emotional 
temperature the next person will inherit.

A great closer cannot always repair a careless first hello. The person may 
still show up, but more guarded. They may still take the meeting, but now 
you are spending the first ten minutes recovering from something that 
should never have happened. Or they may never make it to the meeting at 
all, and the business will call it a bad lead.

Your first hello is part of the product. If the product promises care, 
excellence, expertise, protection, beauty, stability, or transformation, the 
first human voice has to begin delivering that promise before the service ever 
starts.

3
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OKAY, JOIE. NOW WHAT?
WHY IT WORKS

The first human contact sets the emotional frame for everything that follows. 
People decide quickly whether they are safe, important, and expected.
SEE IT

Call your own business. Listen to the greeting, the pace, the hold time, the 
questions, and whether the person has to repeat themselves.
USE IT

Rewrite the first sixty seconds around one promise: “You reached the right place. I 
am going to understand what is happening and make the next step clear.”
ASK YOURSELF

What is our first hello teaching people about what our name means?
__________________________________________________________

__________________________________________________________

__________________________________________________________

CHAPTER 3

Genuinely Give a Shit
People can feel the difference between empathy used as a tactic and a person 
who actually cares what happens next.

People can feel when you care and when you are performing care.
There is no script in the world that can fully imitate genuinely giving a shit. 
You can teach the words. You can teach the greeting, the questions, the 
pauses, the follow-up sequence, and the exact sentence to use when somebody 
hesitates. You should teach all of that. Structure matters. But people can feel 
the difference between someone using empathy as a technique and someone 
who actually cares what happens to them.

Real care changes the pace of a conversation. It makes you curious instead 
of impatient. It makes you ask one more question before assuming you know 
the answer. It makes you notice when the person says yes too quickly, when 
their voice changes around money, when they keep returning to one detail, 
or when the thing they are describing does not match the thing they are 
feeling.

Genuinely caring also makes you willing to lose the wrong sale. That is 
one of the cleanest tests. If your concern disappears the moment the person 
says no, it was not concern. It was a closing strategy. If you can tell someone, 
'I do not think this is the right fit for you,' or 'You should wait,' or 'There is a 
less expensive way to solve this,' then they know your recommendation is not 
being distorted by your need for their money.
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I have watched the right no create more business than a forced yes. The 
person remembers who did not take advantage of them. They remember 
who slowed the decision down when everybody else was trying to speed it up. 
They remember who made them feel safer during a moment when they were 
vulnerable. They may not buy that day. They may send their sister, their 
neighbor, their employee, their client, or their best friend.

Care is not soft. It is not an excuse for weak boundaries, bad business, 
endless free labor, or allowing people to disrespect your time. Genuinely 
giving a shit includes caring enough to tell the truth, define the scope, hold 
the price, and protect the result. The point is not to give everything away. 
The point is to stop treating the other person like a wallet you have to 
outsmart.

People want to work with people who care. They want to refer people who 
care. They forgive honest mistakes more easily when they believe the care is 
real. And yes, genuinely giving a shit comes back full fold. It does not always 
come back from the same person or on the same day. But it comes back 
through reputation, referrals, loyalty, reviews, second chances, and the kind 
of trust no advertisement can manufacture.

OKAY, JOIE. NOW WHAT?
WHY IT WORKS

Real care changes attention. It makes you curious enough to find the truth and 
honest enough to recommend what is right even when the answer is not your sale.
SEE IT

Look at the people who did not buy. Did your concern for them end the moment 
the opportunity ended?
USE IT

Follow up with one person without trying to reopen the sale. Ask whether they 
found the right solution and whether there is anything you can clarify.
ASK YOURSELF

Would I give this person the same advice if I knew with certainty 
they would never pay me?
__________________________________________________________

__________________________________________________________

__________________________________________________________
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CHAPTER 4

The Psychology You Cannot 
Afford to Ignore
If you do not understand how people decide, you are not merely missing sales. 
You are wasting trust that already arrived at your door.

Psychology is not where you learn to push. It is where you learn not 
to.
If you do not understand the psychology of sales, you are wasting leads. I do 
not mean you need to manipulate people or learn clever phrases that make 
them say yes before they are ready. Manipulation is using what you know 
about somebody against them. Psychology is understanding the human 
being well enough not to treat them like an order form.

People rarely arrive neutral. They bring fear, urgency, shame, hope, 
desire, prior disappointment, and stories they have already started telling 
themselves. They may have been thinking about the call for three days. They 
may have opened and closed the website ten times. They may have asked a 
friend what to say. By the time they reach you, the decision is already alive 
inside them.

The role of the professional is not to create pressure. The pressure is 
already there. The role is to understand it. A criminal-defense client is not 
only asking about the law. They may be asking whether their life is about to 
fall apart. A homeowner is not only asking for a roof number. They may be 
asking whether they are about to make a mistake they cannot afford. A 
buyer is not only asking about square footage. They may be asking whether 
this next chapter will finally feel stable.

When you miss the emotional reality, you answer at the wrong level. You 
label fear as resistance. You label confusion as lack of interest. You label 
shame as indecision. You label a person price shopping when nobody has 
helped them understand value. Then the business blames the lead source, the 
market, the competition, or the economy for a human moment it 
mishandled.

The same patterns appear in tone, pacing, repetition, silence, posture, and 
the words people avoid. That does not give you permission to invent a story 
about them. It gives you a reason to get curious. 'What part of this feels 
uncertain?' is more useful than assuming you already know. 'What happens if 
this is not resolved?' opens a different room than another list of features.

Sales psychology is responsibility. Once you understand that people are 
trusting you with more than a transaction, you cannot pretend the 
interaction is only about presenting information. You are shaping the 
conditions under which a person makes a decision. Do that cleanly.
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OKAY, JOIE. NOW WHAT?
WHY IT WORKS

People arrive carrying pressure before you say a word. If you misread fear as 
resistance or confusion as lack of interest, you solve the wrong problem.
SEE IT

Listen for the repeated phrase, the sudden change in tone, the long pause, or the 
detail they keep circling without naming.
USE IT

Ask one clean question: “What part of this feels most uncertain to you right now?” 
Do not rescue the pause after you ask it.
ASK YOURSELF

What are we calling resistance that may actually be fear, shame, 
confusion, or loss of control?
__________________________________________________________

__________________________________________________________

__________________________________________________________

CHAPTER 5

Helping Removes the Need to 
Sell
The cleanest close happens when the person understands the problem, the 
path, and why your help fits.

Help first. The decision will tell you whether a sale belongs there.
The power of helping somebody removes the need to sell something to 
somebody. That is the simplest way I know to say it. If I am truly helping you 
understand what is happening, what it is costing you, what the options are, 
and what the next step would change, I do not need to push you across a line. 
I need to make the line visible.

At one point, I was handling full consultations in a criminal-defense 
business, quoting every fee, answering everything outside the legal questions, 
and closing roughly nine out of ten people who were a real fit. The 
smoothest consultations were often the ones where the attorneys did not 
enter until a specific legal question required them. That is not because the 
law did not matter. It mattered enormously. But the person first needed 
somebody to translate the fear, the process, the value, and the path into 
something they could hold.

By the time the fee was discussed, the decision was not being created from 
scratch. The person had been heard. Their real concern had a name. The 
path made sense. They understood what they were buying and why it 
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mattered. The money still mattered, and sometimes the answer was no. But 
the conversation was no longer a blind price comparison because value had 
become personal and specific.

Helping is not dumping information. Too much information can be 
another form of hiding. It lets the professional perform expertise instead of 
doing the harder work of understanding the person. Helping is selective. It 
gives the person the information they need next, in the order they can use it.

Sometimes helping means recommending your service. Sometimes it 
means recommending a smaller service, a different provider, a different 
timeline, or no purchase at all. The point is not that every honest 
conversation closes. The point is that every honest conversation builds trust, 
and trust has a longer life than one invoice.

When the person can feel that you are trying to help them make the 
right decision rather than trying to make the decision right for you, the 
resistance changes. They stop protecting themselves from the salesperson and 
start working with the person who is helping them. That is where selling 
ends and real business begins.

OKAY, JOIE. NOW WHAT?
WHY IT WORKS

A person who understands the problem, the consequences, the path, and the fit can 
make a decision without being pushed. Clarity does the closing pressure tries to 
imitate.
SEE IT

Count how many questions you ask before you begin explaining. If the answer is 
almost none, you are probably presenting before diagnosing.
USE IT

Organize the conversation in four steps: what is happening, why it matters, what 
the options are, and where your help honestly fits.
ASK YOURSELF

Am I helping this person make the right decision, or am I trying to 
make their decision right for me?
__________________________________________________________

__________________________________________________________

__________________________________________________________
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PART II

THE CONVERSATION
The psychology, timing, and human awareness that turn pressure into 

clarity.
CHAPTER 6

Every Lead Arrives Carrying 
a Story
A lead is not a name and phone number. It is a person who has already done 
the hard part of reaching out.

The lead is data. The story is the decision.
A lead is not an email address, a phone number, a form fill, or a dot moving 
through a CRM. A lead is a person who has already done something difficult: 
they admitted they may need help and decided to reach toward somebody.

That reach came from somewhere. Maybe they saw a sign. Maybe they 
watched a video. Maybe they searched at two in the morning. Maybe 
somebody they trust gave them your name. Maybe they have followed your 
work for years. Maybe they are embarrassed to be calling at all. The contact 
information tells you how to reach them. It does not tell you what it took 
for them to reach you.

Every buyer arrives carrying an internal story. They have already 
imagined the best outcome and the worst one. They have already decided 
what they are afraid you might say. They may expect to be judged, pressured, 
ignored, sold, or disappointed because somebody before you trained them to 
expect it.

The first job is not to erase their story with your presentation. It is to hear 
enough of it to understand where the decision actually lives. A person can 
tell you they need a quote while the real question is whether they can trust 
anybody in the industry. They can say they are just looking while secretly 
hoping somebody will finally make the choice feel safe.

This is why fast qualification can become expensive. Yes, you need to 
know fit, timing, budget, authority, and scope. But if the questions feel like a 
gate instead of a conversation, the person learns that your process matters 
more than their reason for entering it.

Treat the lead like a human before you treat it like a stage. The CRM can 
hold the facts. The person handling the conversation has to hold the story 
long enough to understand what should happen next.

9
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OKAY, JOIE. NOW WHAT?
WHY IT WORKS

Reaching out is already an act of effort and vulnerability. The lead source is data; 
the story that brought them there is what shapes the decision.
SEE IT

Before categorizing the lead, learn what happened before they contacted you, what 
they have already tried, and why they reached out now.
USE IT

Open with: “Tell me what brought you here today,” then ask, “What made today 
the day you decided to do something about it?”
ASK YOURSELF

What happened in this person's life before their name appeared in our 
system?
__________________________________________________________

__________________________________________________________

__________________________________________________________

CHAPTER 7

Read Before You Speak
Most deals do not need more talking. They need somebody present enough to 
notice what is already happening.

If you are planning your next sentence, you are no longer listening to 
this one.
Most professionals are trained to answer. Very few are trained to read. They 
hear a question and immediately start reaching for information, examples, 
features, credentials, or the sentence they were taught to say next. They 
believe speed proves competence. Sometimes speed only proves they missed 
the human being.

Reading means noticing what changes. The slight pause before somebody 
answers. The word they repeat. The part of the story they rush past. The 
detail they minimize while their whole body says it matters. The shift in 
tone when money, reputation, family, timing, or risk enters the room.

Those signals are not invitations to play psychologist. They are 
invitations to slow down and ask. 'You changed a little when we got to that 
part. What is there?' 'You have mentioned timing three times. What is 
making the timing feel so important?' A clean observation can save twenty 
minutes of presenting to the wrong concern.

Presence also changes how a person experiences your expertise. An 
insecure professional fills every space with proof. A secure professional can 
listen without disappearing. They do not need to win the first minute. They 
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know the quality of the recommendation depends on the quality of the 
information.

I have watched people close themselves simply because the other person 
stayed calm enough not to interrupt the truth. I have also watched 
professionals talk themselves out of trust by answering too soon. They 
thought they were helping. The client felt processed.

Read before you speak. The room is already giving you information. Your 
job is to stop making so much noise that you miss it.

OKAY, JOIE. NOW WHAT?
WHY IT WORKS

Observation gives you information a script cannot. When you are planning your 
next sentence, you stop receiving the one happening now.
SEE IT

Notice how often you interrupt, finish sentences, answer too quickly, or move to 
the next stage before the person has finished the current one.
USE IT

After the person finishes, wait three seconds. Reflect back the meaning you heard 
before adding any new information.
ASK YOURSELF

What did I miss because I was preparing to sound helpful instead of 
actually listening?
__________________________________________________________

__________________________________________________________

__________________________________________________________

CHAPTER 8

The Need Beneath the 
Question
People ask the safest question first. The real question usually appears after 
they believe the room can hold it.

Answer the emotion beneath the words or you answer the wrong 
question.
People rarely say the deepest truth first. They ask how much. They ask how 
long. They ask what happens next. They ask whether you have done this 
before. All of those questions deserve answers. But they may not be the 
question that is driving the decision.
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A person asks, 'What does the attorney think?' and may really mean, 'Am 
I going to lose my job, my license, my freedom, or the way my family sees 
me?' A woman asks for a little Botox and may really mean, 'I do not 
recognize myself lately.' A homeowner asks for the number and may really 
mean, 'Please tell me I am not about to be taken advantage of again.'

If you answer only the surface question, the person often asks it again in 
another form. They are not being difficult. The deeper need has not been 
met. They may keep circling price because value is still abstract. They may 
keep asking about timing because uncertainty is making them feel out of 
control.

Diagnosis is not interrogation. It is the discipline to stay curious long 
enough for the real problem to become usable. 'What concerns you most 
about this right now?' 'What would a good outcome actually change for you?' 
'What happens if you do nothing?' These questions move the conversation 
from facts into meaning.

Meaning is where serious decisions form. When you understand why the 
outcome matters, your recommendation becomes specific. Your language 
gets cleaner. You stop presenting benefits that do not belong to this person. 
The person feels that the solution is being built around their reality rather 
than pulled from a shelf.

The need beneath the question is not always emotional in a dramatic 
way. Sometimes it is simply clarity, control, speed, simplicity, or proof. But 
until you know which one it is, every answer is partly a guess.

OKAY, JOIE. NOW WHAT?
WHY IT WORKS

People usually ask the safest question first. The deeper need appears only after the 
room proves it can hold the truth without using it against them.
SEE IT

Watch for questions that repeat after you have technically answered them. 
Repetition usually means the information did not reach the real concern.
USE IT

Answer the surface question, then add: “What makes that part especially important 
to you?”
ASK YOURSELF

What is the question underneath the question I just heard?
__________________________________________________________

__________________________________________________________

__________________________________________________________

12



24

CHAPTER 9

Silence Is a Sales Skill
The person who can tolerate the pause usually gets the truth the rest of the 
room keeps talking over.

Silence is where the real objection usually decides to speak.
Silence makes untrained salespeople panic. The person hesitates, looks away, 
takes a breath, and the salesperson jumps in to save the moment. They 
explain more. Discount too early. Repeat the benefits. Offer another option. 
Answer a question that was never asked.

What they are really trying to relieve is their own discomfort. The silence 
feels like rejection, so they fill it before the other person has a chance to 
think.

I have watched attorneys lose large retainers because they could not sit 
still for three seconds. I have watched med-spa owners lower a price the 
moment a client paused. I have watched sales teams overexplain a decision 
until the client became less certain than when the conversation started.

The pause is not empty. The person may be calculating, remembering, 
comparing, feeling, or trying to decide whether it is safe to say the thing 
that has not been said yet. When you stay present without pushing, they 
often fill the silence with the real concern.

Silence does not mean becoming cold or performing some power move. 
It means you are not so needy for the answer that you steal the person's 
chance to arrive at it. You can hold eye contact, soften the room, and wait.

Control is patience under pressure. The calmest person is usually seeing 
the most. In sales, that person is often the one who finally hears what the sale 
was actually about.

13



25

OKAY, JOIE. NOW WHAT?
WHY IT WORKS

Silence gives the other person room to process, feel, and reveal. Filling every pause 
protects the salesperson from discomfort and often interrupts the truth.
SEE IT

Notice what you do the second a person hesitates. Do you discount, overexplain, 
reassure, or answer a question they have not asked?
USE IT

Ask the question, place both feet on the floor, breathe once, and count to five 
before saying anything else.
ASK YOURSELF

What truth might appear if I stopped talking long enough to let it 
arrive?
__________________________________________________________

__________________________________________________________

__________________________________________________________

CHAPTER 10

Educate the Decision
People resist being sold because selling takes control away. Education gives 
control back.

Educate the decision. Do not sell it.
When people feel sold, they protect themselves. They question more, trust 
less, and start looking for the part they are not being told. That reaction is 
not proof that they are difficult. It is proof that control matters inside a 
serious decision.

Education changes the dynamic. It does not push. It reveals. It helps the 
person understand the problem, the consequence of leaving it alone, the 
available paths, and why one path may fit their specific situation better than 
another.

The order matters. If you present the solution before the person 
understands the problem, features sound like noise. If you present price 
before value has become personal, the number has nothing to attach to. If 
you ask for commitment before uncertainty has language, the close feels like 
pressure.

A good educational conversation moves. First, understand what brought 
the person in. Then diagnose what is actually happening. Reflect it back 
clearly enough that they know you heard them. Explain the path in relation 
to the problem, not as a generic pitch. Then let the decision breathe.
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Education requires restraint. Experts often overteach because knowledge 
is where they feel secure. The person does not need everything you know. 
They need what helps them make the next clean decision. Too much 
information can create the exact confusion the expert was trying to remove.

When the person understands what they are deciding, the close stops 
feeling like a separate event. It becomes the next logical step - or an honest 
decision not to move. Both outcomes are cleaner than a yes created by 
pressure and regretted later.

OKAY, JOIE. NOW WHAT?
WHY IT WORKS

Education restores control. When people understand the options, tradeoffs, and 
consequences, they can move without feeling captured by the seller.
SEE IT

Find the point where you begin describing features before the person understands 
their own problem and what leaving it unresolved will mean.
USE IT

Explain the decision as if the person must accurately repeat it to someone they trust 
later that night.
ASK YOURSELF

Could this person explain why this choice fits them without using my 
sales language?
__________________________________________________________

__________________________________________________________

__________________________________________________________

CHAPTER 11

Objections Are Unresolved 
Truth
The objection is not an enemy to defeat. It is information about what has not 
yet become clear.

You do not overcome people. You uncover what is unresolved.
I hate the phrase overcome objections when it turns the client into 
something standing between the salesperson and the money. People are not 
obstacles. An objection is information. It tells you where the person still 
lacks certainty, trust, relevance, capacity, or permission.

Sometimes the objection is exactly what they say it is. The money is not 
there. The timing is wrong. The spouse is not aligned. The risk is too high. 
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Respect that. Good sales is not a contest where every no is secretly a yes 
waiting for better pressure.

But many objections are protective language. 'I need to think about it' 
may mean, 'I do not know whether I trust this yet.' 'It is too expensive' may 
mean, 'I do not understand why it is worth this.' 'I need to talk to my spouse' 
may mean, 'I do not feel confident enough to defend this decision at home.'

The mistake is answering the words before identifying the conflict 
underneath them. More benefits do not resolve a trust concern. A discount 
does not resolve uncertainty. Urgency does not resolve a decision that still 
feels unsafe.

Ask cleanly. 'What part do you need to think through?' 'When you say 
expensive, is the issue the amount itself or whether the result feels worth the 
amount?' 'What do you think your spouse will need to understand?' The goal 
is not to trap them. It is to stop pretending both of you know what the 
objection means when neither has said it yet.

When the real concern appears, you can answer it honestly. Sometimes 
the sale moves. Sometimes it does not. Either way, the conversation stops 
fighting a shadow.

OKAY, JOIE. NOW WHAT?
WHY IT WORKS

An objection is not a wall. It is evidence that something important is still unclear, 
unsafe, misaligned, or unspoken.
SEE IT

Track the objections you hear repeatedly. Repeated objections often expose a 
repeated failure earlier in the conversation.
USE IT

Instead of defending, ask: “What part still does not feel settled?” Then diagnose the 
answer before responding.
ASK YOURSELF

What truth have we not made safe enough for this person to say 
directly?
__________________________________________________________

__________________________________________________________

__________________________________________________________
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CHAPTER 12

Price Is Often the Wrong 
Diagnosis
Businesses blame price for decisions that were lost long before the number 
appeared.

Price gets blamed for conversations that never created value.
The deal is rarely lost at the price. It is often lost ten minutes earlier when 
the person was interrupted, rushed, assumed, or made to feel like one more 
name in a pipeline. Price simply becomes the final sentence available to 
explain why the decision never became safe.

I have watched an attorney explain statutes, timelines, and outcomes 
while the client mentally left the room. The client nodded, thanked them, 
and never came back. The conclusion was that the person could not afford it. 
Maybe. But nobody had built enough connection to know.

I have watched roofing representatives inspect damage, measure, and 
produce a quote in twenty minutes. The homeowner says, 'Looks good. I will 
review it.' The representative leaves believing the lead is warm. It is often 
dead. Nobody asked what was most stressful, what had happened with the 
insurer, or what the homeowner was afraid of getting wrong. The number 
arrived without context.

Value is not a speech about how great the company is. Value is the 
connection between the person's problem and the consequence your solution 
can change. Until that connection is clear, price floats alone. Anything 
floating alone looks large.

This does not mean price is never the problem. Sometimes a person truly 
cannot or should not spend the money. The ethical answer is to respect that 
reality. The point is to stop using price as a convenient excuse for a 
conversation that never did the work required before the price.

Before you discount, diagnose. Before you blame the lead, review the 
human moments. Before you decide the market will not pay, ask whether 
your process helped the person understand what they were actually paying 
for.
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OKAY, JOIE. NOW WHAT?
WHY IT WORKS

Price becomes the easiest explanation when value, trust, urgency, or fit was never 
established. Discounting treats the number while leaving the actual breakdown 
untouched.
SEE IT

Review five lost opportunities that were labeled too expensive. Identify the exact 
moment connection, certainty, or relevance weakened before price appeared.
USE IT

Before changing the number, ask: “Other than the investment, what still feels 
unresolved?”
ASK YOURSELF

What failed in the conversation before the number was blamed?
__________________________________________________________

__________________________________________________________

__________________________________________________________

CHAPTER 13

High-Ticket Sales Need More 
Humanity
The larger the decision, the more identity, fear, and future are sitting inside 
it.

The bigger the check, the more human the sale must become.
A high-ticket decision is not merely a regular purchase with a larger 
number. The emotional weight changes. The person is not only evaluating 
the service. They are evaluating risk, regret, identity, impact, and the future 
version of themselves who will have to live with the choice.

That is why more pressure is the wrong answer. The larger the decision, 
the more room people need to tell the truth. They need more precise 
diagnosis, more relevant education, clearer expectations, and stronger 
evidence that the person guiding them will still be there after the money 
moves.

In legal services, the fee may represent protection of freedom, reputation, 
work, and family. In real estate, the purchase may reshape every month of 
the next thirty years. In a major home project, the person is handing over 
money and access to the place where they sleep. In elective medical or 
aesthetic work, they are trusting somebody near their body and identity.

Credentials matter in these rooms, but credentials alone do not settle the 
nervous system. People want expertise and human understanding. Expertise 
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without empathy can feel dangerous. Empathy without expertise can feel 
comforting but insufficient. The highest standard is both: I understand what 
this means to you, and I know how to help.

High-ticket buyers often appear more analytical because the stakes 
require more justification. Do not mistake the spreadsheet for the whole 
decision. Logic may organize the choice, but emotion often determines 
which facts feel believable and which risk feels tolerable.

The person who can hold both parts - the facts and the human meaning 
- does not need to perform the close. They create enough clarity that the 
decision can stand on its own.

OKAY, JOIE. NOW WHAT?
WHY IT WORKS

Larger decisions carry more risk, identity, future, and fear. The person needs more 
than information; they need a guide steady enough to hold the weight without 
rushing it.
SEE IT

Look for places where your process speeds up because the potential sale is large. 
Urgency in the seller often feels like danger to the buyer.
USE IT

Build a decision map with the person: what matters, what could go wrong, who else 
is affected, and what certainty is still missing.
ASK YOURSELF

Have we earned a level of trust equal to the size of the check we are 
asking for?
__________________________________________________________

__________________________________________________________

__________________________________________________________
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PART III

STOP WASTING 
LEADS

Where businesses lose trust before the sale ever has a fair chance.
CHAPTER 14

You Do Not Have a Lead 
Problem
Before buying more leads, prove you are not wasting the people already 
reaching for you.

You do not have a lead problem until you prove you do not have a 
people-handling problem.
You think your business has a lead problem. Maybe it does. But before you 
spend another dollar creating more interest, prove you are not wasting the 
interest already arriving.

Look at the calls nobody returned until the next day. The forms 
answered with a generic email. The referral who had to repeat the entire 
story three times. The caller labeled difficult because they were scared. The 
prospect marked unqualified because the first person could not get past the 
safest answer. The consultation that became a lecture. The follow-up that 
sounded like an automated reminder instead of a continuation of the 
relationship.

Businesses love blaming the market because the market cannot argue 
back. Lead quality, competition, seasonality, price sensitivity, platform 
changes - all of those things can be real. But they can also become cover for a 
team that does not know how to connect, diagnose, educate, or follow 
through.

The worst part is that wasted leads disappear quietly. They do not always 
complain. They say thank you. They say they will think about it. They stop 
answering. The CRM records a lost opportunity but not the exact sentence, 
delay, interruption, or cold handoff that killed the trust.

I do not generate leads as my first answer. I look at what is happening to 
the leads you already have. Where do they first feel processed? Where do they 
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wait? Where do they have to start over? Where does the team talk too soon? 
Where does nobody own the next step?

Do not pour more people into a broken experience. Fix the human 
movement first. Then, when you increase volume, you are scaling something 
worthy of the attention you are buying.

OKAY, JOIE. NOW WHAT?
WHY IT WORKS

More volume does not repair a broken experience. It multiplies the number of 
people exposed to the same weakness.
SEE IT

Audit response time, unanswered messages, no-shows, repeated stories, lost follow-
up, and leads marked dead without a real conversation.
USE IT

Take the last twenty leads and trace each one from arrival to outcome. Do not 
accept “not interested” without evidence of what actually happened.
ASK YOURSELF

If twice as many leads arrived tomorrow, what part of our human 
experience would break first?
__________________________________________________________

__________________________________________________________

__________________________________________________________

CHAPTER 15

The Wrong Person at the 
Front Door
The first point of contact is not an entry-level detail. It is one of the highest-
leverage positions in the business.

The person answering the phone is not support. They are the first 
close.
Businesses routinely put the least trained person at the most emotionally 
important point in the customer journey. Then they wonder why the 
expensive closer, attorney, provider, estimator, or owner is receiving guarded 
people, confused expectations, incomplete information, and half-dead 
opportunities.

The person at the front door decides what enters the rest of the business. 
They decide whether the person feels welcome enough to tell the truth. They 
decide whether urgency is understood, whether the next step is clear, 
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whether expectations are realistic, and whether the handoff carries trust or 
makes the client start over.

This role requires more than politeness. It requires emotional 
intelligence, judgment, pacing, curiosity, and the ability to hold structure 
without sounding mechanical. They need to know the difference between 
qualification and interrogation. They need to know when to reassure, when 
to gather facts, when to stop talking, and when the situation needs 
immediate escalation.

A beautiful script in the hands of the wrong person can still feel terrible. 
A highly connected person with no process can create warmth and chaos. 
The role needs both humanity and structure.

Do not hire for convenience and hope training will create care. Do not 
assume the person who is organized is automatically good with vulnerable 
humans. Do not promote the best administrator into intake without asking 
whether they can hear what is not being said. The front door is not where 
you place whoever is available. It is where you place somebody capable of 
protecting the value of every relationship entering the company.

The wrong person does not only lose one lead. They teach the market 
what your name feels like.

OKAY, JOIE. NOW WHAT?
WHY IT WORKS

The first contact establishes trust before the most qualified professional enters. A 
low-status view of intake creates high-cost damage.
SEE IT

Ask whether the person at the front door understands emotion, urgency, your 
promise, your standards, and the consequences of a careless handoff.
USE IT

Elevate the role. Train it like sales, service, and brand protection - because that is 
exactly what it is.
ASK YOURSELF

Who is teaching the market what our name feels like before anyone 
else gets a chance?
__________________________________________________________

__________________________________________________________

__________________________________________________________
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CHAPTER 16

The Washing Machine and 
the Dryer
The next department can only work with the condition of the trust it receives.

The closer cannot unshrink what intake ruined in the wash.
Here is the way I see it. Marketing puts the clothes in the washing machine. 
Intake chooses the cycle. The consultation or closer gets what comes out and 
puts it in the dryer. Service folds it, delivers it, and decides whether the 
person will ever trust you with another load.

If intake uses the wrong setting, throws everything together, adds bleach 
to the wrong fabric, and shrinks the sweater, stop blaming the dryer. The 
closer cannot magically restore what was damaged before the handoff. They 
can work harder. They can apologize. They can spend half the meeting 
rebuilding safety. But they are no longer starting with the clean opportunity 
marketing created.

This is what happens when the first call is rushed, the wrong expectations 
are set, the person is transferred cold, important details are missed, or the 
caller has to tell the whole painful story again. The next person is not 
receiving a fresh lead. They are receiving what the first person did to the lead.

The metaphor matters because businesses treat departments like separate 
machines. Marketing says it delivered the lead. Intake says it scheduled the 
appointment. Sales says the prospect was not ready. Service says the client 
expected too much. Everybody completed their task. Nobody protected the 
human through the full cycle.

A business is not a collection of completed tasks. It is a sequence of 
transferred trust. The condition of what comes out of one stage becomes the 
starting condition of the next.

So ask a better question than, 'Did intake book it?' Ask, 'What condition 
was the person in when the next person received them?' That is where the 
real conversion story lives.
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OKAY, JOIE. NOW WHAT?
WHY IT WORKS

Every stage inherits the condition created upstream. The next person cannot fully 
repair trust, context, or expectation that was mishandled before it reached them.
SEE IT

Map Marketing -> First Hello -> Intake -> Appointment -> Consultation -> 
Payment -> Service -> Follow-up. Name what each stage receives and what it passes 
forward.
USE IT

Listen to five complete lead journeys. Fix one repeated question, one cold transfer, 
and one expectation being set incorrectly.
ASK YOURSELF

Where are we blaming the dryer for damage that happened in the 
wash?
__________________________________________________________

__________________________________________________________

__________________________________________________________

CHAPTER 17

Trust Has to Survive the 
Handoff
A handoff either transfers the relationship or makes the person begin again 
with a stranger.

A warm handoff says: I heard you, I remember you, and you are 
expected here.
A handoff is not forwarding an email, assigning a task, or saying, 'Someone 
will call you.' A handoff is the transfer of context, emotion, expectation, and 
trust from one human being to another.

The person should not have to start over. They should not have to repeat 
the most painful part of the story because the notes were thin or nobody read 
them. They should not discover that the fee, timeline, scope, or promise 
changed between departments. Every time the business makes them re-prove 
the problem, some of the trust drains out.

At the law firm, the cleanest flow was not simply intake, consultation, 
payment, file opening, attorney. It was first fear, first safety, understanding, 
decision, and then continuity. The attorney needed to receive not only the 
facts but the human reality: what the client was most afraid of, what 
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mattered to their life, what had already been explained, and what promise 
the firm had made about the experience.

The same is true in real estate. A lender, transaction coordinator, title 
company, inspector, and agent can all do excellent work individually while 
the client experiences chaos because nobody owns the transitions. 
Centralized communication and thoughtful introductions are not 
administrative niceties. They are how trust survives complexity.

A warm handoff can be one sentence: 'I have briefed the person taking 
over on what is most important to you. They know the court date, the 
payment concern, and that you need a call after three. You will not have to 
start over.' That sentence tells the client the business has a memory.

The handoff is where a company proves whether care belongs to one 
exceptional person or to the whole system.

OKAY, JOIE. NOW WHAT?
WHY IT WORKS

A handoff either carries the relationship forward or makes the person begin again 
with a stranger. Repetition communicates that the company did not really listen.
SEE IT

Count how many times a client must repeat the same facts, fear, or desired 
outcome as they move through your business.
USE IT

Use a warm transfer: “I have shared what brought you here, what matters most, and 
what you can expect next. You will not have to start over.”
ASK YOURSELF

What are we forcing the client to carry between departments because 
our system refuses to carry it for them?
__________________________________________________________

__________________________________________________________

__________________________________________________________

CHAPTER 18

The Sale Continues After Yes
A signature opens the relationship. It does not complete the promise.

The sale is renewed every time the client needs you.
Businesses celebrate the yes as if the sale is finished. It is not. The yes is the 
point where the person stops evaluating the promise and begins evaluating 
whether the business can keep it.

If the consultation felt human and the service feels mechanical, the 
client experiences a bait and switch even when the business never intended 
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one. If the salesperson was responsive and the service team disappears, trust 
collapses. If the intake person created safety and the next department treats 
the client like a file number, the original connection becomes evidence that 
the company knew how to care and chose not to continue.

The real sale is renewed in every update, every invoice, every returned call, 
every correction, every moment the client wonders whether they still matter 
after payment. This is why customer service is not separate from sales. Service 
is the part of sales that proves the claims were true.

A mistake does not automatically end the relationship. Avoidance does. 
People can forgive a lot when somebody owns the problem, explains the 
correction, and keeps them informed. Silence creates stories. Unclear 
expectations create resentment. A clean repair can build more loyalty than a 
flawless experience nobody had to think about.

The sale continues through completion, review, referral, return, and the 
story the person tells when your name comes up. The person may forget the 
exact explanation you gave in the consultation. They will remember whether 
they felt abandoned after the yes.

Do not reward the close and ignore the experience that has to carry it. A 
business that sells beautifully and serves poorly is not good at sales. It is good 
at creating future distrust.

OKAY, JOIE. NOW WHAT?
WHY IT WORKS

After payment, people look for evidence that their trust was wise. The first hours 
and days either reduce buyer uncertainty or create regret.
SEE IT

Review the first twenty-four hours after yes. Is there silence, confusion, a surprise, 
or a gap between the promise and the actual next step?
USE IT

Create a post-yes confirmation that names what happens next, who owns it, when 
contact occurs, and what the client should never have to chase.
ASK YOURSELF

What does the client experience immediately after we receive what we 
wanted?
__________________________________________________________

__________________________________________________________

__________________________________________________________
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PART IV

ROOTS
How care, culture, referrals, and reputation compound beyond one 

transaction.
CHAPTER 19

One Lead Is Never Just One 
Lead
Every lead has roots - reputation, relationships, referrals, money, attention, 
and somebody else's trust.

A referral is borrowed trust.
One lead is never just one lead. It came from somewhere. A relationship. A 
reputation. A review. A search. A sign. A social post. A referral partner who 
put their own credibility next to your name. When the person reaches you, 
they are carrying roots you may never see.

That is why mishandling a referral is more expensive than losing one sale. 
You can damage the relationship with the person who called and the person 
who sent them. You can teach a referral partner that their people are not safe 
in your process. You can cut off a root system that took years to grow.

The opposite is also true. Handle one person beautifully and the value can 
move far beyond the invoice. They tell a coworker. They bring a family 
member. They leave a review that gives a stranger enough courage to call. 
They remember you three years later when a different need appears.

I have worked with people for more than a decade because the 
relationship survived individual transactions. My mortgage partners, clients, 
vendors, and referral relationships were not valuable because each moment 
produced an immediate sale. They were valuable because reliability 
compounded. A person who never misses the closing or loses the sale 
becomes part of the value you offer.

Leads are often measured as isolated units because spreadsheets need clean 
rows. Human trust does not grow in rows. It grows like roots. Quietly, 
sideways, through people and time.

When you let the wrong person mishandle a lead, you are not only 
wasting contact information. You may be ruining roots.
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OKAY, JOIE. NOW WHAT?
WHY IT WORKS

Every lead carries roots: a person, reputation, referral, review, relationship, and 
future story. Mishandling one contact can damage trust far beyond one 
transaction.
SEE IT

Trace where the lead came from and who lent their credibility to help it reach you.
USE IT

Close the loop with referral sources. Thank them, protect the person they sent, and 
let them know their trust was handled with care.
ASK YOURSELF

What roots arrived with this lead that are invisible in the CRM?
__________________________________________________________

__________________________________________________________

__________________________________________________________

CHAPTER 20

Train Connection, Not Scripts
Scripts can protect consistency, but they cannot replace judgment, curiosity, or 
care.

Scripts are guardrails, not substitutes for a brain or a heart.
I believe in structure. I believe in call flows, consultation stages, required 
questions, follow-up standards, CRM discipline, and clear language around 
money. People should not have to improvise the entire customer experience 
every day.

But structure is not the same as a script performed without awareness. The 
moment the employee becomes more loyal to the next line than to the 
person in front of them, the script begins working against the sale.

Train people to understand what each stage is meant to accomplish. The 
greeting creates safety. The first questions create context. Diagnosis reveals 
the real need. Reflection proves understanding. Education connects the need 
to the path. The decision stage confirms whether the path fits. When people 
understand the purpose, they can adapt without losing the structure.

Train ears, not only mouths. Let employees listen to real calls and 
identify where trust increased or decreased. Ask what changed in the person's 
tone. Review why a lead said they needed to think, not just whether follow-
up happened. Teach people to recognize when more information is making 
the decision worse.
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The best training does not create robots who sound alike. It creates 
professionals who notice alike. They can use their own voice while protecting 
the same standard of care, clarity, and control.

And do not train only the sales team. Anybody who answers, schedules, 
transfers, bills, updates, repairs, or closes the loop is shaping the sale. The 
whole business needs to understand the human journey it is responsible for 
protecting.

OKAY, JOIE. NOW WHAT?
WHY IT WORKS

Scripts create consistency, but real humans create variation. Without judgment, a 
script becomes a performance that misses the person standing in front of it.
SEE IT

Listen for team members who follow every line correctly while failing to notice 
that the conversation has changed.
USE IT

Role-play the unexpected: anger, silence, confusion, shame, a spouse interrupting, a 
price objection, and a person who should not buy.
ASK YOURSELF

Can my team explain why each step exists, or can they only repeat 
what they were told to say?
__________________________________________________________

__________________________________________________________

__________________________________________________________

CHAPTER 21

Make Helping the Culture
The customer can feel whether care is a company value or one person's 
exceptional effort.

Your culture sells before your salesperson speaks.
A business cannot promise human connection at the front and run on fear, 
confusion, and indifference behind the scenes. The client eventually feels the 
internal culture. It appears in the handoff, the delay, the inconsistency, the 
defensive email, the employee who is afraid to make a decision, and the 
owner who says people first while rewarding only volume.

If you want employees to help instead of pressure, the culture has to make 
room for judgment. People need permission to tell the truth about fit. They 
need enough training to know when a no protects the reputation. They need 
leaders who care about what happened inside the conversation, not only 
whether money was collected.
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Metrics still matter. Close rates, collected revenue, show rates, response 
time, follow-up, retention, reviews, and referrals tell you whether the system 
is working. But numbers without context create bad behavior. If you reward 
only the yes, people start hiding the cost of how the yes was obtained.

A helping culture asks more complete questions. Did the person 
understand the decision? Did we set the right expectation? Did the next 
department receive the context? Did we recommend the right path? Did we 
create a client the service team can actually serve well?

Leaders also have to model the behavior. You cannot demand that intake 
stay calm while the owner panics at every missed sale. You cannot preach 
trust while changing the price depending on fear. You cannot ask employees 
to care about the client while treating the employees like replaceable parts.

Culture is the part of sales that happens when nobody is presenting. It 
determines whether the promise lives after the exceptional person leaves the 
room.

OKAY, JOIE. NOW WHAT?
WHY IT WORKS

The client eventually feels the internal culture. Fear, blame, carelessness, and 
confusion leak through handoffs just as surely as care and ownership do.
SEE IT

Watch how the team talks about clients when clients are not present. That 
language is the culture before it becomes the experience.
USE IT

Choose one company-wide standard: no client repeats their story, no promise goes 
ownerless, or no problem is transferred without context.
ASK YOURSELF

What does my team feel every day that the client will eventually feel 
too?
__________________________________________________________

__________________________________________________________

__________________________________________________________

CHAPTER 22

What Comes Back Full Fold
Care compounds through people, time, reputation, and the decisions you 
cannot trace back to one transaction.

Genuinely giving a shit comes back full fold.
I believe what you put into people comes back full fold. I am not saying every 
person you help will buy, behave well, appreciate you, pay on time, or return 
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the care. That is not how life works. I am saying the way you treat people 
becomes part of the market long after the conversation ends.

A person remembers the business that made a frightening situation 
understandable. They remember the agent who protected the deal instead of 
protecting her commission. They remember the professional who said no 
when yes would have been easier money. They remember who called back, 
who kept the promise, and who did not make them feel small for not 
knowing.

Some returns are immediate. A signed agreement. A review. A referral. A 
repeat client. Other returns are invisible until years later. Somebody heard 
your name at dinner. A former client defended your price. A partner trusted 
you with their best customer because of how you handled the last one. A 
person who could not buy remembered the dignity of the conversation and 
came back when they could.

This is why I do not separate humanity from profitability. Caring is not a 
charity layered on top of business. It is part of how durable business is built. It 
lowers resistance, improves information, strengthens recommendations, 
protects reputation, and creates roots no lead platform can sell you.

The point is not to care because it converts. The point is that real care 
often converts because people are starving for it. They are used to being 
processed. They know when somebody finally sees them.

Sales is not really sales. It is one person helping another person make a 
decision. Do that with skill. Do it with psychology. Do it with structure. Do 
it with boundaries. But above all, do it like the person matters before the 
sale, during the sale, and after the sale. That is what comes back.

OKAY, JOIE. NOW WHAT?
WHY IT WORKS

Care compounds indirectly. It returns through memory, loyalty, reviews, referrals, 
second chances, and opportunities you may never trace back to the original act.
SEE IT

Look beyond immediate revenue. Notice the people who return years later, send 
someone else, defend your name, or remember that you told them the truth.
USE IT

Do one useful thing this week that may never be credited to a sale. Record the 
relationship created, not only the transaction produced.
ASK YOURSELF

What reputation am I building in the moments nobody measures?
__________________________________________________________

__________________________________________________________

__________________________________________________________
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JOIE CHECK

THE SALES 
CONNECTION AUDIT
The book should not leave you inspired and unchanged. Follow the 
human experience from first hello to what comes back.
JOIE CHECK 1

The First Hello
Before you audit conversion, audit the first human moment.

The sale starts at hello - so listen to the hello.
Call your own business from a number the team does not recognize. Submit 
the form. Send the message. Experience the entry point exactly as a nervous, 
skeptical, busy, or vulnerable person would.
Do not grade only whether the task was completed. Grade the emotional 
condition the person would be in when the next stage receives them.

AUDIT IT

How long did it take to reach a real person?
__________________________________________________________

__________________________________________________________

Did the greeting communicate warmth, competence, and control?
__________________________________________________________

__________________________________________________________

What did the person have to repeat or figure out alone?
__________________________________________________________

__________________________________________________________

What one change would make the first sixty seconds feel unmistakably better?
__________________________________________________________

__________________________________________________________
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JOIE CHECK 2

The Lead Journey
A lead should never disappear inside the space between departments, systems, 
and assumptions.

Follow the human, not just the status.
Take ten recent leads and trace every touch from the moment they arrived 
until the final outcome. Include unanswered calls, texts, transfers, 
reschedules, reminders, quotes, and the silence after somebody marked the 
opportunity lost.
Your CRM may tell you where the record went. This audit asks what 
happened to the person.

AUDIT IT

Where did the person wait without knowing what was happening?
__________________________________________________________

__________________________________________________________

Where did ownership become unclear?
__________________________________________________________

__________________________________________________________

Which lost leads never received a real diagnosis?
__________________________________________________________

__________________________________________________________

What pattern appears more than once?
__________________________________________________________

__________________________________________________________
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JOIE CHECK 3

The Conversation
The close is usually decided in the middle, where most businesses stop 
listening.

Audit what the person felt, not only what your team said.
Review five full conversations - not clips chosen because they went well. 
Listen for interruptions, assumptions, rushed explanations, unasked 
questions, and the exact moment the person becomes quieter, more guarded, 
or less present.
The goal is not to catch somebody doing sales wrong. The goal is to find 
where connection stopped producing useful information.

AUDIT IT

How many meaningful questions were asked before the solution appeared?
__________________________________________________________

__________________________________________________________

What emotional signal was missed?
__________________________________________________________

__________________________________________________________

Where did the professional talk past the person?
__________________________________________________________

__________________________________________________________

What one question would have changed the conversation?
__________________________________________________________

__________________________________________________________
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JOIE CHECK 4

The Handoff
The client should feel carried forward, not dropped and restarted.

Trust has to survive the transfer.
Map every handoff in the customer journey. For each one, write what context 
is transferred, who owns the next action, how the client is introduced, and 
what the client is forced to remember or repeat.
A handoff is successful only when the next person receives both the facts and 
the human meaning.

AUDIT IT

Where does the client have to begin again?
__________________________________________________________

__________________________________________________________

Which promises arrive without an owner?
__________________________________________________________

__________________________________________________________

What information is transferred but not the emotional priority?
__________________________________________________________

__________________________________________________________

How can the handoff prove that the company listened?
__________________________________________________________

__________________________________________________________
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JOIE CHECK 5

After Yes
The person is still deciding whether trusting you was wise.

A signature starts the proof.
Walk through the first twenty-four hours and first seven days after a person 
says yes. Look for silence, surprises, unclear timing, missing names, 
unexpected bills, and promises that service never learned sales had made.
The strongest close in the world cannot protect a business from an 
experience that immediately contradicts it.

AUDIT IT

What happens immediately after payment or signature?
__________________________________________________________

__________________________________________________________

What uncertainty is left for the client to carry?
__________________________________________________________

__________________________________________________________

Where can expectations break before service truly begins?
__________________________________________________________

__________________________________________________________

What proof of care should arrive before the client has to ask?
__________________________________________________________

__________________________________________________________
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JOIE CHECK 6

The Roots
Every lead belongs to a larger relationship than the record shows.

A referral is borrowed trust. Return it stronger.
Choose five leads and trace their roots: the person who referred them, the 
review they read, the sign they saw, the employee they knew, the past client 
who spoke your name, or the reputation that made them willing to reach 
out.
Now ask whether the experience strengthened those roots or quietly 
damaged them.

AUDIT IT

Whose trust helped this person reach us?
__________________________________________________________

__________________________________________________________

Did we close the loop with the source?
__________________________________________________________

__________________________________________________________

What story is this person now likely to repeat?
__________________________________________________________

__________________________________________________________

What would make our roots deeper one year from now?
__________________________________________________________

__________________________________________________________

A FINAL WORD

The Way You Treat People
The business is teaching people what your name means in every 
interaction.
Everybody wants the close. I care about what had to happen before the close 
and what happens because of it.

Did the person feel heard from the first hello? Did somebody understand 
the problem beneath the question? Did the business give them enough truth 
to make a decision they could own? Did the handoff carry the trust? Did the 
service prove the promise? Did the relationship remain human after the 
payment?

That is sales.
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Not pressure. Not performance. Not a clever line at the end of a 
conversation. Sales is the entire experience of helping another human being 
move from uncertainty into clarity.

Do it well and you will close more, but that is not the only reason to do 
it. Do it because every lead represents a person, every referral carries 
somebody else's trust, and every interaction is teaching the market whether 
your business deserves another chance.

The sale starts at hello. It ends only when the story they tell about you is 
finished.

Make it a story worth repeating.

3
BY JOIE

38





3
BOOK ONE

BUSINESS

The sale starts at hello.

Sales is not persuasion. It is the moment one human being decides whether
another human being understands, cares, and can be trusted.

In Business, Joie exposes where companies actually lose people: in the first
hello, the rushed intake, the empty script, the handoff that drops the story,
and the assumption that a lead is only a name and phone number. Drawing
from real estate, legal services, marine sales, roofing, consulting, and years of
watching decisions move or die, she shows why helping removes the need to
sell - and why genuinely giving a shit comes back through loyalty, referrals,
reputation, and roots.

If you do not understand the psychology of sales, you are not only wasting
leads. You are wasting connections.

BY JOIE
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