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PART I :: PRE-MEETING RESEARCH  

1. Name                                                   Nickname                  Title 

2. Company name                                    Parent company headquarters city      State 

3. College / University attended                                                           Year graduated 

If there isn’t a graduation date, did he/she finish college? Be sensitive to this.  

4. What business relationship does he/she have with others in our company?  

5. Are there any LinkedIn mutual connections? If yes, who? 
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The Mackay 66  v. 2.0 
Customer Profile
IT'S CRITICAL TO HAVE INFORMATION ABOUT YOUR CUSTOMER. Armed with the right knowledge, you can outsell, 
outmanage, outmotivate and outnegotiate your competition. Knowing your customer means knowing what your 
customer really wants. Maybe it's your product, but maybe there is something else, too: recognition, respect, reliability, 
service, friendship, help—things all of us care more about as human beings than we care about lumber and building 
materials. Once you attach your personality to the proposition, people start reacting to the personality—and stop 
reacting to the proposition.  

Use this questionnaire to develop a profile of each customer. Look, listen, and learn all you can about the customer, 
both personally and professionally. You'll find topics for opening conversations, which can open doors for you and  
your company. The order below in Part I corresponds with the order on LinkedIn.com, the online professional platform.  
Start there. Other resources for the information include Google, their website, receptionists, superintendents, suppliers, 
Twitter, trade publications, and customers themselves. Keep score—there’s a total of 100 points possible. GO.

Date __________ / __________ / _____________

PART I :: PRE-MEETING RESEARCH 
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🌶  Beware spicy sales info! Use caution around this research. 
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6. Previous positions at present company? 

        Title                                                                                                 From               To 

7. Previous employment  

      Company                                     Location                     Title                              Dates 

8. Military service, discharge rank, attitude toward being in the service  

9. College degree obtained                                             Honors 

10. College sports                                                                  Fraternity/sorority 

11. College extracurriculars 

12. Professional or trade associations                                 Offices held or honors 
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1
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1

1

1

OK, you’re 2 pages in.  
Tally up your score so far.  / 14 points
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13.  Who do they admire or follow? (Find this on LinkedIn under interests) 

14. High school                                    City                                   State       Year graduated 

15. Company address                               City                              State                 Zip 

16.  Is it a public company? (If so, read quarterly reports.) 

17. Co-workers who know customer           Nature of relationship?           Good relationship? 

18. What moral or ethical considerations are involved when you work with this customer?  

19. Business phone number                                 Cell phone number  

20. Home address                               City                                   State                     Zip 
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1 YES       NO

2 YES       NO

3 YES       NO

4 YES       NO

5 YES       NO

         YES                  NO

1

1

2

1

1

1

1

2
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21. Birth date                                       Home town                                                 State 

22. Spouse’s name 

23. Spouse’s Hometown    High school                   College                          Postgraduate 

24. Spouse’s interests 

25. Children                                                      Age         Education  

26. Customer hobbies                                            Recreational interests 

27. Religious affiliation                                                                                     Active?  

28. Political party affiliation              Active?         How important is this to him/her? 
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1

2

3

4

5

YES              NO

( Circle one. )

YES        NO 1           2            3            4           5

( 1 = low importance, 5 = high )

1

2

1

1

1

1

                /                   / 1

1
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29. What are the top priorities of the customer’s leadership team?  

• Given last year’s results, is your leadership focusing in on specific priorities?  

• Are there any specific corporate priorities or initiatives that your leadership team is focused on? 

• To what degree is your executive leadership driving the work that is on your desk right now? 

30. What are the top 2 projects your customer is working on now?   

• What are the top 2 projects you’re working on now?  

• How challenging / time consuming are these projects? 

• How close to the finish line are these projects?  

• Are there specific stumbling blocks that are slowing you down right now? 

31. What do you feel is the customer’s immediate business objective? 

• Do you have things that must be accomplished in the immediate short term? Say, the next 30-60 days?  
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PART II :: KEY PRE-MEETING QUESTIONS

CONGRATS ON COMPLETING PART I! The time you’ve invested so far will help differentiate you and  
your company in the mind of the prospect, but we’re just getting started. Part II is where we leverage  
what we know from Part I to thoughtfully prepare questions that will identify your customer’s pain  
points and/or opportunities for growth.  

THIS IS CRITICAL BECAUSE PEOPLE ONLY BUY WHEN THEY ARE IN PAIN OR WANT TO GROW.  
That’s it. 

Below some of Harvey’s questions below, we’ve included scripted variations of questions (as bullet  
points) for you to ask in person with the customer to acquire the answers from their perspective. 
Beware the spicy 🌶  questions! If you plan to use those, think a few steps ahead in the conversation. 

3

3

3

You’re done with Part I !  
Tally your Part I score now. / 33 points %
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32. What do you feel is the customer’s long-range business objective?  

• Looking out over the next 3 years, are there specific goals or objectives you’ve identified?    

• People love quoting Good to Great’s “BHAG” or Big Hairy Audacious Goals—do you have a BHAG? 

33. What are the key problems as the customer sees them? 

• What are the biggest challenges or problems you’re focused on resolving in the next few months?   

• Unrelated to me, what is the biggest pain in your ass that you’re dealing with right now, today? 

• Just curious . . . when I leave here and you get back to work, what’s the biggest issue you have to solve? 

• Do you think the corporate culture here is helpful in solving problems?  

34. What do you feel is the customer’s long-range personal objective?  

• Once a year I take some time to write down my personal goals; have you ever done that?  

• There seems to be a lot of opportunity for advancement here. Are there paths you are interested                         
in taking to change roles? 

• Are there other facets of the business you’d like to transition into over time?  

• Are there personal goals—related to business or otherwise—that are on your “bucket list” so to speak? 

35. What do you feel is the customer’s immediate goal?  

• We may have touched on this before, but do you have an immediate goal you’re focusing on right now?  

• Goal #1 . . . número uno . . . top of the list . . . personally of professionally . . . what’s yours?  
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36. Does the customer think of the present or the future? 

37. Why did you select that answer? 

38. Do you sense any conflict in your customer’s focus on time horizon?  

      For example, an executive or business owner should be thinking years into the                                                        
future; a purchasing manager will often focus more on the next 6-12 months. 

39. Why did you select that answer? Any additional thoughts? 

40. Which adjectives would you use to describe the customer?  
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   PRESENT         FUTURE

( Circle one. )

   YES        NO

( Circle one. )

PART III :: POST-MEETING INFORMATION

HEY THERE—HOW DID THE MEETING GO? By researching your customer effectively (Part I) and then  
leveraging that information to prepare intelligent questions (Part II), I sincerely hope your meeting  
proved valuable for you and your customer. Now that the meeting is over, don’t rush ahead too quickly. 
You should have learned a ton of valuable information during the meeting. Take a few minutes to 
document what you learned here in Part III. 

1

1

2

Part II is in the books !  
Tally your Part II score and 
add it to your Part 1 score. 

/ 57 points %
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41. What status symbols did you notice he/she was wearing? In the office? 

42. What conversational interests do you recall? 

43. What is he/she most proud of having achieved? 

44. What do you think is of greatest concern to the customer at this time—the welfare of                       
the company or his/her own personal welfare? 

      Why do you think that? How can you use that information to help? 

45. Whom does the customer seem anxious to impress? 
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COMPANY                                  PERSONAL WELFARE

( Circle one. )

2

3

2

2

2
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46. What adjectives would you use to describe how he/she wants to be seen by those people? 

47. Is he/she primarily concerned about the opinion of others? 

48. Are there specific individuals whose opinions appear to be more important than others? 

49. Do you have any connections to those people listed above? (Have you checked on LinkedIn?)                      
Would any of these people be worth getting into contact with?     

50. On a scale of 1-5, how self-centered do you believe he/she is?  

     Why did you rate them that? How can this information be used to help? 

51. On a scale of 1-5, how ethical do you believe he/she is? 
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 YES           NO

( Circle one. )

1                             2                             3                             4                             5

( 1 = not self-centered at all, 5 = highly self-centered )

1                             2                             3                             4                             5

( 1 = not ethical at all, 5 = highly ethical )

2

1

1

2

2
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     Why did you rate their ethicality as such? How can this information be used to help? 

52. On what subjects (outside of business) does the customer have strong feelings? 

53. What are the customer’s spectator sport interests / favorite teams?   

54. What notable medical history is worth documenting / remembering? 

55. Is the customer divorced?  

56. Is the customer active in the community?     Did he/she mention any volunteer work?   
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   YES        NO

( Circle one. )

   YES        NO

( Circle one. )

1

1

1

2

1
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57. Did the customer mention any vacation destinations / preferences? 

58. What are the customer’s favorite places for breakfast / lunch / dinner?  

59. What are the customer’s favorite items on the menu? 

60. Does the customer object to having anyone buy his/her meal?  

61. Does the customer drink alcohol?                     Is customer offended by others drinking? 

62. What kind of car does the customer drive? 

63. Does the customer feel any obligation to you?    Your company       Your competition? 
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   YES        NO

( Circle one. )

   YES        NO

( Circle one. )

   YES        NO

( Circle one. )

2

Make

Model

Year (estimate)

1

YES        NO        DON’T KNOW

( Circle one. )

YES           NO           DON’T KNOW

( Circle one. )

1

   YES        NO

( Circle one. )

1

1

1

1
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64. Considering the problems, challenges, and opportunities noted above, how can you help? 

65. In the proposal you plan to deliver, what habits or processes does it require the                        
customer to change that is contrary to custom or new to them?  

      What other costs (financial, time, stress, etc.) are associated with switching to you? 

66. Does your competition have better answers to these questions? 
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   YES        NO

( Circle one. )

1

2

3

3

PART I SCORE PART II SCORE PART III SCORE TOTAL SCORE

+ + =
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0-25 Have you read, Death of a Salesman? You should.

26-50 “Put that coffee down! Coffee is for closers.”

51-75 Look out President’s Club . . . here I come!

76-100 You made Harvey Mackay proud. Congrats.  

SO . . . HOW DID YOU SCORE?
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