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S4E37: Michael Sherlock 

SPEAKERS 

Michael Sherlock, Peter Margaritis 

 

Peter Margaritis   

Hey, welcome back, everybody. I, this is going to be so much fun. My guest today, as you all know is 

Michael Sherlock. And first, thank you so very much for taking time out of your schedule to spend some 

time with me on my podcast.  

 

Michael Sherlock   

Oh, absolutely. My pleasure, what a great opportunity to be here.  

 

Peter Margaritis   

And another thank you goes out to you. I'm gonna do this publicly versus in the Intro, thank you for 

being on the editorial board for the for the book, 'Off Script, Mastering the Art of Business 

Improvisation." Your comments and your feedback were wonderful. Thank you so very much for giving 

me your time to do that.  

 

Michael Sherlock   

You're most welcome. And I pre-ordered the book as well. So, looking forward to that coming out. 

 

Peter Margaritis   

And you heard, she's already pre-ordered. So, those of you who are listening, you go out there and pre-

order it today, because 20% on October 6th. So, let's talk about Shock Your Potential. How did those 

three words become your brand? 

 

Michael Sherlock   

Peter, when I tell you the story, you're gonna go "Oh, really? Couldn't you come up with something 

better than that?" Because you know how you're the Accidental Accountant? This was a total total 

accident. And, you know, when I left corporate America, and I was I published my first book, and I 

wanted to write more books. I wanted to speak and train. My new, okay, you know, I'm a serial 

entrepreneur. So, I've done this before. So, you know, you got to get yourself together. Get yourself a 

website. You know, get the logo, all those all those pieces. And the gentleman who was helping me put 

together my website, he's like, "Okay, Michael, what makes you different than any other speaker out 

there?" And I went, "Ahhhh.  Ahhhh.. Well, it's me. I mean, I'm awesome. I mean, come on!" He goes, "I 

know that what makes you different?' And I said, "Well, you know, I mean, obviously, I'm different. I 

have funny color hair. My name is Michael. I'm really shocking. People get shocked by not only my 

name, but what they see. But then they're, you know, really surprised, because I'm very serious about 

business. And I said, ultimately, it's about getting people to reach their potential, their full potential. And 

I specialize in leadership and sales and sales leadership." So, this was where my mindset was. So he, I 
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knew he wasn't really impressed with my answer. You know, he's like, really, that's kind of sucks, but 

he took it. He came back a few days later, and he goes, "Okay, we got a concept for you. And we've 

already secured the domain name, just in case you like it. If you don't, don't worry about it. But what do 

you think about this? Shock Your Potential?" And I went, "Eh. I don't think so."  

 

Peter Margaritis   

Really?  

 

Michael Sherlock   

I know, I was like, I don't know. I mean, that's not really what I'm trying to do. And, you know, when I 

said, Let me think about it. And so I, Peter, I literally thought about it for three weeks, three weeks. I 

mean, I overanalyze a lot of stuff. I totally overanalyze that. And then one day I woke up, and I was 

going for a walk in the morning, and I went, Oh, dah! Like, that's it! Shock Your Potential. That's me. It 

was totally by accident. And I almost let it slide. 

 

Peter Margaritis   

Well, I'm glad you did. And I remember the first time that we didn't really meet but you're in a webinar 

about going wide with E-books with Kay Kolbert, the publisher.  I don't know if she did your book. 

 

Michael Sherlock   

Yep, she's done all my books.  

 

Peter Margaritis   

And I went, who's cool lady with the...I thought, purple pink, I'm colorblind hair? And then as you're 

participating in this webinar, and I went, "Wow, she's got it together." There's some... there was the 

confidence in your voice, and way you articulate. I went, "Wow, I'm very, that's impressive." That's the 

first time I've let that out, so I haven't said that before. And I want to share them because I vividly 

remember, and I remember talking to Kate, how cool you are. And when she's said, maybe we can get 

her to do, be on the editorial board. I went, "Oh, please, please, please." I love the brand. And I love 

your background in sales. I mean, you didn't just head up some small organization of three 

salespeople. No. You got a massively huge job at a pharmaceutical medical supply area. And I thought 

maybe that's how your hair turned that color. Most people's hair turned gray, you just happen to turn 

purple. 

 

Michael Sherlock   

Exactly. Or blue or green or you never know what it's going to be, because it changes about every six 

weeks. In fact, with what you're looking at right now, this is actually very, very mellow for me. I am 

about two weeks from getting it all done again. So, this to me, I look in the mirror, and I go, "Gosh, I 

look kind of boring." 

 

Peter Margaritis   

Well, I have to share the story that you shared with me before we went on about your color of hair. You 

said during the pandemic... 

 



    - 3 - 

Michael Sherlock   

Yeah. 

 

Peter Margaritis   

You couldn't go get it done. And okay, guys listen to this. Her husband volunteered to help her color her 

hair, especially in the back where she couldn't see. And actually yeah, cut her hair. And that goes to 

husband of the century award. 

 

Michael Sherlock   

Oh, my God, he's so good. And I mean, he's really, he loves my hair. In fact, the whole joke is, is in my, 

my hairstylist knows this. Every hairstylist in her salon knows this, is that the question is, will I leave the 

hair salon and go home? Will he say, "Eh it's too subtle?" Because he likes it when it's bold and crazy. 

And so you know, as the pandemic went on, and obviously couldn't go get my hair done, you know, and 

the roots are starting to grow. And I'm like, well, let's just add some blue. And let's add some more blue. 

And let's go pick up some purple. I mean, I was I was clearing CVS out of all these colors. But he he's 

like, you know, you're missing some spots. Let's help you know, let's work on this. And it really was fun, 

because he was really committed to making sure that my hair, especially because you know how much 

video stuff I do. He didn't want me to feel during that time, like I wasn't pulled together. And so yeah, I 

mean, that's, it's pretty cool. And he would do it in a heartbeat again today, if I asked him to.  

 

Peter Margaritis   

Well, we have it on record now for sure. Make sure that he listens to at least this interview. 

 

Michael Sherlock   

I will.  

 

Peter Margaritis   

Committed to. 

 

Michael Sherlock   

Oh, he'd be happy to do it. I do have the husband of the century without a doubt.  

 

Peter Margaritis   

That's cool. That's great. Now, what what's this leadership development? And you said, sales 

leadership development? Which like Scooby Doo went, "Arrroo!"  Tell me more about sales leadership 

development. 

 

Michael Sherlock   

Yeah, you know, it's really important. You know, leadership at the core is something I'm really 

passionate about, which is what, you know, prompted me to, to write my first book, which is called 'Tell 

Me More: How to Ask the Right Questions to Get the Most Out of Your Employees.' And it's really, in 

both my published business books, and the ones coming are all written like novels, because I try and 

tell through stories. But my own leadership journey, always coalesced with sales in some way. And so 

to me, it's really, really important that we understand that leadership's strategies are different in a sales 
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environment. You can use some of the same concepts, but you have to apply them differently. 

Especially when you're trying to help salespeople who are hesitant, who are young, who and I don't 

necessarily mean young by age, but young in the field, that are nervous, maybe aren't confident 

closers. Leadership in that environment is really, really critical, because you have to help people 

overcome their own fears, their own obstacles, and get to the point where they don't see sales as this 

big bad word, but they see sales as a relationship, and how you navigate the ups and downs of 

relationships and where you are. And when we, when I make those things happen with people, 

especially large companies, and they have those moments where they're like, oh, why didn't I say that? 

Or why didn't I ask those questions of my person? You know, of my team. I could have gotten them 

past those struggles faster. That's what I'm like. Yes, that's exactly it. It's about learning to ask the right 

questions, to really understand where people are coming from and realize that sales is no, not a one 

size ticket all perspective when it comes to leadership at all. 

 

Peter Margaritis   

So, how do help them get past their fears? Is it framing the landscape differently? Is it showing them or 

demonstrating them what are better questions to ask than others? How does this how does this work? 

 

Michael Sherlock   

Well, I'm going to say yes, yes, and yes. And even more. So, let me, as I've worked in sales, my actual 

first job at 16 years old, I got hired at a jewelry store as a gift wrapper. And I got hired and I started in 

October. And by the time I got to Christmas time, I was selling diamonds and Rolex watches. And I had 

this amazing opportunity where it never dawned on me that sales was something to be frightened of. 

When somebody walked into the store the jewelry store, I'd say, "Well, hello, what brings you in?" Well, 

I'm looking for a diamond ring. I'm like, Okay, let's talk about it. What he what kind is this for an 

engagement? Is this an anniversary? Do you know what kind of diamond you know what color gold you 

want? And all I would do is ask enough questions till they got to the point where they said yes. And I'd 

say Well, here's some things that absolutely meet what you're looking for. Do you like any of these? 

And most of the time, they'd say Yes, that's exactly what I want. I'd say great, it costs X amount of 

dollars, would you like it? Yes, I would. Do you want to pay by credit card check or charge. At that time 

we took checks still, you know, back in an eon ago. But really, sales is about figuring out just what 

questions you need to ask someone so that when they are ready to purchase, that it's seamless for 

them. But not getting hung up on the fact that if that person walks in today that today the sale must be 

made. The goal is to find out from that person, on the other end of the phone, who walked into your 

store, who's sitting across the table, what exactly do you want to buy? How much do you want to pay 

for it? And when do you want to complete the transaction? And if I know those pieces of information, I 

can make it incredibly smooth and easy for everybody. To me, sales is just another way of meeting 

somebody expectations. But to get there, you have to get out of your own head. 

 

Peter Margaritis   

So, is it the fact that maybe some of the younger ones are going through sales training, this might not 

be part of the process of that training. It's training a lot about the product itself. And this is what the 

product will do for your, your customer or this what this medical device do for your patient. And we're 

coming in and we're not asking those questions about what are your needs? I'm just telling you, what 

are the benefits to this?  
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Michael Sherlock   

Yes. And that happens a lot. And I'll tell you, the number one place that that happens is in 

pharmaceutical sales. So, I spent about seven years of my career, six or seven years of my career, in 

pharmaceutical sales. And you are trained. You are trained how to, you know, data dump features and 

benefits. You know, you are trained within an inch of your life, how to ask for the sale. How to get 

somebody to say yes, I will, I will promise you that I will have one patient that I will put on trial with that. 

I will try to compare one patient on this milligram to that milligram, whatever. But what was what's so 

problematic about that is that number one, that's not what anybody wants to have happen to them. If 

they are being quote unquote sold., they want to have a conversation. So, I would in certain 

circumstances when my boss would come to ride along with me, that's what they're looking for. That's 

what they were measuring you against. So, I would do that. And my doctors and nurses would look at 

me like what happened to you? Where did you come from? Like, what? Were you...did aliens invade 

your body? Because this is not how this happens? Because every other time I'd walk in their office and 

say, "Dr. Peter, Dr. Margaritis. Hey, now let's just be honest here. I know that you don't prescribe my 

drug at all. Can you tell me what you like about the competitor's drug that makes you choose that first, I 

don't care what you don't like about mine? I'm not gonna try and convince you just tell me what you like 

about that one." And the more I get it, because then they love to tell you what they do like, right? Well, I 

love it. I love the efficacy. I love how rapid it is. I love the cost of it for my patient. I love the side effect 

profile. And all that time I'm gathering information that I can say, all right, well, would you let me give 

you some examples where maybe we can fill some of those in some and I'll be honest, where we can't. 

And so why I was successful in that is that I just had conversations that were really about what they 

were doing or not doing. I didn't try to force them to buy what I was selling. I just wanted to know. And 

in the end, if they didn't ever buy my drug, I didn't try and push it. But I'll tell you what, that was how I 

was also successful as people are like, Why do you keep coming in here bringing me lunch, if you 

know, I'm not going to prescribe your drug? I'm like, well, because I have to. Because that's part of my 

sales profile. I have to come here once a month. I might as well bring you food you like. I'm thankful 

you've answered my questions. And pretty soon they're like, Alright, fine. You wore me down. I'll try it. 

And my great I didn't even ask you. But there's the relationship and you said it in the beginning. And I 

don't know if it's before we started taping or not. But you know, you're like I don't really like sales, but I 

like building relationships. To me. They're one in the same. 

 

Peter Margaritis   

So, I have to share the story with you. My best friend from college, his name is Tom. I'll leave his last 

name out. But Tom, I'm telling the story.  

 

Michael Sherlock   

Tom, you better be careful. It's coming out. 

 

Peter Margaritis   

 He just retired from pharmaceutical sales for a number of years. This guy was an art major in college. 

One of his last roles, he won the Chairman's Award three straight years in a row. As he didn't...he didn't 

follow the prescribed way.  
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Michael Sherlock   

Right. 

 

Peter Margaritis   

He was creative, and was listening to the doctor. Similar to what you did. But he's sharing like maybe a 

couple months for him to retire. He was sitting out waiting to go into a Doc's office.  He goes, "You 

know,  I'm gonna try something different today." So, he goes, and he starts telling the doctor all the side 

effects about this drug, and all what it does. And then when he stops, the doc goes, "Why would I want 

to prescribe that?" "Well, here. Now let me tell you the benefits, and those benefits outweigh the risks." 

And oh guy bought and started prescribing this drug. And he just twisted that conversation around. We 

don't really talk about the side effects, but a little bit that that shock your potential. Why are you giving 

me all the side effects? Why are you telling me, you know? Oh, oh, now I get that. So, I thought that 

was a very unique angle at selling that he did that I don't think a lot of people do. 

 

Michael Sherlock   

Well, and that's confidence. I mean, he had great confidence because he knew, look, I can tell you all 

the side effects, because a lot of times people don't want to say the side effects because they feel like 

that's going to negate all the positive things that they just said. I do the same thing and similar 

circumstances where I might say to somebody, they'll say, okay, we would like to have you speak, you 

know, so what are your charges? You know, what are your fees? And I've been known to go, Well, let 

me just tell you, you better sit down, because this is going to blow you away. I mean, like, you better get 

your checkbook ready. You better figure out how you're going to leverage every single thing that you 

have. Because I'm telling you, you know, and I just had fun playing it up. And then when I tell them 

what my fees are, they're like, Oh, thank God, I thought it was gonna be so much worse. You're right. 

You know what, we just had fun with that. But in the reality, I'm still telling you what I charge. But I don't 

have any... I don't have any anxiety in that. I don't have to worry about what I'm saying. I'm having fun 

with it. Because we've already built the relationship to this point. 

 

Peter Margaritis   

So, I just tried something recently, I someone asked me, What was my speaking fee? I said, $35,000. 

They started laughing.  I said, "Is that out of your budget?" I mean, you don't know until you ask. So I 

know where I can't go. So, here. Let me come down to this point. And then let me tell you, how about 

this number here. Okay, that sounds good.  

 

Michael Sherlock   

Yeah, exactly.  

 

Peter Margaritis   

Oh, crap. That worked!  

 

Michael Sherlock   

Yeah.  
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Peter Margaritis   

Got their attention.  Gave them a little bit of a shock.  

 

Michael Sherlock   

Yes.  

 

Peter Margaritis   

But there was in a humorous way. So, do you know what,  if you've ever asked, you might have had the 

budget for it. But if I didn't ask, I would never find out. 

 

Michael Sherlock   

Exactly. Yeah. And that's when you say, and you know what, someday? Somebody's gonna go. Cool. 

Got it. All right, where should we write the check? 

 

Peter Margaritis   

That and I've got to learn on Poker Face.  Going, good.  Not my jaw coming unhinged like a cartoon, 

hitting the floor. 

 

Michael Sherlock   

I love it so much.  

 

Peter Margaritis   

But you just said something that I think was critical in this conversation, and it's the F word. You had 

fun? 

 

Michael Sherlock   

 Yes. 

 

Peter Margaritis   

 I think a lot. I can look back at my past. I don't think it was... I never looked at as fun. It was more of a 

struggle. It was a jousting match. It was, but I never looked at it like, well, this is how we all 

communicate.  Yeah. It's the more that we can find out what their needs are not what our features and 

benefits, and then find that connection. 

 

Michael Sherlock   

Yes. Right. Exactly. Because otherwise, we're assuming. We're making assumptions. We're making 

assumptions about what that person wants or doesn't want. We make assumptions about what they 

can and can't afford. And you know, I spent more than 10 years of my career in hearing aids. And I love 

to say that in hearing aids, we sold products that nobody wanted at a price tag nobody wanted to pay, 

because nobody wanted it because then they thought they were old. And they didn't want to pay it 

because it was quote unquote, too expensive. You know, and I manage sales teams of up to 500 

people, and you know, was responsible for about 100 million a year in revenue. And to get people to 

realize you're deciding as the salesperson whether or not you think it's expensive. You don't know what 

that person's budget is. You don't know what their tendency is to want to take care of their needs. You 
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don't know what the pain point is, of their hearing loss. So, take the emotion out of it, and ask them 

questions instead that just help you to understand. And then when you say the price, you won't be so 

fearful because what we get down to it is when you get down to the price that per... the salesperson 

was always so, you know, nervous, because if I say that this set of hearing aids is $7500, which a lot of 

the top end were at that point in time. They were thinking, well, I wouldn't pay $7500 for a pair of 

hearing aids, but like you're not that person.  

 

Peter Margaritis   

Right.  

 

Michael Sherlock   

You don't even know with what they make or don't make. That doesn't even matter. The question is, tell 

them what the price is. That's not the emotional charge. Now, if they say, if they come back and say, 

well, that's expensive, that's still not a yes or no. That's not, 'Oh, I can't afford that.' That's a statement. 

You know, if that'll let price sit. And then if somebody says that's a lot and I can't afford that, then you 

know, then you say let me tell you what are other options are. And by the way, the reason I quoted this 

one is because when we talked about all of your needs, I know without a doubt that this set will meet all 

those needs. But there are others that will be good for you as well. Let's talk about them. Or you can 

say no problem. Do you have a budget that already came in mind with? You know, you can go straight 

to the heart of it too. But people are so afraid to talk about money as if it's a taboo issue rather than 

seeing that it's just part of the transaction. And it's actually the final part of the transaction. The 

emotional part and the decision making has already been done. The final, the final part of the equation 

is, what am I willing to pay for whatever this good product or service or idea is? And then let's make 

sure that it happens at that point at the right time. 

 

Peter Margaritis   

Very well said. And as a couple things popped to my mind. So, if you had to sell hearing aids to Jed 

Clampett?  

 

Michael Sherlock   

Yes. 

 

Peter Margaritis   

Because we all make those assumptions. Those of you who don't know who Jed Clampett is... I know.  

Some people don't. Oh, my God, he's struck on oil, so he should have been able to pay for it. That's 

right. But we tend to judge the book by the cover. It makes a tremendous amount of sense. One 

assumption that we make is we would never paid for that, so why would someone else. 

 

Michael Sherlock   

Exactly, yeah, we put our assumptions on to other people. And that's just not fair. You know, it's just 

like, and this is probably something that I suffer from, but I have an example of this in my second book, 

which is 'Sales Mixology.' Why the most potent sales and customer experiences follow a recipe for 

success, like I'm doing the plugs for my books. And in it. And in it, I have this example of, you know, a 

restaurant where the, you know, quote, unquote, guest is, you know, testing a new server and says, 
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you know, is asking him all kinds of questions and then says, Well, what do you recommend? You 

know, based on the specials, or whatever? And my example is, is that when the server says, Oh, well, I 

think you should have the meatloaf because of the meatloaf's fantastic. Well, if you haven't asked me, 

well, we have a number of great specials. Are you let me just clarify first, do you like meat? Fish? Are 

you a vegetarian or vegan or whatever?  Because one...you need to clarify. Because what if you say 

the meatloaf is great, and I go, Well, I don't eat meat. Oh, well, then you should have the pasta fagioli. 

Oh, I can't eat shellfish, you know, then then all you're doing is disappointing that person. Whereas if I 

could say first, well, you know what, I don't care for beef. Chicken or fish are fine. I'm allergic to 

shellfish. Then I can say, well, great, there's some options here. So, it's the questions that you ask at 

the time that you ask them at the right spots that allow people who want to make a buying decision to 

help give you enough information to give them exactly what they want to purchase. 

 

Peter Margaritis   

Why do... Why are people so afraid to ask questions? In sales environments? 

 

Michael Sherlock   

It's a it's a...That's a great question. I have no idea because I'm...to me, it's just so natural to ask 

questions. I do think that sales training is a lot to blame. Because we do train people to go through 

sales scenarios, because somebody has made something work. And I'm not saying that I haven't done 

this too, because there are some really good sales trainings that I have helped roll out for my teams 

over the years. But I've always said to this is a script, ut it's not to follow verbatim. I mean, just look like 

off off script, you know, improvising. But the script is a guide. The script is not, a it's not a map, that you 

go from here to here to here. It's a guide to give you that visual standpoint of what you're trying to 

achieve. And some of the phrases in that maybe you want to use. Some of those questions and the 

way you ask them, and when you ask them you may want to use, but the whole goal is to elicit enough 

responses to get people to purchase verbally, themselves. And that's the whole goal. But I think the 

reason people are hesitant is that, especially if they are being measured by how well they follow the 

script, how well they follow the sales process. That's terrifying to go against that, even though they 

know they don't like it. They know they don't want to follow that. But they're afraid to not do it, which 

makes them more uncomfortable in the process. 

 

Peter Margaritis   

Oh, by the way, thanks for the call out plug for my book. I appreciate that.  

 

Michael Sherlock   

See, I plug both my books, and I plugged your book as well.  

 

Peter Margaritis   

Even better, that would be a valid point, because we tend to follow the script. And if I bring it into the 

improvise world, well, we tend to follow a script. We quit listening. 

 

Michael Sherlock   

Yes, yes. And one of the things that let's talk about another example from your book when I was on the 

editorial committee, that I loved this example where you're in this improv class, and you're supposed to 
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be fishing and or you know, and you're up there with somebody else. And then it is and you're like, it's a 

beautiful day for fishing or something and he says something else and you're like, no, we're catching 

trout. And he's like, No, I'm fishing for you know bowhead sharks. I don't know what it was. But your 

whole point after that story was the improv teacher said you didn't listen to him. He told you that he 

changed the script, and you wanted to go to your script. And I love that you share that because I think 

that's exactly what happens in these situations as people are people like, Oh my god, you're going off 

my script. I've got to get us back on script instead of whatever somebody tells you, that's, that's going to 

help you. You can't go down too many rabbit holes. You got to keep things somewhere, you know, 

between the, you know, the fenders, but it still is that element of this is a process. If somebody is in 

front of you, or on the phone or whatever, and they are there indicating that they want to buy your 

goods, products, service or idea, then your responsibility is to help them get to that point. That's the 

way I see it. Is I, and I might not be the one who can sell it to him. In which case, I need to be big 

enough to say, you know what, given everything I've learned, I know exactly what you're looking for. I 

wish we had it for you. We don't, but I know who does. That makes you so much more confident as a 

person when you say it's not about completing the sale, it's about making the sale happen for that 

person at the right time, the right place the right way. That's when people stop worrying about those 

little steps in the script along the way. 

 

Peter Margaritis   

Wow, you just give an example of a salesperson literally parking their ego. Taking that commission 

thought out of their head, or however they're compensated, and pointing them in a different direction. 

That is difficult for a lot of people to do. It's either do it my way or, I'm not giving it to my competition or 

whatever.  

 

Michael Sherlock   

Oh, yeah. And I'll tell you, I'll tell you a really funny example, back from the hearing aid industry. I was 

visiting one of my teams in a state that begins with the letter O but I won't tell you what else other 

letters are in there, that narrows it down. And, and so I'm in there, and I've got like 30 people in this 

room. And they're all telling me, you know, about how Miracle Ear down the street is trying to screw 

them, and Beltone is doing this. Costco is doing this. And I, you know, my patients, they deserve better 

than this. So I, I just let him go. Because they were kind of on a roll. They were having their shorts and 

their lunch handed to him, basically. You know, we were being outsold by everybody else. And I just let 

them go, because they are all bla bla bla. And I go, I have a question. So, why do you think it's 

important that people don't go to Costco or go to Beltone, or go to Miracle Ear? And they're like, oh, 

we're so much better. We take care better care of our patients. We care more about them, bla bla bla 

bla bla. And I let him go again. And I said, Hmm, so what you're saying, let's just use a Miracle Ear for 

an example. So, those people that miracle they are there, they don't treat our patients as good as 

weekend? Absolutely not. And I said hmmm? And I stopped I go, how many people in here used to 

work for Miracle Ear, but now work for us? In a room of about 30 people, at least six of them used to 

work for Miracle Ear. I go, how do you guys feel when you hear that? They're like, you know, their 

heads go down. Now, granted these people were also complaining about Costco and Beltone. You 

know, five minutes before. I go, how many people work for Beltone? You know, we go through the 

whole thing. And I go, you guys guess what? All of us care about our patients. I don't care where it is. If 

you think that the people at Costco don't care about their hearing aid patients, you're fooling yourself. 
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And I said, frankly, that's obnoxious. So, instead of thinking, trying to convince people that we're better 

than them, how about we actually just care about our patients? And I'll tell you, they were all very 

shocked. But things turned around really quickly in that district, because they stopped being so ego 

driven about why it was important that people buy, buy them and buy from them. And realize it's not 

about that. It's about if we can give the person what they need. They feel comfortable. They like us. 

And by the way, if somebody says, Hey, I'm shopping around, and by the way, I'm going to go to 

Costco, then say, fantastic. I think it's really important that you find the place where you feel more most 

comfortable. Find the product that you like the best. And if it's with Costco, fantastic. If it's with us, 

fantastic. I just want you to get your hearing treated. You make a statement like that. People will come 

back to you more often than you can count because you're not trying to sell them. You just want them 

taken care of.  

 

Peter Margaritis   

Oh, but you've just planted one hell of a seed in their head.  

 

Michael Sherlock   

Oh, yeah. Heck, yeah.  

 

Peter Margaritis   

So, you said something earlier, as sort of, I think towards the beginning of the interview. Do you have a 

third book coming out? 

 

Michael Sherlock   

Well, I have a couple. Yeah. So my third book will be 'Shock Your Potential.' But I haven't finished it all 

in mostly because I kind of stopped writing it as a novel. And I was turning it more into the actual book 

in the format that I've done the talk, because I've done the Shock Your Potential talks so many times in 

the last couple years. But I have I have two others in motion. But I also have my first actual novel that 

I'm working on so I cannot wait to finish that. That's going to be the next one that I finished. That has to 

come out before Shock Your Potential. 

 

Peter Margaritis   

Okay, so you've got it sounds like 30 books in the process.   

 

Michael Sherlock   

Pretty much. 

 

Peter Margaritis   

Pretty much. And you also do a podcast?  

 

Michael Sherlock 

Yep. five days a week.  

 

Peter Margaritis   

Five days a week. And how long are those interviews?  
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Michael Sherlock 

25 minutes.  

 

Peter Margaritis   

25 minutes. Okay, so 25 minutes, and you’re running a business. 

 

Michael Sherlock 

Two businesses.  

 

Peter Margaritis   

Oh, that’s right.  I forgot about your other business. And, and you're married and do you sleep? 

 

Michael Sherlock   

Yes, actually. Yeah. And I don't start work before nine o'clock in the morning. So, I'm getting it pulled 

together finally. 

 

Peter Margaritis   

If I'm if I remember early conversation, one of the reasons why are you able to pull it together and not 

really start work by nine o’clock is because you have a whole team behind you. 

 

Michael Sherlock 

I do, I do.  

 

Peter Margaritis   

It’s like a business venture. 

 

Michael Sherlock   

Yeah, I do. I'm really lucky that way. And I don't know why I say lucky, because I've worked really hard 

to make this happen. But almost two years ago, I hired my first two people. They're in Kenya. In fact, 

my entire team is in Kenya. And our second business is all based in Kenya for the people. So I'll 

explain that. But, you know, I really I needed some people that would help me with, you know, admin 

stuff, and podcast stuff, and marketing and all that. And I, because I'd worked with a client who had a 

team in Kenya, I got to know several people that are so that's kind of how that came about. And about 

this time last year, I had so many people asking me, you know, how did you get all these people? How 

do I find somebody in Kenya. And by that time, I had actually doubled down. So, when the pandemic 

shut down on my speaking, I doubled down on my business and decided to do all those things that I 

wanted to do before that I didn't have enough time to. You know, revamp the podcast, create some 

more programs, work more on my books. And so, I added to my team. And so, when I interviewed 

probably about 100 people for the, you know, eight or so people that I had working for me by then. And 

so, we started a second business called Kukuabiz, which means growth in Swahili. And we match 

virtual assistants and people to do marketing and you know, website management, podcast 

management, you name it, from Kenya, with small businesses actually around the globe. So, we have 

some clients in Mexico. We have one in Australia. We have one soon and in South Africa, strangely 

enough, but yeah, that's it's been really, it's been fantastic. So yeah, I have a really great team. And 
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they now manage the day-to-day details for me, so I can work at a different elevation with both of my 

companies. 

 

Peter Margaritis   

What we're done, there's someone referred to you that is in desperate need. And it's not me, but I'm 

also one of those people that I want to talk to you about.  

 

Michael Sherlock   

You’re like I have a friend.  

 

Peter Margaritis   

I have a friend and I have myself. And how can they…how can the audience one find out more about 

this business of yours if they need that, that outsourcing help? 

 

Michael Sherlock   

Oh, yeah, and by the way, we have a lot of people doing accounting work as well. I have a number of 

our we call them talents on Kukuabiz who are CPAs in Kenya. So, they can just look at Kukuabiz.com, 

which is kukuabiz.com. Or you can just look up ShockYourPotential.com, and we have a link. I think on 

our team page, or like our meet our team page that that links back to Kukuabiz as well. Or just email 

me at Michael@shockyourpotential.com, and say, Hey, I don't know that I can't remember the name of 

that company. But I should like to know about a VA out of Kenya. And I'll figure it out. Just make sure 

that to reference this podcast so I can give Peter credit for it.  

 

Peter Margaritis   

Oh, thank you very much. Before we wrap up, and we'll give your information out again on how they 

can contact you for your speaking, and one thing that you would say to this audience that they can 

immediately apply in the world and we'll keep it in the sales world. What would that one thing be? 

 

Michael Sherlock   

So, I'm going to give you very briefly the concept of Shock Your Potential. So, I take the letters in the 

word shock. And I have them stand for things. So, the H or the S is for Stand Out. And I'll give you the 

rest in a minute. But I'm just going to focus on Stand Out. Because when we have a sales value 

proposition, it's what we can do that makes us different. Let me give you an example the intro to your 

podcast, your voiceover talent, after the commercial does a little blurb about you and your speaking and 

what you can bring to audiences. That value proposition that comes through in your intro, Peter, is 

fantastic. I was taking notes. I'm not gonna lie. I'm going to steal some concepts when we go into our 

2022 podcasts because I'm like, I need to redo my in any way, and I like this. But that value proposition, 

you know, she talks your script is about, you want to be memorable. You want to make sure you're 

really having an impact on your audience. You want to be able to make sure that they walk out of there 

learning something different that they can apply right away. Those value propositions that we have the 

ways we stand out, we should be very proud of. And when we stand out, that allows the dialogue of 

sales to happen much more clearly. So that when someone says, I'm interested in hiring you, as a 

speaker. I'm interested in hiring you as an accounting firm for my organization. I'm interested in you for 

whatever, then you say, wonderful. I'm so glad. Thank you so much. Please tell me what made you feel 

mailto:Michael@shockyourpotential.com
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that I would be a good match. Now, when you ask that what you're saying is, how did I stand out to 

you? Because once you know that, then you know a little bit more about what's important to them, then 

you can start to say things like, great, where would you like to start? Would you like to start with me 

talking about how we will meet your needs? Would you like to know what my fee structure is? Would 

you like to know, and you ask them the questions that help them guide the dialogue. Pretty soon all it is, 

is a matter of going through it step by step until you reach the end. But I'll give you the other letters just 

real quick. So, the S is  for Stand Out. The H is for hone your skills or higher your deficiencies, which is 

why I now have a giant team. There's a lot of things I can do that I don't like to do, I don't want to do 

and it doesn't fulfill my business objective. And the O 's Operate as if you're already there. That doesn't 

mean act, Fake it till you make it. It means look to people who are already where you want to be. See 

what kind of things are helping them achieve and maintain that success and see what things are 

important for you to look at next for your business. C is Cultivate the people and opportunities that are 

going to get you there. So, for instance, I did not intend for my audience for my podcast, or I mean, my 

guests for my podcast to also be great potential business opportunities for Kukuabiz. I did not intend 

that. But it is happened. So why not go with it. So, I have a nice dialogue with my guests about what we 

do. And if it's a good match, it's already there. We've had a great relationship that starts so it's 

cultivating those people and opportunities that support what you're trying to achieve. But the K is most 

important to me tying back to the way you stand out. And that you need to know your value and know 

your worth. And if you know your value, you know your worth you stand out differently. You stand out 

from the crowd. You don't have to say that Costco people don't treat their patients well, because it's a 

bunch of baloney. You say we love our patients so much. I don't care where they go. I just want them to 

get help. That's knowing your worth and knowing your value. That makes you stand out. That makes 

you the person somebody says okay, I need to write the check. What's the number we're going to put in 

there and you say 35,000 and we're all good. 

 

Peter Margaritis   

Perfect.  Perfect. 

 

Michael Sherlock   

Shaka laka. 

 

Peter Margaritis   

Thank you for listening to my intro. You're the first person to actually make any comments about that.  

 

Michael Sherlock   

Oh, I love it. It's really good. It's really good. And I'm not kidding you. I have notes written down about it.  

 

Peter Margaritis   

Steal away please.  Steal Away. 

 

Michael Sherlock   

Exactly.  
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Peter Margaritis 

Whatever, and I can't thank you enough. I mean, I looked up and I went, oh my god, time is just flying 

right by. Thank you for your time. Thank you for your wisdom and your knowledge. Absolutely. Thank 

you. I'm gonna go back and listen to this episode again. I've been doing that a lot lately. I've got it's just 

it's an inspiring. It’s just because I know you're helping my audience. And that's why I do this podcast. 

It's not about wanting to hear my voice, it’s about helping my audience change that mindset, and get 

out from older ways and figure out newer ways to deal with this massive changing business landscape 

that we live in.  

 

Michael Sherlock 

Yes. 

 

Peter Margaritis 

That’s changing all the time. I will keep you attuned to any launch parties that I will need some 

assistance virtually or in person from my editorial board and I just can't thank you enough. Thank you 

so very much, Michael. 

 

Michael Sherlock   

My absolute pleasure. Thank you so much, Peter. 

 

Peter Margaritis   

I want to thank Michael for her time in discussing the concept of sales leadership along with how to 

Shock, that’s S. H. O. C. K. Your Potential. Remember the acronym. I will conclude with an improv 

quote that is fitting for this interview. “The hokey pokey, think about it. At the end of the song. What do 

we learn? What is it all about? It's about putting your whole self in.” Be safe out there. 

 

 


