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INTRODUCTION


You had me at “hello.”

—SPOKEN BY DOROTHY (RENÉE ZELLWEGER) IN JERRY MAGUIRE



Do your e-mails sell for you? Do they influence your prospect to take the next step? Do they advance the sale or the relationship? Do they create abundance for you? If you’d like to write e-mails that drive sales and convert leads, you’ve come to the right place.

The first edition of Power Sales Writing focused on creating written messages that connected with buyers. E-mail, however, was just taking over the world, smartphones didn’t exist, and social media was little known in the world of business. This revised edition incorporates the realities of selling today, including the impact of responding on the go and how social media has influenced what people read and how they purchase.

When the primary—or only—way to communicate is through e-mail, the key to sales success is being able to write an e-mail that gets opened, read, and acted upon. Whether you’re prospecting by e-mail, responding to an e-lead or e-mail request, or crafting a proposal or the transmittal message that goes with it, you will set yourself apart with the sales writing tips and strategic tools in this book.

Prospects and customers are just waiting for someone (you!) to sell to them in the way they want to buy. They’re tired of receiving disingenuous e-mails that are irrelevant to them. They don’t want to read about how you’re writing “to introduce yourself” or because you want to “check in” or “touch base” with them. They are eager to be authentically engaged by (and give their business to) professionals who respect their time, pay attention to the details, and focus on their needs. You’re about to see how this not only creates more sales, but makes writing easier than you ever imagined.

If you’ve ever sent a customer an e-mail you wish you hadn’t, this book will save you from yourself! Power Sales Writing gives you the strategies you need to ensure that your ideas stand out. You’ll discover fresh new ideas for differentiating your product or service and making it easy for your customer to buy from you. Whether your “competition” is sitting in the next cubicle, is a shiny new product down the road, or is a consistent set of hard-to-distinguish offerings, you can count on learning exciting methods to win the business and convert the leads.

This book offers you

• A treasure chest of templates to help you prospect with confidence—and drive business growth

• A simple, easy-to-implement procedure to make your point quickly, clearly, and concisely

• A process for applying tools of persuasion and influence in an authentic, customer-centric manner to make your messages pop

If you have always wanted to feel confident and comfortable with your writing skills, this book shows you exactly what to do. Power Sales Writing is packed with ideas to help you

• Write more quickly—up to 80 percent more quickly!

• Entice your prospect to read—and keep reading.

• Format your message for maximum impact.

• Advance the sale to the next step.

• Avoid embarrassing yourself with outdated, distracting expressions and words.

• Use your selling time more productively and profitably.

• Sound smarter and sell smarter than your competition.

• Extend your hand to engage buyers and make it easy for them to say yes.

• And much, much more!

With our current addiction to e-mail messaging, the ability to reach others through the written word has never been more important. Every idea, tool, and strategy in this book will help you become more effective and sell more, more easily. As in the movie Jerry Maguire, you’ll have them at hello.


PART ONE
GETTING STARTED


The scariest moment is always just before you start.

—STEPHEN KING



Results. Respect. Revenue.

That’s what this book is about—writing in a way that gets you what you want by giving your reader what he needs.

When you use the techniques in this first section, you’ll create winning sales messages quickly. You’ll write e-mails that are more direct, more concise, and more persuasive. But wait, there’s more! With the techniques you’ll learn in this first part, not only will you write more efficiently, but you’ll also be more effective. When you hit that Send button, you’ll know that you’ve created an easy path for your prospect to follow, and you’ll enjoy the confidence of knowing that both your intent and your content will be understood and appreciated.

Start now!




CHAPTER 1
GETTING STARTED


Organizing is what you do before you do something, so that when you do it, it is not all mixed up.

—A.A. MILNE, WINNIE-THE-POOH



I hate busywork. Drying dishes, for instance, is busywork. Why waste time drying dishes when the air will dry them? I could be accomplishing a million other things instead of just standing there, drying.

“Sharing ideas” at a workshop is another example of busywork that drives me nuts. When there is one right answer, don’t make me waste time guessing what that answer is and discussing all the wrong ones. Just tell me the right answer and help me apply it.

Anything that doesn’t help me move forward and get the job done, in my opinion, is busywork and should be eliminated. You can imagine my surprise, then, after despising being made to “outline” in school (busywork—why can’t I just write the report?), when I realized that taking the time to organize my thoughts before writing (not to be confused with outlining!) would actually propel me forward and help to accomplish the job more quickly.

Here’s what I learned: by taking the time to focus on your sales strategy and write your goals before you write your e-mail, you save time! “Measure twice, cut once.” It applies to e-mail writing too.


By taking the time to think through what you want your e-mail to accomplish before you start writing, you can save up to 80 percent of the time you spend writing.



THE LIFE-CHANGING AND VERY COOL THREE-STEP WRITING PROCESS

The three-step process you’re about to read about will change your life. Seriously. Not only will you save time (a CEO I worked with claimed that it had taken him as long as “2½ hours to get started” until he learned this process), but the e-mails you write will be more concise, more persuasive, and more likely to get read. And there’s more. You’ll save additional time because your prospects will understand your intent and content the first time. They’ll have fewer questions for you, and those outrageously annoying time-sucking back-forth-back-forth e-mails will be eliminated. By knowing what you want to achieve and what matters to your buyer, you’ll present yourself as an organized, smart sales professional, and that is, as they say, “priceless.”

What are the three steps?

• Plan it.

• Do it.

• Check it.

Planning your sales purpose before you write enables you to focus both on your sales goal (the outcome you’d like your e-mail to achieve) and the strategy to use to achieve that result. (Contrary to what many professionals think, the goal of an e-mail is rarely to close the business. Most selling messages are written to excite the buyer and earn the right to advance.) With a plan firmly in place, you write more quickly, more cleverly, and more successfully, and your clarity of purpose makes it much easier for your customer to say yes to you instead of to your competition.

PLANNING IS THE CATALYST FOR QUICK, CLEAR WRITING

Organizing before you write is the basis for clear, persuasive writing. All it takes is answering five questions. (With practice, you’ll be able to do this in just a few seconds.) The questions act as a guide to help you focus on the specific outcome you’d like your e-mail to deliver, and the answers provide a clear path to successful writing and profitable selling. This planning, or “prewriting,” step changes everything about the way you present your message, engage your buyer, and stand out from the crowd of competitors. Here are the five planning questions:

1. Why am I writing?

2. What do I want to say?

3. What do I want to accomplish?

4. What is the next step?

5. Have I provided a reason why this person would be delighted to do what I ask or say?

These (deceptively) simple questions will begin to transform the way you write. How?

Here is an example of a situation that screams for planning.

Situation: You’re an experienced salesperson, but you’re new with Company X. You need to start filling your sales funnel so that you can build business quickly. You’re given a list of potential leads and know that you need to create a compelling e-mail to introduce yourself to these potential leads.

Without the prewriting step, you might create an e-mail similar to the one a workshop attendee submitted, prior to attending the training:

Hi Name,

Greetings from sunny Scottsdale!

I’m writing to introduce myself as your new sales manager. I’ve recently taken over Sophie Spaniel’s position, and I’m excited about working with you. My experience includes three years with a nonprofit and most recently as a national sales manager for a competitor, and I can say, I’m very glad to be here!

Our hotel has undergone an $XX million renovation in the last two years, and our ballroom space has expanded to 15,000 square feet! The spa also was enlarged, giving a total of 13,455 square feet of serenity.

I’d love to invite you to come down to see us and maybe have some lunch or a quick cup of coffee. It would be fun to meet you in person! I look forward to hearing from you soon.

Does this sound typical to you? Does it sound good? If you’re wondering what is wrong with it or thinking, “That is exactly how I’d write it,” your life is about to change. Just about everything is wrong with this sales message! If the writer had taken the time to thoughtfully plan her message, she would have realized that she shouldn’t be writing to introduce herself, about the hotel features, or even about how much fun it would be to meet in person. We’ll get to what she (and you) should be writing soon.

Planning Helps You Sell More Easily

Most salespeople are familiar with a sales goal planning process in which sales objectives are determined, then tracked and reviewed. Knowing what they need to achieve to be successful (what their sales objectives are) guides their daily activities to ensure that those sales goals can be achieved (and exceeded).

Planning your e-mail messaging works similarly. An outcome is determined (for instance, you want your e-mail to persuade your prospect to accept your phone call next Tuesday), and that outcome guides how the e-mail is written. It’s simple really. Knowing the purpose of your e-mail tells you what to leave in and what to leave out. Planning gives you a target to hit and eliminates wasted time and effort.

Answering the questions takes anywhere from 10 seconds to 2 minutes (none of which is busywork), but that time saves you time. The few seconds that you spend planning and organizing the sales strategy for your e-mail can save up to 80 percent of the time you currently spend writing (and rewriting and writing again).


Determine the sales strategy so that your e-mail will sell more, more easily.



Put Your Plan in Print

It’s important that you actually type or write the answers to the five questions rather than just think them through. There are several reasons for this:

1. Interruptions happen. Imagine that you’re happily typing. You’ve thought through your purpose, and while it’s fresh in your mind, you’re writing and you’re in the zone. Then the phone rings. Or your counterpart walks into your office. Or your dog nudges you, reminding you that it’s time for her walk. When you try to direct your attention back to the sales message you were writing, your words have stopped flowing. Getting back on track often involves frustration and a Starbucks. If you’ve written the answers to the five questions, however, a quick review of your answers is all you’ll need, and you’ll have that e-mail done in no time.

2. No tricks. The best thing you can do for yourself to improve both the effectiveness and the efficiency of your writing is to have a plan—and not a half-thought-out one. It’s possible to pretend that you’re thinking your message through when, in reality, you’re splitting your mind (like when you’re in a meeting but thinking about what you can say to escape the meeting). Take the time to type out the goal for your e-mail to eliminate the temptation to not focus on your message thoroughly and thoughtfully. Bring focus and clarity to your thoughts.

3. New habits. Developing any new habit takes discipline and time. It’s human nature and oh-so-much-easier to fall back into more comfortable and convenient old patterns than to attempt something new. Just like skiing or playing golf, the more you do it, the better you get (well, maybe golf is a bad analogy). Make answering the five questions as routine as flossing.

4. Time. The two minutes you spend answering the questions saves many times that. You eliminate

• The time-wasting write-delete-revise, write-delete-revise writing pattern

• Staring at a blank screen, not knowing how to start

• Starting your message with drivel (and possibly losing the opportunity to have your e-mail read)

• Wasting time writing another message to clarify the message that you just sent

• Sounding unprofessional and unprepared

Planning your message (prewriting) is smart because it prepares you to write more powerfully and more persuasively. You begin with a clear understanding of your message’s purpose.


Use your e-mail to achieve your goals. Set your target and take aim.



Once you are clear about your writing sales strategy, it’s easy to write to make the sale.




CHAPTER 2
PLAN IT: SAVE UP TO 80 PERCENT OF WRITING TIME


Preparation is everything. Noah did not start building the ark when it was raining.

—WARREN BUFFETT



I may have led you astray. The five questions you learned in the last chapter aren’t exactly right. In practice, the questions are actually simpler and can be abbreviated to

1. Why?

2. What?

3. Accomplish?

4. Next step?

5. Delighter?

Before we get to the shorthand version, however, we’ll need to expand the questions for full understanding and ease of application.

Looking at the prewriting questions, it would be easy to think that they focus on the writer. Additional verbiage clarifies the questions’ intent.

The first question, “Why am I writing?” isn’t so much about why you are writing, as the question seems to imply, but why you are writing that will matter to the reader. (Notice how the emphasis has changed.) The more your writing is framed in terms of the reader, the more likely your reader is to actually read the message (which, of course, is quite helpful).

By thinking about this first question from your customer’s perspective—by, as much as possible, becoming your customer—you can move away from writing about your product and move toward writing about why or how your prospect might benefit from the product. Whether your prospect already knows that he needs your service or has no clue that it even exists, when you focus on solving challenges that he has and can make it clear that your intent is to help him create greater success, you’re more likely to have the chance to start a meaningful sales conversation.


Planning enables you to think through your sales strategy.



The second question, like the first, should also be about the reader. Thinking through your response from the prospect’s perspective requires you to consider the difference between what you’re selling (a drill bit) and what the prospect is buying (a hole). What do you want to say in your e-mail that will matter to the reader?

The answer to the second question is always an extension of the first.

Here is an example. Let’s say you receive a request for information about availability of your E-mail Ninja Kit. Before writing back, you’ll want to answer the five questions. If your answer to Question 1, “Why am I writing that will matter to my reader?” is, “To get her excited about how much time she can save with the new E-mail Ninja Kit,” you’re already an expert sales strategist. (Notice that the answer to the question isn’t about the E-mail Ninja Kit; it’s about how much time the prospect can save with the kit.) Align your response to Question 2, “What do I want to say that will matter to the reader?” with your first response; explain to her how she can save time with the kit. (Again, this isn’t so much about the kit as it is about the specific benefit that she receives from the kit.)


Planning your message from your reader’s perspective is key.



It’s not until the third question, “What do I want to accomplish?” that you get to think about what you, the writer, actually want. This is your chance to be self-focused. What is it that you want this e-mail to do for you? Be careful here, though. If you’re going to become a sales writing expert, don’t leap to what you’d ultimately like to accomplish: closed business, a sale, a contract—12 million E-mail Ninja Kits sold! For this planning question to give you an edge, think more precisely and locally: “What do I want to accomplish in this specific e-mail?” Do you want to start a trusting relationship, earn the right to submit a proposal, learn more so that you are able to prepare a proposal, persuade her to complete the order form you’ve attached, motivate her to call you, or influence her to accept your call? Think of the specific action you want as a result of sending this e-mail.

Now that you’ve determined what you want (Question 3), you get to ask for it in Question 4, “What is the next step in the buying process?” When you are answering the fourth question, the two most important considerations are

• Who will take the next step?

• What precisely will that next step be?

You’ll want to make both those points crystal clear to your prospect, and that’s hard to do if you, the writer, aren’t clear about them to start with.

Often, the next step seems so obvious to the person who is writing that he forgets to include it. A nonprofit I worked with had this incredibly emotional letter about the dire straits of sick children. The “sales” message talked about the urgent need for donations and appealed to “prospects” to donate. Yet the organization never asked for what it wanted—money. It never defined the next step by including exactly what should happen after the reader finished reading. It missed a golden opportunity to increase its “sales” by not including something like, “Please write your check for $25, $100, $1,000, or whatever you can afford, and mail it today. Please don’t delay. You have the power to help right this very moment.” If you want something, ask for it!

Thinking again about the E-mail Ninja Kits you’re selling, if you respond to the lead request you received (“Do you have information on your E-mail Ninja Kits, and are they currently available?”) with only, “Yes, we have the E-mail Ninja Kits available for shipment, and I’ve attached the information you requested,” but what you really want (Question 3) is for the person to complete the form you’ve attached and e-mail it back to you, you’ve neglected to make that next step clear. It may be implied, particularly if you add, “I’ve attached an order form for you,” but like the nonprofit, why simply imply when you can increase sales by clarifying exactly what the next step is? In this case, the next step that makes the most sense is to ask the prospect to take the action: “I’ve attached a price list and an easy-to-complete order form for your convenience. Please e-mail or fax (555-555-5555) your completed form today. As soon as I receive the number of kits you would like, we will ship them immediately.”


Another way to look at Question 4 is: “What is the next step in the prospect’s buying process?”



Question 5, “Have I provided a reason why this person would be delighted to do what I ask or say?” reminds the buyer that there is a payoff for him if he does, or accepts, the next step. It’s the motivation to do what you are suggesting. Glenn Kreighbaum, a workshop participant, called Question 5 “the delighter,” and I’ve adopted that phrase here.

This last question increases the worth of Question 4. It elevates the next step from being only an action step (do this now) to being a persuasive message (do this now so that you can enchant customers with your E-mail Ninja skills and grow more business). Question 5 transforms the self-focused answer to Question 3, “What do I want to accomplish in this specific e-mail?” into a customer-centric answer. Now you’re asking, if I want to accomplish X, “Have I provided enough motivation for the prospect to accept or take that next step? The answer to Question 5 provides buying motivation. Have I provided a reason why the prospect would be delighted to do what I ask?” This follow-up question also gives you your perfect closing line.

What might motivate your E-mail Ninja Kit lead to complete the order form in a timely manner? Here are three possible benefits to your buyer:

• She’ll start saving time immediately.

• She’ll have more time to accomplish her other important tasks.

• She can start using the kit immediately to enchant prospects and grow business.


Leave your reader with an emotion, not a procedure.



With a clear writing purpose in mind, the sales message to the E-mail Ninja Kit lead might sound like this:

Hi Name,

You’ve made a great choice considering the ABC E-mail Ninja Kit! You’ll save time, sound professional, and get great results from all your e-mail messages.

E-mail Ninja Kits are still available for immediate shipping. As you requested, I’ve attached additional information. For your convenience, I’ve also included an easy-to-complete order form. Please indicate how many kits you would like, include your shipping address and credit card information, and e-mail it to me, or fax it to 555-555-5555. As soon as your order is received, your kits will be shipped to you

so that you can start saving time, have more time to accomplish your other important tasks, and enchant your customers with your extraordinary writing and customer service skills.

Depending on your personality and writing style, you might want to make this e-mail more concise and crisp. For now, however, please consider the differences between simply providing information (here it is; how many do you want?) and adding persuasion to the message (here is why you’re smart for ordering this; how many do you want; you’ll be delighted that you made this smart decision). This e-mail is geared to a prospect who may be shopping around (as many prospects do) and may need a bit of encouragement to make the purchase, and especially to feel safe and confident enough to purchase it from you. The planning questions are an ideal way to think through your strategy and write a complete, clear, customer-focused e-message that sells.

PUTTING PLANNING INTO PRACTICE

Here, then, are the complete planning questions:

1. Why am I writing (that will matter to the reader)?

2. What do I want to say (that will matter to the reader)?

3. What do I want to accomplish (in this specific e-mail)?

4. What is the next step (in the buying process)?

5. Have I provided a reason why this person would be delighted to do what I ask or say?

Remember the situation from the previous chapter in which you are new with Company X and you want to fill your sales funnel to build business quickly? Here is how the e-mail was written, without benefit of thinking through the writing or sales strategies that might influence the buyer:

 Hi Name,

Greetings from sunny Scottsdale!

I’m writing to introduce myself as your new sales manager. I’ve recently taken over Sophie Spaniel’s position, and I’m excited about working with you. My experience includes three years with a nonprofit and most recently as a national sales manager for a competitor, and I can say, I’m very glad to be here!

Our hotel has undergone an $XX million renovation in the last two years, and our ballroom space has expanded to 15,000 square feet! The spa also was enlarged, giving a total of 13,455 square feet of serenity.

I’d love to invite you to come down to see us and maybe have some lunch or a quick cup of coffee. It would be fun to meet you in person! I look forward to hearing from you soon.

When the five questions are applied, the e-mail’s intent and focus change dramatically.

1. Why am I writing that will matter to the reader? Will your prospect care about your desires: that you want to introduce yourself? Will it matter to your prospect (at this point) if you’re happy with your choice to work with this new company? Will it make one iota of difference to your prospect if you think it would be fun to meet him or what you are looking forward to?

By answering why am I writing from the reader’s (buyer’s) perspective, it’s easy to see that the original e-mail is on the wrong track. What appeared, without a clear plan, to be a simple message of introduction turns out to be something else entirely.

2. What do I want to say that will matter to the reader? Will the prospect care whether you have 13,455 square feet of spa space? Do you think he’ll physically step it off to confirm what you said? Really? He may, indeed, be interested in knowing how many treatment rooms you have so that he’ll know whether you can accommodate his group’s needs, but what will he do knowing the actual footage? What can you say that will pertain to the reader?

Remember that the answers to Questions 1 and 2 focus on your buyer. Do your best to become your customer. What matters to her about what you have to offer?


Think: customer, customer, me.



3. What do I want to accomplish in this specific e-mail? In this question, you finally get to consider your own objectives for the e-mail. Be careful to think in terms of small steps, though. If you want the prospect to see the hotel, what has to happen first? Think locally and specifically in this e-mail, rather than globally and generically. Will you need to phone the prospect to discuss a convenient time for him to visit the hotel? If so, then what you want to accomplish in this e-mail is to persuade him to take your call to set up the visit. That is the very next step in both the selling and the buying process. And, if you want the prospect to take your call, your e-mail has to pique his interest enough so that when he sees your name come up on his caller ID, he picks up the phone instead of letting you go to voice mail. Alternatively, maybe the action you want is to have him take the next step. If you want him to e-mail or call you with suggested times to visit, your e-mail must motivate him to do just that.

4. What is the next step in the buying process? This answer is easy and critical to success (but it was missing from the original e-mail). If what you want is for the prospect to take your call, then the next step is: “I’ll call you Friday morning.” If what you want to accomplish is for him to e-mail you back, the next step is: “Please e-mail me when it will be convenient for you to stop by for a site visit and . . .”

5. Have I provided a reason why this person would be delighted to do what I ask or say? This question takes us back to the reader’s motivation. What’s in it for him to come to see you? In the original introductory e-mail, the reason given was that it would be fun (for the salesperson), and a free lunch was also offered. At this point, because the prospect doesn’t yet know how much fun you are, he probably won’t be motivated by the fact that you will find it fun to meet him. Also, a free lunch may seem like a nice promotion, but in “becoming your customer,” you see that most likely he can expense his lunches and is offered more free lunches than time to eat them. Having lunch with you isn’t a compelling reason to visit the hotel. And, if he’s motivated by the free lunch, you may be in trouble. If this prospect is coming only because he wants a free lunch, he may not be qualified.

Now it’s your turn. Here are the questions again. The abbreviated questions follow, and we’ll start using the shortened version in the next chapter.

1. Why am I writing that will matter to the reader? (Why?)

2. What do I want to say that will matter to the reader? (What?)

3. What do I want to accomplish in this specific e-mail? (Accomplish?)

4. What is the next step in the buying process? (Next step?)

5. Have I provided a reason why this person would be delighted to do what I ask? (Delighter?)

Using the scenario described, take a moment to write your answers. This is an “open-book test,” so you may want to reread the hints provided earlier. Taking the time to write your responses will give you the practice you need to feel confident and competent using this prewriting skill. (Don’t cheat yourself by just thinking about your answers!)

Because this is a new writing strategy, many people will be tempted to fall back into their old patterns and answer the questions this way:

1. Why am I writing (that will matter to the reader)? To introduce myself.

2. What do I want to say (that will matter to the reader)? Our hotel has undergone an exciting new $XX million renovation, and I’d like you to come for a site visit.

3. What do I want to accomplish in this specific e-mail? Book the business/get the prospect to do a site tour.

4. What is the next step in the buying process? The prospect contacts me so that we can meet.

5. Have I provided a reason why this person would be delighted to do what I ask or say? It will be fun, it’s a free lunch, and she’ll get to the see the exciting new changes in the hotel.

If you answered that way, you’ve fallen into the trap of thinking about your product before your customer. It’s me, me, customer thinking instead of the more strategic customer, customer, me.

Sales professionals love their own products (and should!), which makes it easy to understand why they (you!) write about the product instead of about how the reader can benefit from the product. Another reason for self-centered writing is not thinking of e-mail writing as part of their sales strategy. Too often, people say to themselves, “I’ll just send an e-mail.” It’s never just an e-mail! Use every communication, including every interaction through e-mail, to set yourself apart and sell more, more easily, by focusing on the customer’s needs rather than on your own.


Let your competitors think, “It’s just an e-mail.” Outsmart them by using your e-mail sales messages to love your customer and sell more.



Let’s go back to the scenario. Bravo if you answered the planning questions this way:

1. Why am I writing that will matter to the reader? To excite the prospect about how successful her next meeting can be at our remodeled hotel.

2. What do I want to say that will matter to the reader? Your attendees will stay focused and energized in our comfortable new space.

3. What do I want to accomplish in this specific e-mail? Pique her interest enough so that she’ll take my phone call and we’ll start a trusting relationship.

4. What is the next step in the buying process? I phone her Tuesday.

5. Have I provided a reason why she would be delighted to do what I ask or say? She can see for herself how comfortable and energized her attendees will be learning and networking in our perfect new space.

At this point, you might be thinking: “Wait, what about introducing myself? Don’t I need to say who I am? Isn’t that important in starting the relationship?”

I’ll answer your question with my own: do you truly believe your reader can’t figure out who you are from your e-mail signature line?


Until they know how much you care about them, they don’t care about who you are or what you know.



It’s true that there are some circumstances in which it may be important to tell your reader a bit about yourself. If you took over for Sophie Spaniel, especially if your prospect and Sophie had a great relationship, your prospect may wonder why she is hearing from you and not from Sophie. If this is the case, the purpose of your message will be different from what was previously suggested. In either case, your e-mail will still be about the prospect—and helping her feel comfortable and confident—and not about introducing yourself.

Here are the answers to the prewriting questions for this (new) scenario:

1. Why am I writing that will matter to the reader? To help the prospect feel confident and comfortable that her next meeting will be just as successful as the last (if not more successful), and that she can expect to experience a seamless transition between Sophie and me.

2. What do I want to say that will matter to the reader? She can count on the excellent service that she has received in the past and highly successful, productive meetings.

3. What do I want to accomplish in this specific e-mail? Build a trusting relationship so that she’ll be willing to take my call and be happy to work with me and remain loyal to my company.

4. What is the next step in the buying process? I call her in two weeks.

5. Have I provided a reason why she would be delighted to do what I ask or say? We’ll review her meeting objectives so she can feel comfortable and well taken care of.

In Chapter 2, you’ll see the revision for this “introductory” e-mail. You’ll see that it highlights what the reader can rely on, and benefit from, rather than who I am or what matters to me.

Knowing what you want to achieve, preparing your sales strategy, and planning your e-mail’s purpose can change your writing, your sales success, and your life!


Planning your sales writing purpose—knowing your intent and content—is the key to your writing success.



As you become more comfortable with this sales writing planning skill, not only will you find yourself creating more powerful sales e-mails more quickly, but you’ll also find yourself selling more profitably and closing more business.




CHAPTER 3
DO IT: WHY BEING CREATIVE IS LESS IMPORTANT THAN
YOU THINK


The beautiful part of writing is that you don’t have to get it right the first time, unlike, say, a brain surgeon.

—ROBERT CORMIER



Doing it is the second step in the three-step writing process. This is the easiest part because you already know what you want to say and what you need to achieve.

To get into a writing flow, picture yourself talking to your prospect instead of writing. With the answers to your planning questions in mind, what would you say to your prospect? Type your words, using a normal, conversational, comfortable style. Don’t criticize yourself while you write, don’t worry if you ramble, and don’t be concerned if your punctuation is awful. During the next step, checking, you’ll have time to make certain that the message rocks in every way. Right now all you need to do is get your message out of you and onto your screen. As you write, compare what you’re saying with what you planned. Are you moving toward your goal?

Keep in mind that in your e-mail, you don’t need to use the exact words you used to answer the planning questions. Neither do you need to write your message in the same order in which you answered the five questions. The answers are there guiding you to ensure that you hit your mark.

Whatever you do, avoid the “overthinking” trap. Overthinking during this step can cause great frustration. All you’re doing is creating a sales message based on the outcome you’ve planned. In Step 1, planning, you analyzed your outcome and clarified your sales strategy. Now simply allow yourself to “talk” your message through your fingers. Go for it! You can (and will) check and edit later. Right now, you are expressing your point easily, effortlessly, and efficiently. You’re creating a message that is aligned with your goals.

You may be thinking that this flow of ideas happens only to people who “know how to write.” Yes, and that would be you. This isn’t about writing the Great American Novel. It’s about writing a business message that engages your customer, and you do that successfully every day in conversations at meetings, over lunch, and on the phone. Knowing how to write for today’s business world requires that you know how to communicate in an authentic, relevant, and transparent manner. Planning your message and being focused on your customer helps you to do that.

If, however, you have negative self-talk going on about your writing skills, it’s likely that you’re listening to the critical little voice (the left hemisphere of your brain) reminding you of former bad writing experiences and keeping you from doing your best work.

Our brains are divided into two hemispheres: the creative portion creates, and the analytical part (you guessed it) offers analytical and critical thought. Because writing—the flowing of the words—is a creative step, we needn’t involve that critical part during the creative writing phase. (The analytical part was engaged in the planning process and will once again be called upon during the next step.)

Ignore all analytical whispers (“That doesn’t sound right.” “You can’t do this.” “You’re a salesperson, not a writer.” “Remember that awful paper you wrote in the seventh grade? This sounds worse.” “Stop writing. Check your e-mail. Write a tweet. Check the ball scores.” “You’re a loser.”). You can easily quiet your analytical brain by reminding yourself that you’ll get the opportunity to criticize yourself—to review and revise—before you hit Send. But not now. Now, you’re creating your message just as if you were talking to your prospect.

Here’s another tip: if you can’t think of the exact word you’d like to use, just keep going. Instead of stopping the creative flow to analyze word choices (or beat yourself up), simply type the word WORD or use a line of dashes or a jumble of numbers or symbols (994372 or &^%$#*) to indicate a place that you’ll come back to during the check step. Allow yourself only to create during the creative step.


Writing is a three-step process. (1) Planning is an analytical step. (2) Writing is creative. (3) Checking is analytical.



Keep moving forward with your words, no matter what. Your message doesn’t need to be perfect yet because there is a prewired opportunity to make it better. (This is why I love writing. We have the wonderful opportunity to revise and improve everything. When we speak, we don’t have that luxury. Our listener hears, in real time, the sometimes incoherent or poorly chosen words that spew from our mouths. There is nothing we can do—other than try to extricate foot from mouth! When we write, we get to extricate before the reader even sees our foot. Sweet.)

DO IT

How would you “do” the situation from Chapter 1? The writer’s initial goal was to write an e-mail of introduction. When we applied the planning questions, it became evident that the point of the sales message—the sales strategy—should be something other than to talk about what matters to the writer. To review, here are the answers to the planning questions for that first situation:

1. Why am I writing that will matter to the reader? To excite the prospect about how successful her next meeting can be at our remodeled hotel.

2. What do I want to say that will matter to the reader? Your attendees will stay focused and energized in our comfortable new space.

3. What do I want to accomplish in this specific e-mail? Pique her interest enough so that she’ll take my phone call and start a trusting relationship.

4. What is the next step in the buying process? I phone her Tuesday.

5. Have I provided a reason why she would be delighted to do what I ask or say? She can see for herself how comfortable and energized her attendees will be learning and networking in our perfect new space.

Here is your opportunity to do it. Knowing what needs to be accomplished, “talk” out your words. Live Nike’s slogan and “Just do it!” If you were talking to that prospect instead of writing, what would you say?

You might write something like this:

Hi Name,

Your next meeting will be even more exciting at our newly renovated hotel. Wait until you see the changes since you were here last. Your attendees will definitely stay focused and energized in our comfortable new space.

I’m hopeful that I’ve piqued your interest enough that you’d like to visit us to see what your attendees will experience.

Even without the third step (your opportunity to check and revise, tweak, and improve), would you agree this e-mail is a stronger, more persuasive sales message than the original? Do you agree that the writer has a better chance of achieving his sales goals?

It’s a more persuasive sales message because it

• Focuses on the reader

• Excludes all the stuff that the reader isn’t interested in (and won’t read anyway)

• Is truthful

• Is specific

• Is clear

• Is exciting

Is this e-mail the best e-mail on the planet? No. No problem. (You can probably see some glaring omissions already.) We have one more step to ensure that we write the most effective e-mail, and we’ll get to that in the next chapter. Notice, however, that this sales letter is stronger and more reader-focused because of the two minutes (or less) spent planning.


It’s not “just” an e-mail; it’s an e-mail designed to achieve results.



Here is another situation to help you apply Steps 1 and 2:

This morning at 6:00 a.m., a prospect that you met at a trade show last week calls you on your mobile. She says she is very sorry to bother you at such an early hour, but she learned late last night that she had to fly to London today, and she is leaving immediately. She is calling you to see whether, based on the quick conversation at your trade show booth last week, you can do X for her. You have no idea whether you can do X. It’s 6:00 a.m., she woke you up, and your laptop is in your home office down the hallway, past the bedrooms of your two sleeping children and your dog. Before you can commit to fulfilling her request, you have to check the delivery calendar, and you don’t have access to it at the moment. You (groggily) tell her this, but you can hear the airplane announcement in the background telling her and the other passengers that they must shut down all mobile devices. She has no time to wait on the phone and asks again if you think you can do X. “I’ll try,” you say. You hear her exhale as she says, “Oh, thank you so much. I have to go.”

You hang up the phone, and you know that she heard “I’ll try” as “Yes!” (even though you never said that). You’re fully awake now, so you put on your robe and slippers and tiptoe down the hall, with your now excited dog panting at your side. You turn on the lights of your office and see that there is no way—no possibility—that you can do what she has asked. You tie your robe around your waist, let the dog out, pray that the children stay asleep, and sit down to write an e-mail to her, hopeful that her plane has WiFi service and that she is using it. If not, your e-mail will be waiting for her when she lands at Heathrow airport.

What will your e-mail say? Without analyzing your intent, you might write something like this (after all, you haven’t had even one cup of coffee and the kids will be awake soon):

Hi BC,

Hope your trip was good. I checked, and there is no way I can get X done this week. I’m sorry.

Admittedly, this response was quick and easy to write. But was it effective? Will you get the result you want from this e-mail? Instead of writing without thinking (never a good policy), plan your message. Write your answers to the five organizational questions, here in their abbreviated form:

1. Why?

2. What?

3. Accomplish? (This can be further shortened to Acc?)

4. Next step? [You may want to shorten this to Next? or Act? (for Action needed).]

5. Delighter?

Here are my answers:

1. Why? To provide a solution to her request.

2. What? Here are three possible solutions: A, B, and C.

3. Accomplish? Build a trusting relationship; Motivate her to follow up with me

4. Next step? She e-mails me to tell me which option is best for her.

5. Delighter? She can count on me to follow through as soon as I receive her decision.

You may have a different purpose for writing and a different set of answers. (There is always more than one right answer.) As long as you are clear in your purpose, you’ll write an e-mail that is persuasive, professional, and productive.

You’ve completed the first step of the three-step writing process. Now, without overthinking, picture the prospect. What would you say to her? Write what you would say, knowing that you will be able to come back to your draft to perfect it.

Here is one possibility:

Hi BC,

Hope your trip was great, and I have to admit to being a bit jealous! London! How cool is that?! I’ve always wanted to shop in those boutiques on Bond Street (though I doubt I can afford them).

I appreciate your thinking of me to do X for you. Here are the alternatives that might work for you:

A . . .

B . . .

C, your requested option, can’t be accomplished until September 9, and I know that is about 9 days too late for you. We also might be able to expedite shipment for you at an additional cost of $$$. I’ll need to check further on this if this is an option you wish to pursue.

What will work best? Please let me know which option is best for you, or if you have another idea, and I’ll follow through as soon as I receive your e-mail. Please let me know.


The good part about writing is that you get a second chance—a chance to proof what you wrote and, if necessary, take your foot out of your mouth.



This e-mail is way too wordy, but it is clearly aligned with the planning goals. Even as wordy as it is here, you’ll be much more successful sending this message than the blunt option that we looked at earlier in this chapter. (We’ll make the revision more concise soon.)

The great news is that once you create your message, you get to review and improve it. Rather than trying for perfection with your first draft, you’ll save time and effort by not analyzing while you’re creating and thus splitting your brain’s focus. Count on making changes later. Give yourself the latitude and freedom to create a message that is based on your planning. Feel the flow. You’re on your way to building a meaningful and trusting relationship with this client.

USE YOUR SALES WRITING STRATEGY TO MAKE SELLING EASY

Read this actual sales letter (city and Web site changed to protect the guilty) and decide for yourself whether the writer accomplished anything.

 Dear Name,

Pupsville is rapidly becoming a premier golf destination in the United States. Our perfect climate and abundance of golf courses make year-round golf available for both you and your meeting attendees. In order to help you think about Pupsville when you think about golf, we’ve enclosed a special gift and an opportunity to qualify for an additional bonus.

As a fellow golfer, we’re sure you appreciate the value of an established handicap. Enclosed please find a complimentary one-year membership to golf-r-usworld. com (a $24.00 value). Log onto the Web site and enter your password to begin your journey through the various offerings, including a course locator, golfing games, and the opportunity to establish a handicap by posting your individual scores.

If you respond by e-mail, we’ll personally send you a sleeve of Pupsville-grown XYZ free-range golf balls. *High-scoring PGA golfer name here* and many other PGA tour professionals have trained these special balls. They’re straight from this year’s PGA tour at Champion National, and we invite you to take them out for a drive.

Our thanks in advance to you. We’re looking forward to your response.

Sincerely,

Your Sales Representative

This e-mail appears to be well written; the salesperson selected nice words and adhered to the rules of grammar (for the most part). But if the intention of this e-mail is to help the salesperson sell, it failed miserably. The only outcomes that this sales rep can expect are to give away lots of golf balls and magazine subscriptions and fool herself into thinking that she is moving closer to meeting her sales quota.

What was she thinking? She was thinking that by providing her prospect with information and bribing him with free balls and a magazine, she’d get a response. I’m betting that she would say that her e-mail focused on her prospect, but would you agree? (Say no, please!) She could have created a customer-centric, persuasive sales message, one that would help her get the result and revenue that she wants, if instead of using the “let’s-throw-it-all-against-the-wall-and-hope-something-sticks” theory, she had used the three-step writing process.

Here is what I think the writer was attempting to accomplish by writing this e-mail:

1. Why? To create excitement about the prospect’s highly successful golf events and meetings in Pupsville.

2. What? You can expect great attendance when you schedule a meeting in Pupsville. Attendees love coming here!

3. Accomplish? To pique the prospect’s interest so that he will either (decide which of these you want before writing)

a. Accept a call

b. Respond to the e-mail

c. Click on a link for more info

4. Next step? I call him Thursday.

5. Delighter? He can drive attendance to his next association meeting and get a sleeve of cool golf balls, too.

Thoughtful planning will prevent the writer from giving away freebies (complimentary one-year membership to golf-r-usworld.com and . . . If you respond by e-mail, we’ll personally send you a sleeve of Pupsville-grown XYZ free-range golf balls) to every Tom, Dick, and Harriet! It will also help the sales representative sell more successfully.

With the prewriting answers in mind, how would you “do” this message? One way to make the creative step easy is to imagine yourself at a networking event. You’ve struck up a conversation with the person sitting next to you—a hot prospect!—and he says to you, “So tell me, why I should schedule my next meeting in Pupsville?” What would you say?

You might say something like this:

Thanks for asking! Meeting attendance is always huge when meetings are in Pupsville. It’s amazing how when attendees and guests find out the meeting is in Pupsville, with the amazing variety of things to do, the fresh air away from the city traffic and smog, and the fabulous, world-renowned golf, programs double in size, to the delight of the association! The other thing is that there is an abundance of unique learning environments, everything Green certified to save the planet, of course, to help attendees feel good and stay focused on getting their work accomplished. I see so many attendees get off the shuttle when they arrive from the airport, and they don’t look very happy. By the time they leave, they’re energized and ready to be productive again. Would you like to come visit? You’ll see how much your members will love meeting in Pupsville!

Start with Hi and sign your name to this conversation, and you have a pretty decent e-mail! The planning goal, to pique the prospect’s interest in his success, was accomplished. We’ll make changes in the third step, but, again, the differences between the original e-mail and this conversational version are dramatic.

With this sales message, the rep excites the prospect about possibilities that are meaningful to the prospect and his attendees. The sales professional no longer has to give away the store. She moves toward her goal with less effort—and much less expense, both in promotional “giveaway” gifts and in the time spent chasing unqualified leads (people who just want that sleeve of golf balls). (You can still give gifts, but you get to surprise and delight qualified prospects with your generosity rather than use the gifts as bait.)


Once you know what you need to achieve, do it! Talk out your message. Allow yourself to create without self-critique.



Powerful, coherent, results-oriented writing starts first with planning and moves to doing. You plan to determine your purpose, and then you write to get the message out of you and onto the screen. The next chapter is like the icing on the cake. It’s the final step that ensures that your writing is concise, clear, crisp, and customer-focused; it’s your opportunity to ensure that you represent yourself, your organization, and your brand professionally, persuasively, and profitably.




End of sample
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