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Preface

By most people’s standards, I am highly successful. What success means to me, however, encompasses much more than professional success. It conveys a sense of balance. After all, if you are successful in sales at the expense of your health, your relationships, or your soul, what have you really achieved?

In this book, I present 52 lessons that I gleaned from my 30-year career in sales. Most of these lessons encourage you and show you how to achieve not only what I consider sales success but also how to lead a successful life. By putting these lessons into practice, you will be able to sell more and earn more while spending less time and effort doing it. You will be able to focus on what you do best—selling and serving your customers—and outsource the rest to people who are better equipped to play a supporting role. You will have more time to pursue your dreams, spend quality time with your significant others, and contribute to your community. Your life will become more rewarding and fulfilling.

I have written other books on the art of selling, including Advanced Selling For Dummies and Walk Like a Giant, Sell Like a Madman. During the writing of this book, I was also co-authoring Cross-Cultural Selling For Dummies with my friend and colleague cross-cultural selling specialist Michael Soon Lee. I believe that all of these books are excellent resources on the how-to of selling. I believe that 52 Weeks of Sales Success is special, however, because it steps you through the process over the course of a year, providing bite-sized bits of wisdom that you can implement over time rather than getting overwhelmed by trying to do everything at once.

I practice these lessons myself, and during the time when my career was focused on selling homes, the strategies I describe in this book helped me boost sales from a previously unheard of 300 homes  a year to an incredible 600 homes per year—almost a hundred times what an average Realtor does each 12 months. I quote these figures not to boast (after all, a lot of talented and dedicated people helped me achieve that mark), but to prove that the strategies I developed and present in this book really work.

This book is a product of my Monday morning meetings with my staff. During these meetings, I have always had the goal of teaching my sales staff a new strategy or technique. I figured if I could teach them one valuable lesson per week, by the end of the year, they would have all the knowledge and skills required to become top producers in our very competitive marketplace.

In essence, this book is the recorded version of a yearlong series of seminars that I conducted for my staff. Just as I took one important topic per week for them, I’ve decided to organize this book around a one-idea-a-week-for-52-weeks principle. You can read the book that way—one chapter per week—or you can read it all in one sitting and dip back into it when you need a refresher course. Or you can skip around to the topics that seem especially relevant to you. I’ve tried to make this book as flexible and as useful for you as I would want such a book to be for me and my staff.

Just as I introduced my staff to some of the nation’s top salespeople, I’ll let you meet some of them in these pages, too. For example, we’ll be meeting Stephen Hopson, a remarkable young man who has won every sales award for stockbrokers that Merrill Lynch can give. And Patty Klein, a super travel agent here in Metro Detroit. And Jonathan Dwoskin, who taught me how to transfer basic sales techniques to the world of the Internet. And many, many more.

It’s my goal to help all my readers realize that they, too, can be not only good salespeople, but great ones—true superstars. Sometimes people hear me speak and think that I must possess some magic elixir of success, or that I’m unnaturally talented. Neither is true. I started out in sales like many of you—a green 18-year-old kid with no college who had lots of dreams but not a clue how to make them come true. Thanks to some wonderful mentors and a lot of hard work, I’ve accomplished every one of my early dreams. Now I’m working on a whole set of new dreams—like changing the world one million people at a time. I know I’ll get there someday, and this book will help.

If you take one lesson away from this book, it should be this: Your dreams can become reality. Don’t be intimidated; don’t be  discouraged. We all have bad days, but success is just a matter of following the step-by-step path of progress that others have already laid out for you. I truly expect that this book will teach you a lesson a week to help you come up to me and say, “Thanks Ralph, your book helped make me a superstar just like you!”
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WEEK 1

START NOW

Whenever I coach or mentor a salesperson following my 52 Weeks of Sales Success approach, I’m invariable asked, “So, when do we get started?” And I invariably answer, “Now.”

Prior to implementing any self-improvement program—weight loss, smoking cessation, whatever—many people give themselves a grace period to indulge their cravings. They’ll start dieting after Thanksgiving, for example, or stop smoking on Monday.

For some people, this approach might work, but for many people, when that date finally arrives, they simply bump out the date. They still have half a box of candy or a few cigarettes left that they don’t want to waste, so they put it off until they’ve depleted their supply. In the meantime, they buy some more candy or cigarettes, and end up never getting around to following up on their good intentions.

If you are serious about boosting sales and profits, start making changes today, right now. As soon as you have a plan in place, start working the plan immediately. Why wait? Seize the opportunity now!




DO THE HARDEST THING FIRST 

What keeps most people from getting started at the beginning of the day is that they wake up facing a difficult or distasteful task that they do not even want to think about. Ironically, this becomes all  they think about, and then they look for any distraction they can think of to avoid performing that task.

To start your day right, tackle the task you find most difficult or unpleasant first. If you hate making phone calls, do it early in the morning rather than waiting until the end of the day. If you plan on having a difficult encounter with a colleague or one of your assistants, deal with it immediately rather than letting it ruin your entire day. Get it out of the way, so you can start to look forward to what you truly love about your work and to your dollar-productive activities—tasks that carry the promise of generating revenue.

If “Do the Hardest Thing First” doesn’t quite work for you, consider some variations on this approach. The key is to become productive as early as possible in the day. Here are some other suggestions for starting your day off right:• Take a step-by-step approach. Jot down a list of everything you need to get done today and prioritize items on the list.
• Perform the most profitable tasks first. Focus on dollar-productive (revenue-generating) tasks first.
• Perform the easiest tasks first. If tackling the most difficult task is just too overwhelming, consider dealing with something easy to work up some momentum.
• Perform the most obvious tasks first. If a task obviously needs to be accomplished before you can perform other tasks, tackle the obvious task first.



I generally tackle the most difficult tasks first. I call the people I don’t want to talk to, address any problems that cross my desk, and immediately tend to the task I am most strongly inclined to avoid. Then, I focus on the most profitable (dollar-productive or revenue-generating) activities. I learned about dollar-productive activities from the “Condo King,” Allen Domb, while shadowing him. If I have any time left near the end of the day, I deal with the remaining items on my list in their order of importance.




TELL EVERYONE YOU KNOW WHAT YOU DO 

If you have just launched your career in sales, the very first step you need to take to be successful is to tell everyone you know about your job, and I mean everybody—friends, family members, neighbors,  acquaintances, and even your old friends from high school. Develop a list and mail out something, then give them a quick call. Maybe you’re a travel agent or you’re selling cars or computers or home furnishings or stocks and bonds—things that everyone needs and everyone buys sooner or later. Family and friends become the first customers for many salespeople and you build from there.

But even if you are selling jet airplanes or complex software, let everyone know what you do. Just because you are selling something your friends and family know nothing about or have no direct connection to does not mean they cannot introduce you to people they know who need your products or services.




REMAIN POSITIVE 

Positive people generate positive energy, which ultimately attracts customers, colleagues, and opportunities. Negativity bogs people down, saps their energy, and drives people away. Stay away from negative people. They have no value in your life.

With customers, you should always be positive. If someone asks how your business is going, say it is unbelievable. You could be just steps away from bankruptcy, but you have to present a positive outlook. This extends to your competition. Never badmouth your rivals. Mudslinging will never help you win your customer. It probably will only backfire.

If you’re having trouble maintaining a positive outlook, you can find plenty of inspirational books, audio recordings, and web sites to improve your outlook. For starters, visit Mr. Positive himself, my friend and colleague Dave Boufford at www.mrpositive.com. SimpleTruths also offers some inspirational movies, including 212◦  The Extra Degree, which you can check out at www.simpletruths.com/movies. Get yourself pumped up and stay that way! This can make a huge difference in your career.




WORK FOR TODAY, TOMORROW, AND YOUR FUTURE 

As a salesperson, you are probably very busy attending to today’s business, but if that is all you are attending to, then you are merely  doing business, not building a business. This is a common trap, and it often results in a sales career that is less successful and more stressful than it really needs to be. You end up constantly chasing  your tail—hunting for new clients one day, serving them the next, and starting the whole cycle over again the following day. Every month, it’s either feast or famine.

To avoid having a sales career marked with slumps and spikes that burns you out long before you hit your stride, always be working on today’s business, tomorrow’s business, and future business. Take some time every day to sow the seeds of tomorrow’s and your future business, so you will always have plenty of business to harvest. This will take you off the sales roller coaster that destroys both the personal and professional lives of so many salespeople.

By taking this approach, you can flatten out the hills and valleys and establish a steady flow of business and revenue. You can plan your business and scale your workforce more effectively, so you are not in a constant cycle of hiring people and then laying them off. You and your team will be much happier and more productive.

Tip: Remember your ABCs and Ds. A projects are those that need immediate attention and that are very close to generating revenue. B projects are in the works. C projects are in the planning stage. And D projects are those you have just begun considering. Keep clearing those As off your plate, moving Bs to As, Cs to Bs, and Ds to Cs (or delete the Ds that are not worth pursuing or that you know will never move up the ladder). With this system in place, you can always be sure that you are working on today’s business, tomorrow’s business, and future business.





STICK TO IT 

Very likely you have heard the expression: It is always darkest before the dawn. Everybody knows that expression, yet it fails to encourage many people to stick with it. Time and time again, I see very skilled professionals give up just before they are about to achieve success. They get discouraged, run out of steam, and collapse right before they cross the finish line.

Remember: If you keep working hard, things will improve.

I coined a word for this: sticktoitism. You’re probably already familiar with the word stick-to-itiveness. That is the official word—the one you will find in most dictionaries. I prefer my version, and I  prefer it so much that I am determined it will earn its place in the dictionary some day. In short, sticktoitism is the dogged determination required to get something done in the face of adversity.

You need to make a commitment to yourself, right here and right now to be a successful salesperson. Promise yourself that no obstacle will block you from your goal and that you will continue to pursue your goal regardless of how impossible the odds of success seem to be. If you honor that commitment, I can guarantee that you will achieve whatever level of success you are capable of dreaming for yourself because you will not let up until you have achieved it.

My friend John Vigi became one of the nation’s top stockbrokers, but when he started out, he had no clients and no commissions. John remembers cold-calling as many as 300 people in a row without a single sale. Talk about discouraging! His secret of success, however, is no secret. He had the sticktoitism required to succeed, and succeed he did.

His determination and sticktoitism brought the attention of Merrill Lynch leadership and he was promoted and celebrated by his company many times over. During his time at Merrill Lynch, his portfolio of clients kept him busy enough to be among Merrill Lynch’s top brokers nationwide. For me it’s the same. I don’t have to work nearly as hard at selling as I once did. I’ve established my customer base and hired great assistants. Now I have an ever-growing business along with more time to pursue my professional and personal goals, more time for family and community and myself.

Stick to it, and you will succeed.

Ralph’s Rule: If you are a novice, remember this: Even the most successful producers started out alone and afraid, but you can overcome this with natural curiosity, hard work, and savvy marketing. Ask questions, work hard, and let everyone know who you are, what you do, and what you sell.





WEEK 2

STAY PUT

High turnover among staff can kill any business, from fast food to the biggest corporations. I believe it is especially damaging to sales organizations. Believe me, I tried it both ways—jumping from job to job and staying put—and I know from experience that staying put definitely is better for me, my customers, and my company.

I have observed that most salespeople jump from company to company hoping for a better commission split or a nicer boss or better hours. I did that myself when I was younger. I changed real estate firms seven or eight times, always hoping for a better arrangement, before I finally opened my own company. I realize now how silly I was to think all that moving around would have done me any good.

It is clear to me now that the perfect boss, the perfect company, and the ideal marketplace are nothing more than seductive illusions. You make money by digging deep where you are right now and making it happen here and now. The only thing that switching from firm to firm accomplishes is to waste your time, energy, and resources and significantly damage your bottom line and the bottom line of the company whose products you have been selling.

Just imagine how much burden the departure of a skilled and experienced salesperson can place on a company. New salespeople are not nearly as productive. In addition, the company now needs to invest more resources training someone new, and the new person  is much more likely to make costly mistakes. Of course, when you are a disgruntled salesperson, the damage that your departure does to the company is no concern of yours—in fact, their loss can make you feel even better about leaving.

However, when you choose to leave, you experience similar setbacks. You lose some of your business contacts and support from colleagues. You are not nearly as productive learning new products and new systems as you would be selling for a company where you already know the ropes. And in your new position, you are more likely to commit costly mistakes. Bottom line: You will have fewer transactions, and each transaction will take you longer to process, at least until you can get up to speed. One more thing to consider: There is no guarantee that you will be treated any better or have better opportunities at this new company.

In contrast, an experienced staff requires much less supervision. In auto sales, veterans often perform double the number of transactions per month as their novice counterparts, and top producers may do 30 or more transactions a month—a sale a day! Veterans also need only one hour per deal instead of the four hours a transaction typically takes a novice to process. Quite a savings for the dealership, and quite a boost in earnings potential for salespeople who stay put.

Every time I moved to a new company, I had to start over. Every time I switched real estate firms, I had to buy new business cards and let my clients know where they could find me. I had to create new stationery. I had to develop new marketing materials. Each time, I lost a lot of momentum. And, of course, I had to learn a whole new system with each new company.

Was it worth it? No, it wasn’t. In hindsight I think it’s clear that all those moves cost me more money than they made me.

Sometimes you’ll have a serious disagreement with your boss. You may have different goals for yourself than your boss does. If these disagreements are serious enough, then, yes perhaps you ought to make a move. But don’t give in to that temptation to move every time you run into a routine disappointment at the office. Instead, take some of that energy and put it into making things better where you are.

Perhaps you can negotiate a different commission split or get your boss to pay for new marketing material for you. Maybe your company will pay to get you some additional training or to send  you to your industry’s annual convention. Any of these steps would make you a more professional salesperson and probably a happier person. It would ease the disappointment that was making you consider moving on.

Try it next time you’re tempted to move. What can you lose? If it doesn’t work, you can always go somewhere else. But you may find that your working conditions and/or pay improve just for the asking.

In Week 3, I show you how to develop an entrepreneurial mindset that will ultimately place you in control of your own destiny regardless of external influences, such as what your sales manager says or does or doesn’t say or do.

Ralph’s Rule: The most successful salespeople are the ones who make things happen where they are, not the ones who jump ship to new companies every year, hoping to find happiness somewhere else.





WEEK 3

CULTIVATE AN ENTREPRENEURIAL MINDSET

Too many salespeople think of themselves as employees, treat their careers as jobs, and focus too much on market conditions. They bellyache about the dealer or broker they work for, their sales manager who provides no support, the unrealistic sales quotas they have to meet, and the fact that the economy just isn’t what it used to be. They end up wasting a lot of time they could be using to move more product. As long as a salesperson has a mindset that what they are doing for a living is a job, they will be in a dead-end job.

To be successful in sales, stop thinking like an order-taker and start thinking like a small-business owner, an entrepreneur. Think of yourself as You, Inc., a business entity unto yourself, a revenue generator. Your success depends on you and you alone.




PROCURE TOOLS AND RESOURCES 

Take a few minutes to write down a comprehensive list of what you think you need to succeed in sales. Do you need a new computer? A specialized software program? A way to market yourself more  efficiently in print or on the Internet? An assistant to fill out paperwork? Additional training? Draw up a comprehensive list of tools and resources you need, prioritize the items on your list, estimate the cost of each item, and then start gathering everything you need.

Tip: If you have a sales manager, you may be able to convince your manager to cover the cost of some of the items you need or at least offset your cost in some way.


 

By performing this exercise, you are essentially creating a business plan for You, Inc. You probably already have a clear idea of what success would look like for you. Now you are developing a plan for moving from point A (where you are now) to point B (where you will be when you have achieved success). I talk more about goals in Week 5 and about developing a comprehensive plan in Week 6.

Your business plan should contain a timetable, estimated costs, and your estimated increase in sales revenue. It may even include how much time you are initially willing to invest per week and how much time you will spend each week maintaining that level of success once you achieve it. Consider including a breakeven point in your timetable, showing exactly when you anticipate the investment to pay for itself.

If you are an independent sales agent or if your manager refuses to invest in your success, then acquire the resources you need yourself. Borrow the money if you have to. Invest in your own success.

Tip: Demonstrate your commitment to the company you work for before expecting the company to demonstrate a commitment to your success. Once you have proven yourself, you hold a stronger position at the negotiating table.


 

Remember: The great thing about sales success is that you invest time and energy up front, but once you achieve success, maintaining it requires much less time and effort. You can then invest your extra free time and energy in other pursuits, both professional and personal. You can achieve a balanced life, which is ultimately much more rewarding and fulfilling than career success alone.




MARKET YOURSELF 

Now that you are your own business, launch it like any large corporation might launch a new brand. I often observe salespeople primarily marketing the companies they work for and only secondarily marketing themselves. They pitch themselves as RE/MAX agents or Ford dealers rather than emphasizing their own brand. When you crank up the marketing machinery, keep in mind that You, Inc. is the company you are promoting.

You may be marketing your company and your products, but those entities are only peripheral interests. You include them because they are a part of what you sell, but by marketing yourself, you ensure long-term success. Even if you happen to change companies or start selling other products, you retain all the benefits of the time, money, and energy you invested in your marketing efforts.

Tip: Before clients will buy from you, they have to buy into you. They have to know you and trust you, know what you sell, and believe that you are going to treat them fairly and with respect. The goal of your marketing campaign should always be to build a high positive profile that constantly reinforces your image and the fact that you are knowledgeable and trustworthy.


 

Your personal marketing campaign should exploit all media, including print advertising (business cards, flyers, brochures, and so on), the Internet (web sites, blogs, e-mail, e-newsletters, and so on), and traditional media (television, radio, newspapers, and magazines). In Week 17, I show you how to engage in shameless self-promotion. However, remember that this is not an ego trip. Your success depends entirely on your ability to make your customers and everyone around you successful, too.




HIRE EMPLOYEES (ASSISTANTS) 

Until you have one or more employees, you are simply a self-employed freelancer, and you are probably wasting time on no- or low-profit chores, such as pushing paper and stuffing envelopes. You should be spending time on dollar-productive activities—marketing yourself, meeting with clients, selling product, and  exploring other revenue-generating opportunities and partnerships. Everything else you should delegate to your assistants.

I always tell the people whom I mentor or coach, “If you don’t have an assistant, you are one.” If you don’t have an assistant, hire at least one. If you are concerned about having to handle payroll, consider hiring a virtual assistant (VA) who works on contract. That way, you can pay the person, issue him or her a form 1099 at the end of the year, and not have to worry about dealing with complicated payroll deductions. In Week 8, I unlock the secret to my success—the people who help me achieve what I could never achieve on my own.




BUILD A SALES TEAM 

When more business is coming in than you can personally handle yourself, consider building your own sales team rather than turning away prospective clients. You can handle the arrangement any way you wish. You may include someone, probably yourself, who plays the role of rain maker—attracting new business; another person who takes care of the actual selling of product; and a third person in charge of closing the deal and processing the paperwork. Each person on the team can have his or her own specialty.

As business picks up, you can add members to the team to scale up for the increased workload and acquire talent the team is lacking. Always be in the process of recruiting new talent, and take your time adding members to the team, so you can add the cream of the crop.

Admittedly, any discussion of building a sales team is premature for Week 3, but I want you to break out of the habit of thinking small and break into the habit of thinking and living large. You need to realize early on that your potential is unlimited. In Week 47, we will revisit the team concept, so you can begin planning your sales team as next year’s project.

Ralph’s Rule: Winners make sales. Losers make excuses. You are the key to your own success.





WEEK 4

 PROJECT A POSITIVE ATTITUDE

Positive things happen to positive people. While you might question what came first, the positive attitude or the positive things, the fact is that negativity drains ambition and motivation, and without motivation, you never even get up off the couch to try anything.

I have witnessed with my own eyes the destructive power of negativity. I have seen productive staffs fall victim to a single Eyeore who was convinced that nothing good would ever come his way. Both negativity and positivity (yes, I made up that word) are contagious. The question is: Which one would you prefer to catch and have your team catch?

Good things usually do not “just happen,” but the more positive you are and the harder you work to make good things happen, the more likely good things will start to happen. As with almost everything in life, the first step is the most important, and the first step is to foster a positive attitude in yourself. This chapter shows you how.




SURROUND YOURSELF WITH POSITIVE PEOPLE 

Henry Ford once said, “Whether you think you can or whether you think you can’t, you’re right.” The first step toward success is to believe you can. I think that most people are born with this belief because without it, most people would never learn to crawl, walk, or talk.

Unfortunately, over time, many people have their can-do attitudes trained right out of them—their dreams trampled by people who encourage them to be “realistic” and set their expectations low in order to avoid disappointment. Discouraged in their youth, these people tend to discourage others when they become adults.

On the other hand, people who’ve been encouraged to pursue their dreams tend to encourage others. They see problems not as insurmountable obstacles, but as challenges that can be overcome. They focus on the goal and do whatever it takes to achieve it.

When you surround yourself with positive people, you have a support group and fan club all rolled into one. They cheer you on through disappointment, assist you with their skills and experience, and share their resources to help you achieve your goals.




SEEK OUT POSITIVE IDEAS 

In 1952, Norman Vincent Peale published The Power of Positive Thinking, which was destined to become an international bestseller. The notion that you could transform your life by transforming your thoughts was revolutionary, and readers loved to hear the message that they were the masters of their own destiny.

Motivational books, audio recordings, and even videos abound. You can find them at your local bookstore, on the Internet at sites such as www.simpletruths.com, and by attending motivational seminars. All of these resources are great tools for boosting your enthusiasm and energy and establishing a healthy and productive mindset. Throughout my career, I have actively sought out motivational speakers and writers for inspiration.

In my youth, when most of my generation was following the adventures of Superman and Wonder Woman, I had entirely different heroes, including Zig Ziglar, Tom Hopkins, and Charlie “Tremendous” Jones. I read their books. I listened to their tapes. I even skipped school to attend their events and rallies. I didn’t have  enough money to get in, so I would have to go to the place they were speaking at 5:30 AM to sneak in.

I wouldn’t hesitate to approach these incredible speakers. I was awestruck, but I would approach them after the event and ask questions or tell them how much I admired them. Zig Ziglar once asked a young Ralph Roberts, “What are you doing here, son?” I gushed out, “I got special permission to be here, sir,” I lied. “Someday I’m going to be successful like you and do what you do.” “I’m sure you will,” he said.

His words were inspirational. What an incredible moment for me. Luckily, I wasn’t afraid to approach and talk to these people. Today, I invite many speakers to come to the Detroit area for lunch. Those I’m friends with, I invite to visit with my family. I get to network with these inspirational and intelligent people. You won’t believe how much you can learn and how inspiring their enthusiasm can be.




BANISH NEGATIVITY AND SELF-DEFEATISM 

Whenever I’m talking on the phone and the person on the other end starts to go negative on me, I make an excuse to end the call. I’m not rude about it. I just say something like, “Hey, I have another call coming in, can I call you right back?”

This short-circuits the negativity and gives me some time to regroup and set the conversation back on a more positive track. When I call back 15 minutes, an hour, or a day later, I can then begin the conversation on a positive note and hopefully keep it moving forward in the right direction.

I make a point of not letting negativity in. If I sense it, I immediately find a way to steer clear of it, just as I would veer to the left or right to avoid an oncoming car. It’s as instinctive to me as the fight or flight response. Negative self-talk and self-defeatist thinking can be as destructive to your goals as a head-on collision, so I strongly encourage you to avoid them at all costs.




MASTER THE ART OF POSITIVE TALK 

The first date I ever went on with my wife, Kathy, was to lunch at a local pancake house. I had met Kathy when I was running one of my sports bars and she and her girlfriends came in. At first she didn’t  seem very interested in me. I tried to spark her interest in various ways without much success. Then, after talking on the phone a few times, I finally said that we should have lunch at the pancake house, and would she like me to pick her up or meet me there? And that’s what finally got us going together.

Notice I didn’t ask Kathy, “Would you like to have lunch with me?” My question assumed we were having lunch, and the only question was how to get there. This is an example of asking for something in a way that assumes a positive outcome. I’ve heard this technique called “power talking” and various other terms. It’s a tried-and-true sales technique. For example, when a waitress asks, “Would you like a glass of red or white?” instead of “Would you like a glass of wine?” But, like most of the techniques in this book, it’s one that too many salespeople ignore.

Recently, on a very busy day when I hardly had time to think, a reporter began a telephone interview with me asking if she could tape record our conversation. Instead of just saying, “Yes, that’s okay,” I replied, “Get out your tape recorder and let’s have some fun!” She laughed and I could just feel her energy level rising. The interview continued on this higher level of energy, and that, of course, resulted in a more positive story for me.

Basically, positive talking is a way to emphasize common ground, to create positive thinking, and to get both sides working toward a successful outcome. It’s a way to express your interest in you client’s well-being. It’s a way to energize a situation. Just think about how the singing of the National Anthem before a baseball game energizes the crowd. You need that same quick uplift in energy when you begin a sales call. Positive talking can help you get that.

Picture this: Suppose you go into a meeting after a long, difficult day. You’re grouchy, tired, and you don’t really want to be there. When your host says, “How are you?” you could be bluntly honest and say what kind of a day you’ve had. Or you could say, “Great! And this meeting will make my day even better.” The second version is more likely to lift your own spirits and put everyone in the mood to do business.

Note the distinction between this upbeat, forward-looking style of conversing and a reliance on scripts or other phony approaches. You can’t rely on scripted remarks without putting off your clients. They can tell when you’re not sincere. Positive talking doesn’t mean being phony or dishonest or manipulative.

Rather, being positive assumes you still react honestly to any given situation but you remain confident, focused, and engaged with the client in your conversational style. Positive talking is a way of conversing that increases the energy level for both you and your client, while negative talking drains that energy. Positive talking alone won’t win you a new client, but the lack of it will lose you many.

Ralph’s Rule: Pay careful attention to your conversational style with clients. Ask yourself this: Would you want to do business with you? Customers like salespeople who are positive and professional and who make them feel special. Positive talking can help you achieve this image.





WEEK 5

 SET GOALS

Setting a goal is like choosing a vacation destination and date of departure. It keeps you focused. It forces you to plan ahead. It dictates what you need to do to get from point A to point B, enjoy yourself at point B, and return home.

Most of us are good at planning our vacations. When it comes to planning our days, weeks, months, years, businesses, or careers, however, we run into all sorts of problems. We wander around aimlessly. We look back at the past five years and realize that we have gone nowhere. We take inventory and can recall no major accomplishments.

The cause is usually due to a lack of planning, and planning cannot take place until you have a destination—a specific goal—in mind. How could you effectively plan a vacation, for example, if you have no idea whether you’re traveling to New York, Beijing, or Nairobi and no set date of departure or arrival? You would have no idea what to pack. You could not arrange your flights or reserve a room. You would not even know whether you needed a passport! Yet, this is exactly how many professionals, including salespeople, approach their careers.

In this chapter, I show you how to take control of your own destiny by setting goals and then setting yourself on a course to achieve those goals.




ASSOCIATE WITH FELLOW GOAL SETTERS 

In sales as in any other field of endeavor, people generally fall into four categories in terms of goal setting:1. People who set goals and deadlines and try to achieve them.
2. People who set goals and deadlines and never follow through on them.
3. People who don’t set goals or deadlines.
4. People who refuse to set goals or deadlines and look down on those who do.


 

To achieve the greatest level of success in the least amount of time, I strongly encourage you to become a member of the first group and associate with fellow goal setters. As you discovered in Week 4, people can drag you down, and this applies to goal setting. Anyone who’s critical of goal setting or rolls their eyes whenever you mention the topic will only weaken your enthusiasm and resolve.

Remember: Misery loves company. Failure loves company, too. Refuse to allow those who are committed to failure and misery drag you down with them.




SET A GOAL 

A goal is generally anything you want to do (a process goal) or anything you want to achieve or be (a production goal). I encourage you to set both types of goals, as explained in the following sections.


Process Goals 

I firmly believe in processes and procedures. If you develop a foolproof process, have competent people in place, and give them the resources they need, you can guarantee consistent delivery of a quality product or service.

The same can be applied to you as an individual. For example, I can almost guarantee that top-notch salespeople will significantly boost sales by making 100 phone calls a day, as you will discover in Week 22. This is an example of a process goal.

Process goals may seem more like commitments than goals to you, but I consider them goals. And the great thing about them is that they place you in total control of achieving the goal.


Production Goals 

Production goals are often directly linked to your process goals. For example, a process goal of making 100 phone calls per day is almost guaranteed to result in boosting sales (a production goal). For example, you may set a production goal of increasing sales 25 percent or selling 200 cars or 150 houses or X number of whatever you sell per year.

Production goals are useful in setting a bar for yourself and measuring your relative productivity from one period to another. However, you need to be careful not to focus on productivity to the point of damaging your sales technique or future business. For example, if you become pushy trying to meet a sales goal or are too willing to cut a deal with a client to make a sale, your productivity goal could work against you. In addition, if you are so focused on making this month’s sales numbers that you fail to work on building your future business, you could be sacrificing long-term success for short-term success.

I do encourage you, however, to set production goals. After all, as salespeople, how much we sell is often our measure of success. Either you make your numbers or you don’t.




SET A DEADLINE 

Goals without deadlines are meaningless. Claiming that you will earn $1 million means nothing without a time frame. Whether you earn it over the course of a decade, a year, a month, or a day makes a big difference. In addition, without a deadline, you have no motivation—time needs to be nipping at your heels.

In some cases, the deadline may be set for you. For example, your manager may set a sales quota for you that you are expected to meet for the year, quarter, or month. If your company does not set a goal for you and specify a deadline, then do it yourself. Set a deadline that is realistic but challenging—a deadline that will motivate you to take action and spur you on to achieve great things.




BREAK DOWN YOUR GOAL INTO MILESTONES 

A challenging goal can often seem overwhelming at first. When I set a goal to sell 300 homes in a year, it seemed a little unrealistic until I broke it down. I would need to sell about 25 homes per month or 6 per week. This still seemed a little overwhelming, so I broke it down even further. I could sell 4 FSBOs (For Sale By Owner properties) per month, 6 expired listings, and 8 foreclosures. That was 18, meaning I would need to secure only 7 more traditional listings per month. Now my goal of selling 300 homes in a year seemed more doable.

Making your goals as simple as possible makes them more attainable. It also helps you identify bottlenecks that could be keeping you from your goal. When I decided to sell 300 homes in a year, for example, I soon realized that my current approach did not enable me to have the number of showings I would need to achieve that goal. That led to an innovative solution—take more than one set of buyers on showings.

I also identified another bottleneck—I could not possibly process all the paperwork required for 300 transactions. I knew I would need assistance, so I hired people to process the paperwork for me.

By breaking the goal into milestones and identifying areas where I needed to improve, I could make a seemingly impossible goal possible. 



Ralph’s Rule: Set goals for each day, week, month, and year; prioritize tasks to achieve your goals; review your goals at the end of each period; celebrate your achievements; and rework your goals when you fall short of achieving them.
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