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Introduction: Selling “Double Green”

Years ago, our entrepreneurial ancestors pushed a cart through the city square to peddle their wares. And the profession of “sales” was born.

The interactions were in person. Face to face. And although many a peddler burned untold calories pushing his cart around, he left no effect on the environment in his wake. Since then, many sales evolutions have taken place. John Deere and his wagon loaded with plows led to the more modern day with hundreds of thousands of salespeople on the road driving millions of miles each year to visit customers. These numbers have steadily risen over time.

With the advent of better train and air travel, we’ve added driving to stations and airports, hopping on trains as well as planes—just so we could meet with our customers in person, hoping to close the sale. And we have been very successful with this method in the past. But consider this: It costs a company between $100 and $600 dollars for a salesperson to visit a single customer in person (depending, of course, on how close together customers are clustered).

A new day has dawned in sales, and with it has come rising travel costs, increased wait times, and a lower return on investment for individual sales staff because of the time/money trade-off. Time spent on planes is not generating revenue. Time spent waiting to see customers can also eat into return on sales investment because it’s not direct customer contact time. Not only does selling on the phone virtually eliminate these concerns, it adds the bonus of being a more green method of selling.

Or, looking at this another way, the ROI of using the telephone to sell is far more profitable for companies. More salespeople can be employed, less waste takes place, and business gets back on track for profitability.

One of our clients began an inside sales organization employing six telephone salespeople in 1994. Her group’s sales grew to around $500,000 the first year they were in operation. Today, she employs over eighty inside salespeople and their sales have grown to over $100 million! Her departmental costs are a fraction of the outside sales organization’s. Every salesperson has a desk and a telephone. Her sales-people can make dozens of sales calls per day, as compared to outside reps, who can make a maximum of only ten sales calls daily.

Senior management at this company is thrilled with their results. Our client’s employees consistently win the sales awards at national meetings, outselling and outproducing the salespeople who are also using more of our earth’s resources to accomplish sales. In short, the company achieves a dramatically better ROI for their inside sales team than for their outside sales force.

Hence the “double” in “double green”—greener to the planet, and more green in your pocket.

While you’re taking a more responsible stance toward the future of the planet by utilizing the telephone more effectively and minimizing travel costs, you may be wondering why customers prefer to conduct business over the telephone as well. The answer is simple. Time. All customers have a limited amount of time to work with salespeople. If you’ve ever heard “I’m just too busy” from a customer, and you believe there is sincerity behind those words, then you understand.

Meeting with a sales rep in person means that the customer has to carve out valuable time away from daily job demands. A phone call is less time-consuming for him or her, and just as effective for you (if not more so), than that one-hour face-to-face appointment. With a focused call, most trained salespeople can accomplish their call goal in a quarter of the time it would normally take to meet with the customer in person.

In this Second Edition of Selling to Anyone Over the Phone we explore how you can maximize your sales, save operating expenses, and operate “in the green” by using the telephone. Instead of just telling you to “call, call, and call,” we explain how you can effectively use the phone to generate business.

In this book you will learn the tips and finer points of phone selling as you become more skillful at using the phone to:

[image: image] Focus the customer’s attention on your call.

[image: image] Engage customers in conversation and keep them there.

[image: image] Generate interest in your products/services.

[image: image] Not only get past gatekeepers but also gain their help to reach your customer.

[image: image] Ensure callbacks from customers.

[image: image] Set appointments and prevent customers from canceling them.

[image: image] Conduct webinars and conference calls with multiple decision makers.

[image: image] Utilize communication technology to go “global.”

Plus, new to this edition you’ll find:

[image: image] A new chapter on presenting to groups over the phone via webinars and teleconferences.

[image: image] New information on outside salespeople transitioning to inside phone sales.

[image: image] New material on establishing trust relationships over the phone.

[image: image] Guidelines for the use of text messaging.

[image: image] Expanded coverage on global and cross-cultural communication.

[image: image] New phone selling challenges to open each chapter.

[image: image] New models of effective and ineffective telephone exchanges between salesperson and customer.

[image: image] A new “Greener Way to Do Business” sidebar in each chapter discussing ways in which doing business over the phone is environmentally friendly.

[image: image] New “Talk Tip” sidebars throughout the book.

[image: image] A new appendix on handling customer complaints.

And by the end of the book, you will definitely know how to make more sales, increase your bank account, and contribute to a cleaner world, all by selling to anyone over the phone!


CHAPTER 1
Setting Up for Success

PHONE SALES CHALLENGE – Linda, who was recently moved inside after calling on medical offices as a drug rep, tells us: “I know I should be calling more, but I just can’t make myself get on the phone.”

Linda probably can’t get going because she’s tired of being a loser. Perhaps that’s harsh but, come on, does anybody hate making money? She has likely fallen into some lame patterns that take her nowhere, such as these openings, which don’t engage the customer:

[image: image] “How are you?”

[image: image] “I wanted to tell you about our company’s offerings.”

[image: image] “I’m glad I caught you because we have some specials that I wanted to share with you.”

You can blame the economy, the competition, or your company’s marketing department. But the reality is this: There are people out there making money selling over the phone and you need to be one of them.

Apply New Tactics for New Times

Whether you have always been in phone sales or have recently been pulled in from the road to cut company expenses, it’s time to retrain. Competition is brutal, the country’s finances have been on a roller-coaster ride, and customers are more stressed in general. Whatever tricks you’ve used that have worked in the past may very well be your worst enemy today. If you’re already a seasoned phone rep, it could be your compelling voice, your energy level, or your sense of humor. If you’ve been in personal contact selling, it might be your killer smile, your uncanny ability to read faces or body language, or your laptop full of data.

Do these statements seem odd? Are you asking yourself, “Who doesn’t like a killer smile? A sense of humor? What’s wrong with these authors?” Read on.

THROW OUT THE OLD

It’s a new phone selling environment, so many of the old ways, even your favorites, probably need to be retired to make way for more effective approaches. Here are a few that you will want to send to the recycle bin.

Seduction. You use charisma, compliments, and maybe even a little on-the-phone flirtation to form a quickly intimate connection. Come on, you know you’ve done this. Don’t be embarrassed. Whole books are written to teach people seduction tactics and you just do it naturally. It doesn’t matter if it’s a business deal, a better rate at the hotel, or a date for the evening, you are a master at getting what you want—given willingly—as long as the client is susceptible to a smooth line.

Databank. Employing this approach, you push long lists of product features through the phone lines in order to cover the customer in information. When enough positive features about your product— followed by some dirt thrown on the competition—have overwhelmed (some would say “battered”) your customer, he or she quickly says “yes.” Unfortunately, luck has to play a big part. Either the client hears something early on that strikes a chord, or all the excess talk results in you talking yourself out of a sale.

Big Dog. Using this psychological tactic, you make it clear that you are a force to be reckoned with, with agreement the customer’s only option. Your resounding voice booms into the customer’s ear, overpowering the weak-willed. This works enough of the time to keep you using it; it just doesn’t work on everyone, though, and it generally only works when the customer has no immediate escape route. Businesspeople hear enough of this from used car ads on the radio. They certainly don’t want to be harangued over their phone as well. Hangups are too easy.

Infusion. Your enthusiasm and passion can go a long way toward infusing a customer with eagerness for your product. If you generate energy at a high enough level, you can almost compel the buyer to vibrate with you on the other end of the phone. Even if you are naturally a hyper personality or are genuinely excited about your company’s products, that high level of fervor is impossible to maintain all day every day. The limitation is that you are generally effective only on “good” days. In addition, you run the risk of quickly exhausting the customer who’s having a bad day, resulting again in (you guessed it) a hang-up.

Glad Hand. Your “never met a stranger I didn’t like” approach ensures that clients will look forward to your phone “visits” (note the use of that particular word). You love engaging new prospects, getting to know them, and learning what they’re into. You’re generally a good listener and probably have made some personal phone friends of your customers along the way. When all things are equal, you get the business because they feel they know you. The kick in the gut comes when the voice on the phone says, “You know I like you, Keith, but the other company had more of what we needed. I’m real sorry. Next time I’ll try to throw some business your way.” People like their friends, but they buy from those who can solve their problems.

BRING IN THE NEW

As you can see from the examples above, most of the “wins” occurred only when the particular customer situation matched your sales style. None of these approaches on their own is effective over time, and rarely do they translate immediately into success on the phone. Strategic phone selling tactics can dramatically increase your close rate and you won’t even have to leave your office.

Whatever you consider your strength, it could be turning you into a “one-trick pony.” Not the cute little ones that everyone loves, but the kind of salesperson who can only get customers through a natural rapport. In these challenging times, you need to get all the customers, not just the ones that you click with naturally.

To do this, you are going to have to use that extra-sharp brain that made you successful in the first place, but you will be using it to apply new tactics that will close sales with any customers. There’s only so far you can go trying to dazzle busy, stressed-out customers with your wit or charm. Did you know that in the movie Hidalgo, six different horses were used to perform the different actions the scenes required? Each horse did only one trick well.

You’re not a horse! It’s time for you to move from one-trick pony to morph master, able to size up a customer situation and whip out a tactic perfectly matched to that customer. If you can’t make the customers believe that you and your product are credible solutions to their problems, then you become just another stressor in their already stressful day. But when you hit that sweet spot, that balance between listening to and engaging the customer, you can almost smell the money.

Move to Phone Selling Success

Outside salespeople may be reluctant to move away from the security of their surefire, face-to-face winning ways. But the reality is that the cost of travel is increasing—even just across town—and there is a pressing need to generate more dollars out of every minute of sales time. More and more salespeople will be moved inside to the phone, and you will probably be among them (if you’re not there already).


A Greener Way to Do Business

According to goldcalltraining.com, an outbound sales call costs only between $13 and $19, depending on the salesperson’s compensation. Data from the McGraw-Hill Company confirms that the cost of each face-to-face call is at least $347 for a medium-size business, and this number continues to escalate. If we looked at the carbon footprint of all the driving, the price tag for the planet further increases the cost. Phone selling is green-green: good for the environment and good for the company’s bottom line.



Does phone selling scare you?

Very few people who are in sales for a living have not had to address the fear of what might happen if he or she “chokes” during a performance (sales call). Even the most experienced longtime professionals have days where calling, especially prospecting, is stressful. But when you have a plan that is likely to result in success, you look forward to the call experience, and your stress is reduced.

Think of it this way. If you have good skills in basketball, don’t you welcome the chance to demonstrate them in a game? When you raise your skill level and learn to manage all types of calls, a call then becomes another opportunity to be successful. This chapter is about developing a solid phone strategy.

Imagine that your goals are in place and you are confident, motivated, and prepared for success. Now read on to learn how you can start each of your sales days with success, instead of just coffee!

Begin Your Prep Work

It’s wise to do all your preparatory work the day or evening before your call day. If you wait to plan after you have begun your workday, you’ve already fallen behind! Preparation saves time and maximizes your opportunities for a successful day of contacts and closes. To plan ahead, you need to:

[image: image] Organize your work space.

[image: image] Set your call goals.

[image: image] Prioritize your call times.

ORGANIZE YOUR WORK SPACE

An important piece of prep work that many salespeople forget is the preparation of the work space. In addition to paper pileups, computer tools are constantly notifying us of messages and work that must be done. Turn off your email message beeper and other audible tools that create distractions. Remember: Your customer is the most important person on the planet during your call. That person is where your focus must be.

SET YOUR CALL GOALS

Start with a plan for contacting three times more customers than you think is humanly possible. If your expectations are that you should make thirty contacts a day, then plan on ninety calls. At least 75 percent of those calls are going to result in your leaving a voice mail message, which generally takes no more than thirty seconds. These will be strategic communications left for decision makers on their phone message systems—important but not time-consuming. Know in advance exactly what message you are going to leave. Some may find it helpful to write it out and rehearse it until it sounds relaxed and natural. In one hour, with good planning, you should easily get in thirty outbound call messages.

Of course, if you spend five hours of your day actually talking to customers and closing business, no one will ever be concerned that you never reached ninety calls. The key is to ensure that you are making the most productive use of your time as possible. Have enough phone numbers and strategy notes in front of you for an entire call day.

Have strategy notes before you punch in those numbers. Strategy notes allow you to hold all the cards in a phone conversation. When you plan ahead with a specific approach customized for the client you are calling, you are the one in control. If you are making ninety calls a day, you can’t possibly remember every strategic detail of every call in your plan. Strategy notes keep you on target and calm—in other words, you never call anyone without being ready to do business. This keeps you from wasting time and costing you and your company money.


TALK TIP

For those customers who regularly don’t call back, put them in your plan on different days or different times of the day to increase the likelihood of reaching them.



PRIORITIZE YOUR CALLS

To get your day off to a good start, begin with an easy call—a friendly, low-stress, positive situation. For example, a good first call might be an upbeat thank-you to a regular customer. Or it could be to a customer who is expecting a returned call regarding an inquiry. This type of call should yield a positive response and get your day started on a positive note.

After you decide what your first call of the day will be and the reasoning behind it, you need to prioritize the rest of the day’s phone contacts. Here’s how:

Priority 1: Scheduled appointments, as well as customers with the most potential to buy (not necessarily those who have bought the most in the past, but those who can give you the most business in the future).

Priority 2: Key decision makers who tend to be in their offices at certain times—for example, executives often get to their offices early in the morning before the business chaos begins.

Make your Priority 2 calls early. Call at 7:00 or 7:30 in the morning. Businesspeople are fresher, more alert, and less distracted at the start of the day than they are later, when more has occurred. Someone who is difficult to reach or who puts you off in the afternoon may be more accessible in a morning call.

Priority 3: Time zone–dictated calls. For example, in the Midwest and South most people leave for lunch between 11:30 and noon. In the Northeast, customers typically go to lunch around 1:00. And of course, people on the West Coast may be strolling back from lunch just when you are wishing you could call it a day. Consider calling a decision maker right before lunch. An alternative is to call during lunch when the assistant is out. Sometimes customers will even answer their own phone while eating a sandwich at their desk. This sort of call needs to be short and efficient, perhaps intended just to schedule another time to talk. You might also want to intentionally catch a decision maker’s assistant during the lunch hour. That way, you can spend some time picking her brain.

To avoid missing customers at their very best time of the day, consider staggering your workday schedules—begin early some days, work later other days. Sometimes, if you are ahead of their time zone, calling your customers before everyone else gets started reduces your competition.

Also, ignore your colleagues who whine, “My customers don’t work on Fridays.” This is never true 100 percent of the time. It’s just a flimsy excuse not to work on Fridays. For instance, many dentists don’t work on Fridays, but mine does. Somebody, somewhere, is working on Friday; you can count on it. For the decision makers who travel a great deal, Fridays are often the only day they are likely to be in the office. Think of calling hard-to-reach customers at a time that is not routine for you, at a time that is not obvious—especially to your competition!

The final step in prioritizing your call time is to commit to beginning calls at a specified time. Be very focused about when your call day begins. If you plan to begin at 8 A.M., then make sure you are pressing buttons on your phone at 8:00. If it’s a late-start/late-end day to accommodate different clients’ schedules, then close out your eBay summary page by 10:30 in order to be ready to rock by your 11 A.M. start time. Just as schools have bells to signal the start of classes, you need to incorporate some sort of formal transition trigger for the opening of the business day—regardless of what time it is.


TALK TIP

Make a few calls before you get your coffee, before you check your email, and before you go to your eBay sale page. You’ll be amazed at how much more productive each day is.



Launch Your Call Day

Though you will pace yourself through the day (according to your plan, of course), launching the workday instead of just oozing into it is important for your success to play out.

Make the decision the moment you wake up that you are going to have a profitable day. When you are ready to call, sit tall at your clutter-free desk and tell yourself, “Today I’m going to meet my goals.” Be very specific about those goals. “Today I am going to make ninety calls.” “Today I am going to close five customers.” Your brain’s expectations are powerful guides.

If you tell yourself that you will complete all your planned appointments (and believe it!), then your whole focus will be on accomplishment. One note for this mental preparation is to remind yourself that there are no such things as prospects; they’re all customers. Now, say aloud, right here, as you read this:

THERE ARE NO PROSPECTS;

THEY ARE ALL CUSTOMERS

Success with a “prospect” is somewhat iffy, subject to all sorts of conditions. And customers will hear that iffyness in your voice over the phone. Success with a “customer” is a done deal. You’ve already closed him or her in your mind, so the rest is just working up to that end! Calling prospects creates a “might” or “could” expectation.

Have you ever heard the advice that says, “Don’t think, don’t try, just do ”? Everyone is a customer, a “do,” not a “prospect,” or a “try.” Positive self-talk will convince you that everyone will become your customer as a result of a conversation with you. And since you are on the phone, and not looking the customer in the eye, it will be easy for you to picture him or her saying, “Yes!”

This mindset will make your calls more successful.


TALK TIP

If you have chosen a thank-you for your first call, don’t forget to ask for more business or a referral while you have this customer on the line; it’s still a sales call. Using this tactic at the beginning will set you up for a successful day.



Your attitude is good, so you are feeling confident, in control, and ready to close more sales! Then, if you have some disappointing calls later, they are just a drop in the bucket.

Keep in mind that where you place your expectations is critical for achieving what you want. Expecting positive outcomes frees your brain for creative thought and strategizing. Constantly trying to protect yourself from possible negative outcomes can paralyze you. In addition, your customers can feel fear or hesitation over the phone. When they hear a lack of confidence, they have an even greater opportunity to shut you down instead of becoming engaged in conversation.

Open Calls with Confidence

Okay, your desk is clear, your notepad or whiteboard is ready, and your call day is under way. Before each call you make, remember to take fifteen seconds to determine your goal and your approach, and create an engaging opening statement. Here are some call opening ideas:

[image: image] The thank-you

[image: image] The referral

[image: image] The prospecting call

[image: image] The appointment confirmation call

THANK-YOU CALLS

A lot of people are calling your customers to sell products, but very few of them are thanking their customers for their business. Thank-yous seem to be falling out of our interactions altogether these days. For this reason, if for no other, you should offer appreciation to distinguish yourself from your competitors. Your customer may show his or her gratitude for the affirmation with a purchase order or a referral.

For an existing customer, the best opener might well be a thank-you, like both of the following examples:

“Ms. Johnson, this is Aaron Doe from XYZ Company. I want to thank you for your recent order.”

“Mr. Levine, I understand you have been purchasing from our company for five years, and I want to thank you.”

This will disarm most customers because they aren’t used to getting such a call for their business. Sometimes you will want to “thank and run” to cement a good impression in the customer’s mind. However, if the customer is responsive and jumps in to discuss business, or happens to mention being pleased with your product or service, then move forward. The dance is always driven by the customer. Let him or her call the shots.

REFERRAL CALLS

These are those social networking gems. Any time you can mention someone’s name, you create a “virtual” introduction. You have something in common: you both know the person whose name you used for the referral. A call suggested by a respected colleague demands attention. At the very least you have, in a way, been introduced by the person who gave you the customer’s contact information. While it’s up to you to make the call work, you certainly are a step ahead in the customer’s mind. If this is a referral call generated by a customer, an internal contact, a friend, or through networking, begin your call using the referral name. Your call might sound like this:

“Robert, hello, this is Alex from PDQ Company. Mac MacDonald suggested I call you about your interest in streamlining your purchasing.”

PROSPECTING CALLS

This call is made to someone that neither you nor your company has a prior relationship with. Since prospectors look for gold, we can think of these calls in the same way. Someone whom you call will ultimately become a new customer because of your effort. So, depending on the value of an individual sale in your industry, it could be worth gold to you!

Of course we’d like every call to be an easy path, but sometimes you just have to use a machete to get through the jungle in order to reach the hidden riches. Most of us who make our living on the phone don’t work for companies that have a staff of qualifying clerks to furnish us with prescreened contacts. For this reason we have to map our own way. So, load up with some good tools, like the examples below.

In a strong prospecting call, your opener should include a reference to something noteworthy about the customer’s company or industry. For example, it might sound like this:

“Ms. Denos, this is Maria Villalon from Aztec Pipefitting. I read in this week’s Wall Street Journal that your company is preparing a rollout of three new locations. I’d like to speak with you regarding how we can assist you with your steel fabrication.”

Remember that most people enjoy talking about themselves or their company, especially if there is something particularly good to be proud of.

Monitor your local business news publication (most larger cities have these), the business section of your local paper, or an online news source. Look for any changes in management, new product announcements, or contract awards. Sending a copy of the article with a note can be an excellent reason to call as a follow-up. The more you demonstrate what you already know about the company, the more your suggestions will sound like helpful information from a concerned source.

A certain part of your job is knowing what’s going on in your customers’ industries. When you know the business, the competitors, and the news, it will be easy for you to come up with the appropriate opening benefit statement. Another possible opener might be:

“Ms. Denos, this is Angie Chin from Change Systems. Your company recently acquired XYZ, and I’m calling to discuss how we can save you time during the transition.”

Even small companies have a presence on the Web these days. There’s no reason why you can’t find a reason to call or a pertinent item to discuss. That information will allow you to gain attention immediately and establish credibility quickly.

Notice that we didn’t use that old word, “rapport.” Schmoozing for personal rapport is a part of face-to-face conversation; it is a personal connection punctuated by body language and facial expression. Phone selling doesn’t include those elements, so you are going to have to establish value for the time the customer allots for the call. Customers today are willing to trade you time for solutions or additions to their bottom line. They are not willing, however, to have their busy day interrupted to answer questions like, “How are you doing today?”

For anyone moving to inside sales, this is a shift of strategy. Forget the boring and inane intro that truly does nothing to connect you to the customer. You must show that you know the business challenges, that you are up to date on the industry, or even that you know the particulars of the company itself. This immediately sets you up as a possible partner in the customer’s decision making. It also sounds a little more professional.

APPOINTMENT CONFIRMATION CALLS

Some of your calls for the day will be to confirm appointments that you have already set.

When calling to confirm an appointment, whether it’s a phone or face-to-face appointment, here’s a surefire way to keep from having your appointment canceled. Customers may want to cancel at the last minute because salespeople are not a priority in their work lives. Interruptions or disasters can occur, and priorities change between the time you secured the appointment and the appointment itself. So, always confirm call appointments by using voice mail. An enthusiastic reminder on a customer’s voice mail gives them a nudge, but won’t provide an easy opportunity to cancel your appointment. For example, call when you expect the customer to be out and leave the following message:

“Hello, Michael, I’m looking forward to speaking with you at 3:30 today about an efficient way of solving your shipping problems.”

But be wary. If you have to confirm the appointment when Michael might be in his office, call the main switchboard instead of his direct number. When you get the receptionist, ask to be forwarded to his voice mail, not his extension, and don’t leave your number. If Michael doesn’t have your number handy (and he probably doesn’t), he won’t call you to cancel. This holds true whenever you are making a confirmation call: Never leave your phone number.


TALK TIP

If you’ve been using email to confirm call appointments, you might want to rethink that practice. That reply button makes it too easy for customers to beg off. Their enthusiasm level is not the same now as it was when you scheduled the call, and without that initial enthusiasm, they might believe they’re too busy to talk to you. In addition, although email may be your preferred communication medium, your customer may avoid it. Thus, a confirmation may go unnoticed. Lastly, with filled mailboxes and downed servers, email is just plain unreliable.



The Payoff

Everyone likes a sure thing. However, success is never a sure thing. This realization sometimes makes telephone salespeople hesitate or procrastinate when it is time to begin calling. The skills you have gained in this chapter will improve the odds of success, without doubt—if you use them! Planning, setting appointments, and ensuring your customers are available and “up for” your call appointments will improve your contact rate and, ultimately, your close rate and income.

The theme of this book is to S-T-A-R-T—in other words, get your ass on the phone! Start using some new tactics, start prospecting daily, start calling early, start leaving compelling messages—well, you get the idea. “Start” is more than a word to get you going: it’s a very handy acronym to keep you on target. Use it to help you start making more money!

S — SET UP for success.

T — TAKE CONTROL of your call.

A — ASK high-value questions.

R — REMOVE all obstacles and close.

T — TAKE CARE of your customer.

Now that Linda’s had the chance to look at the material in this chapter, let’s see where she’s going with her new prep plans and call openers:

“I understand your company just acquired XYZ Industries.”

“The Wall Street Journal just reported that you are streamlining your production and I’d like to ask you a question about that.”

“Alex Janov said that we need to connect regarding your department’s recent growth. I’d like to learn more.”

Wow! Linda’s got something legitimate to talk about with the very busy person on the other end of the line and she’s much more likely to invite a conversation. If the customer is talking, Linda is selling. Okay you, start selling!


CHAPTER 2
Managing Time and Information for Profitability

PHONE SALES CHALLENGE – Anthony, in IT placement, tells us: “I called a customer earlier today and was actually surprised when he answered the phone. Then I tried to find my notes from our previous conversation and they had disappeared!”

Too often, sales pros get lost in thinking they don’t have time to dig around for or keep track of details on customers. The focus is the phone call, the moment, right? Not even close! Today’s customer doesn’t have time for glib conversation. Unless you can offer something directly relevant to the customer’s challenges in the very first breath, you are revealing that you’re just another nuisance call. You might even be experiencing exchanges like these:

SALESPERSON: Oh, hi John, how are you today? This is Anthony, uhm, from xyz Services. I wanted to check with you to see, uh …

CUSTOMER (interrupting): Well, Anthony, I really don’t have time to talk to you. Goodbye.

In this example Anthony clearly wasn’t prepared for the call. He has forgotten that call-to-close ratios can be improved with solid customer information and call planning.

SALESPERSON: Hi, Rebecca, I’m from ABC Enterprises. I’m not sure if I talked with you before or not, but I wanted to share an idea with you.

CUSTOMER: Well, I’m sure that we haven’t spoken before, and I can tell you that we have no interest. Goodbye.

Here’s a typical example where a phone salesperson is excitedly promoting a new product or service. But since the salesperson isn’t even organized enough to know if he or she has spoken with the customer before, the customer pretty quickly assumes that the call will be lame.

SALESPERSON: This is Josh from Aggregate. I apologize because I know I was supposed to send you a confirmation email after our last conversation.

CUSTOMER: I’m glad you called, but we had to make a decision last Tuesday. We really liked your product, but when we didn’t hear from you …

Wow! Because of a lack of promised follow-up, this rep was blind-sided by a major change in customer circumstances. If he was counting on this sale in his weekly report, he’s certainly going to come up short. Commitments made to customers are tests of credibility. If you say you are going to follow up on Thursday, do it!

If you are a professional salesperson, and especially if you are on commission, time spent on the phone translates directly into money. But if that time is inefficiently or ineffectively spent, it will ultimately cost you. For this reason, maximizing the use of your time requires careful preparation for phone sales calls. This process includes locating contacts, tracking customer needs and accounts, and even enhancing your skills (such as reading this book). Improving your call-to-close ratios will pay off in large dividends.

First, you need to get a clearer picture of what your time is worth, and how to increase your dollar yield per hour, minute, and year. Keep a consistent pattern of planning, tracking, and following up. If you fall down in any one of these areas, you’re likely to become just another statistic of a failure caused by the inability to plan. This chapter is about making and improving that connection by managing your accounts and then gathering and utilizing customer information so that your call planning leads you to closing more sales. Information isn’t just power—it’s money!

Second, you need to improve your efficiency, both in finding qualified customers so that your phone time is well spent and in gathering and managing the information that is most useful to you in planning whom to call, how often to call, and even what time of day is best. The information storage system that you use can be customized for your purposes, but there is one absolute for successful phone selling: You must have sufficient information about the customer to establish credibility instantly. Your good looks and charm are not helpful when the customer can’t see you.

Improve Your Time-to-Sales Ratio

There are many ways to increase your efficiency as a sales professional. None, however, are magical—nor will they work if you don’t use them. The recommendations in this chapter might be a significant departure from “I’ve always done it that way.” One truth emerges, however: If you continue your phone selling in the same way, you will get the same results.

Time management to increase your call-to-dollars relationship will require some changes on your part. Though many reasons exist for you to make some of these important changes, the best is the table in Figure 2-1.

THE TIME/COST TRADE-OFF

What is your time worth?

Let’s break down the numbers to help determine why it’s so important to improve your efficiency. As you look at this table, first figure out how much each hour of your time contributes to your income. Find your salary, then scan across to the column that tells you how much more green you can bring home by becoming more efficient—by eliminating wasted time, thus adding an extra hour to your working day.

Figure 2–1

How Much CAN You Make?

[image: Image]

If you waste an hour a day, look how much you have squandered. If you are on a commission plan, the numbers are even more dramatic. So, the way you manage your time has a direct impact on your income. If you are on straight commission, or receive bonuses, that extra hour each day you might spend shopping online sucks up more than cash. Wasted time translates directly into lost money for you.

Now, let’s look at your day and see just where your time is spent. Do the following to help you understand more clearly where your time goes:

1. Track everything you do for three days, rounding your activity to fifteen-minute increments. From the first minute you pick up the phone, record what you do all day. Be honest with yourself, because no one will see this but you, and its purpose is to help you make more money through greater efficiency. Note what wastes your time during the course of the day. Most people find that personal phone calls, chats at the coffee bar, and online activities are their worst enemies when it comes to time away from the phone.

2. At the end of the three days, sit in a quiet room and carefully analyze the log you’ve created to see how you are using your time. Take a look at what you, personally, have control over.

Then consider how you can make better use of your time in different ways. After tracking your time, you might determine that by simply beginning your calls fifteen minutes earlier, which allows you to make eight more calls per day or forty more per week, you might close three more sales per week. If an average sale for you is $1,000, that adds up to $3,000 per week, which multiplied by fifty-two weeks equals an increase of $156,000 in sales per year!

At a 10 percent commission rate, you have now generated an additional $15,600 by simply beginning fifteen minutes earlier each day. This seems like a small price to pay for a sizable return.

As soon as you seriously examine what you do with your time, you’ll begin to see how much money you are losing to time-suckers. Although each person is different, every sales professional can manage time more effectively by choosing activities that enhance well-being, whether personal or professional. Taking care of your health, for example, by exercising, taking breaks, and getting out for lunch, is not wasted time: These activities result in better productivity. But if your friend doesn’t like her job and she calls you to talk for an hour a day, she’s costing you money.

At some point, you need to seriously weigh how much you need to make versus how much your time means to you—in actual dollars. Start thinking about concrete ways to optimize your selling time and invest your time wisely. Don’t let it just pass by while you sip lattes and text your friends.

DISPELLING THE 80/20 RULE OF SALES

Every salesperson has heard of the 80/20 rule, that 80 percent of our business typically comes from 20 percent of our customers. It’s amazing that we all seem to believe that this 80/20 rule exists no matter what our business is. Let this be the place where you finally hear that it may not be true.

The 80/20 rule presupposes a mathematical relationship. If your sales goal is predicated on 20 percent of your customers’ business bringing in 80 percent of your sales, you are in danger of never making your goal. We cannot depend on history to determine our success because we live in a fluid world. Regardless of your industry, business constantly changes. Your best customer today may be acquired, merged, or go out of business, and your lowest revenue customer might expand. You could be blindsided by an unexpected turn of events and you will have absolutely no control over your ability to capitalize on the changes.

Your company may be rolling out a new product to a potential new market and you may find that you have no sales history with that type of customer. Perhaps these new customers will be the ones that will contribute the most to your growth. Your sales history is irrelevant. Future success should be your focus. This is especially true because the money from past sales is gone—either spent or absorbed. The only meaningful question for you as you prioritize your selling time must be, “What am I going to do this year?” Have you had a major customer that has gone out of business? What prime, top-of-the-line customer this year is one you couldn’t even get on the phone last year? Begin analyzing your accounts to look for future business without presupposing the 80/20 classic rule.

PRIORITIZING CUSTOMERS

To determine how you are going to invest your time for maximizing sales, you’ll need an A, B, and C customer identification matrix. Figure 2-2, Strategic Master Planning Form, shows a method of future account prioritizing that you might not have used in the past.

Figure 2–2

STRATEGIC MASTER PLANNING FORM

[image: Image]

Before you begin your planning, you’ll need to honestly consider where your best customer potential lies. By filling out the matrix in Figure 2-2 for each of your customers and prospects, you will discover where you should be investing your time to maximize your income.

Consider these ideas when planning:

[image: image] What is your relationship with the buyer? On a scale of 1 to 5, your relationship might be a 4. If you have all the customer’s business, that’s a 5.

[image: image] Future growth potential may be a 5.

[image: image] You can total different categories and begin to look at all accounts.

[image: image] Perhaps totals of 27 to 35 would be an A account, 19 to 26 would be a B, and 18 or fewer would be a C.

This is a time-management and time-investment determiner, because you will never get your time back. Remember: You’re planning for sales growth.

Look at the future. Some former A accounts might be maxed out, but Bs might be in a position for greater growth. One other determiner from a time-management decision is “How needy is that account?” If there are complexities, problems, or a high need for attention, it may actually be in your best interest to assign the account to an account manager or to customer service because it might be costing you money in terms of your time. Remember, you are basing all these business-planning decisions on greatest result for time invested.

These are business decisions. If you don’t have the freedom to choose these courses of action, make a case for a change and take it to your manager. A $15-per-hour employee can maintain an account, whereas your $80-per-hour attention for a limited return might not be a good business decision. As a phone sales professional, you need to spend your time doing what you do best—selling on the phone, not maintaining already sold accounts that lack growth potential.

Let’s look at an example of an inside computer salesperson who secures a $1 million sale to Garrison School District. The school district also needed a service contract worth another $300,000. The total sale for the current year was $1.3 million. This is an A account for this territory.

Now it’s time to plan for the new fiscal year. The salesperson considers this customer an A account, then schedules the time in his calendar to work the account, say, one call a week. A close examination, however, shows that it is, disappointingly, now only a $100,000 per year service account—not a priority at all for this territory. In fact, this customer won’t be eligible as an A account for another two years after the existing contract is up. This account has thus become a B or C customer. Calls from the salesperson to this customer for the current year should be strategically reduced and not disproportionately allocated by occurring once weekly.

What about you? Are you thinking past or future? Your company most probably bases goals on projected revenues—not past sales. So, take a look at your A, B, and C accounts. You’ll probably find that some of your Bs are your best As for the upcoming sales year. You’ll also probably find that some of your As are now Cs because of buying patterns. Take a look at your business and make these forecasting determinations. Just be honest when evaluating each customer.

Now that your priorities have been determined, you have to parcel out your forty phone hours very efficiently. Because Garrison School District (in our previous example) was an A account last year, too many salespeople would spend an A equivalent number of calls when the potential for new business just isn’t there. The result is wasted time that should be spent selling more to existing accounts and developing new accounts.

For example, in a forty-hour week:

[image: image] A accounts should take up approximately twenty-five hours of time (which includes planning, calling, leaving messages, having conversations with gatekeepers, and preparing proposals).

[image: image] B accounts require ten hours.

[image: image] C accounts require only five hours. (Voice mail messages, email, and mailings can be used instead.)

Remember that prioritizing is based on this year’s potential, not last year’s performance!

IMPROVING EFFICIENCIES IN DAILY ACTIVITIES

With the million and one activities you do each day as you make your phone calls, there are probably just as many ways to become more efficient. Some salespeople swear by wireless headsets. Some believe that a pen writes faster than a pencil. Scheduling calls in your CRM (Customer Relationship Management) software or device the day before saves planning time in the mornings when you have the most potential to reach customers.

Here are a few hints that can help you improve your efficiency:

Monitor your personal calls. These calls not only interrupt your day for the duration of the call, they make even the most focused salesperson procrastinate about getting work accomplished. Set aside a slow time of your sales day to deal with your personal business. You will be amazed at how much more efficient you will become when you plan your days this way.

Turn the audible signals off. If your email inbox, PDA, or mobile phone is ringing, it is difficult to concentrate on your customer calls. You’ll be interrupted and wondering who’s calling, whether it’s important, and more.

Maximize your efficiency by having anything you might need at your fingertips. You shouldn’t have to sift through personal bills, magazines, or your lunch leftovers. Organizational experts say to put the other items away where they are not distractions or clutter.

Set time goals for yourself. “I will make twenty-five calls before ten o’clock” or “I will make forty calls by noon.” At the end of the time, get up and reward yourself. Be sure to plan your reward in advance so you don’t lose a lot of time figuring out what you would like to do. By stopping at the end of a goal time and returning to calling at the end of your break, you stay fresher and put more energy into your calls. Tired people dawdle. It’s better to organize your day around calls than to call arbitrarily until you are too exhausted to pay attention.

Clear your desk at the end of every day. Things that become covered on your desk rarely receive proper follow-up. Hunting for misplaced reports, notes, or orders is time-consuming. Reduce your paper by recording your call information regularly into your electronic tracking system.

Once you have begun managing your time by cutting out time-suckers and by efficiently organizing your phone call preparation, you will need to develop a solid system for locating and tracking customers.

Locate Quality Customers

One activity that does not differ whether you are selling in person or selling by phone is uncovering leads that can point you in the direction of quality customers. Leads are the lifeblood of your selling process and finding them is where your selling begins.

EXTERNAL RESEARCH

Here are some sources of likely leads for your sales calls:

[image: image] Existing customers—clients who are purchasing regularly.

[image: image] Inactive customers—clients who have bought before but not lately.

[image: image] Potentials—people in your database who have been contacted either by you or a predecessor but have not yet bought.

[image: image] Passive leads—leads generated by an inbound call to your company from a website registration, trade show, interest card from a magazine or advertisement, letter of inquiry, or a coupon.

[image: image] Referrals—leads generated by customers, employees, acquaintances, organization members, or other potentials.

[image: image] Networking—involvement in associations, groups, or face-to-face types of activities, including alumni organizations, chambers of commerce, volunteer organizations, industry groups, training, or speaker events.

[image: image] Industry publications—magazines, newspapers, local business publications, or online sources.

[image: image] Lists purchased from third-party sources—these can be defined by target market parameters.

[image: image] Suppliers and business partners—people who sell in the same industry but are not competitors.

[image: image] Web searches—keywords, industry articles, and similar searches.


TALK TIP

Going into a search engine to explore conferences and trade shows in your industry can be time well spent, because having a name to call on the phone helps you to navigate around any gatekeepers. Using a search engine can make it easier to find the specific names of presenters at conferences and booth personnel at trade shows. An added bonus is that it gives you something to immediately discuss with the prospective customer—their conference presentation or trade show experience!



Since we’ve just mentioned networking, let’s look at a special category of networking sources, social networking sites. Every investigator and military officer knows the value of “recon” (reconnaissance). Any information about a customer gives you inside knowledge that you can use for strategizing. The Internet offers many organized sources for this information in the form of networking sites such as LinkedIn, MySpace, and Facebook.

LinkedIn specifically has a question, “What are you working on?” Everyone on your network list can see and comment on that. If you know someone who has access to an entry, then you can follow through on it as well. You can also invite contacts to LinkedIn. If they accept your invitation, you can get access to customer updates and use that information to keep your callbacks current. In addition, you will know if some new contract or expansion is coming.

For either a potential or existing customer you can find out what’s new: travel, new contracts, etc. Go to that decision maker’s page or, better yet, pinpoint a specific product (or service) that might connect directly with what he or she is doing. Sure this takes more time, but is this customer a significant growth opportunity for you? Could this be a potential top-ten account? It might be worth that extra five or ten minutes to add personal information to your database about an important decision maker or a large account.

For example, in a conference call about a proposal a sales rep noticed a casual comment about an art project the customer was working on. A visit to one of the social networking websites revealed that this person was not only a decision maker with the company but an artist “on the side.” When the rep later followed up on the proposal by phone, she was able to make direct reference to the website. She so impressed the decision maker with her knowledge that she gained an important foothold, which eventually led to a sale.

INTERNAL RESEARCH

Your company’s intranet can tap you into forecasting programs, inventory pages, online slide presentations, and even your organization’s customer service department. These are good places to get leads. If your customer service personnel or sales support teams are trained to address service situations as sales opportunities, access to those records or personnel can result in new business.

For example, recurrent technical problems could mean that a better or upgraded product would be appropriate. If a personal trainer has purchased home-use equipment and trains many clients all day on the equipment, he or she might be having problems with it, since it wasn’t designed for such heavy use. For you, the salesperson, this knowledge gained from customer service might provide a valuable lead that could result in a sale of commercial-grade equipment.

Think about who else in your company has opportunities to uncover leads. For example, who are your customers’ employees contacting within your organization? And what might your boss or predecessor know about a customer? Perhaps one of your business partners or vendors knows about a customer’s situation. Trade show exhibitors and attendees are a valuable source of information for many salespeople as well. Of course, you’ll want to check the prospect’s website and use the Internet to obtain additional company information.

Just as important as uncovering leads is the need to break down those leads according to their potential. This helps you prepare a blueprint to guide your sales calls. Phone time ROI (return on investment) relates directly to the revenue potential of the individual or organization on the other end of the phone. Plan your day around gaining new accounts and be wary of spending too much time on accounts that perhaps just bought but won’t be up for additional purchases again soon, like the Garrison School District.

Now that you’ve explored these important sources of client acquisition, let’s look at what data you should be gathering and storing on these potential customers.

Gather and Manage Customer Information

You need to keep track of a great deal of information about your customers. Since everyone’s company does this differently, this section will be a rough guideline for what kind of information you need to maintain and which methods work best to store that information for easy retrieval.

KEY ELEMENTS OF A CONTACT MANAGEMENT PROGRAM

Filling in a document (electronic or otherwise) similar to the form presented on the next page on each of your customers will keep their vital information in one place, available when you need it. No more wondering where that scrap of paper with the cell phone number went, no more wondering if you have their name spelled correctly, or their precise title for the memo you are writing.

Essential Information

Name: __________________________

Title: __________________________

Position: __________________________

Phone number and extension: __________________________

In addition to the essential information that’s needed for easy retrieval, you’ll want to include the following in your contact management program:

Cell or alternative phone: ______________________

Time zone: ___________________________________

Fax number: _________________________________

Email address: ______________________

Physical address: _______________________________

Company website URL:__________________________

________________________________________

Status designation (existing customer, prospect, referral, cold call, strategic partner, etc.): _____________________________________

_________________________________________

Occasion of discovery (networking function, met on plane, etc.): ______________________

Sales history: _______________________________

Products/services used: ___________________________

Customer since (year): ___________________________

Service agreements (yes/no): ___________________

Renewals: _____________________________________

Lease expiration: ___________________________

Follow-up date: ___________________________

Assistant’s name/phone:_______________________

Home phone:_____________________________

Personal interests (sports, organizations, associations, etc.): ____________________________________________

Spouse name, children’s names: ____________________

Referred by: ________________________________

Personality type (see Chapter 3): __________________

Best times to reach:________________________

Competitors (direct and indirect): ___________________

Notes or comments (captured conversations, dates, discussions, etc.): _________________________________________

____________________________________________

Link to a proposal or sales agreement, if applicable: ____________________________________________

________________________________________________

In addition to the data above, you might also include information such as how decisions are made and whether the customer contact person is a gatekeeper or purchasing agent, or whether this individual simply makes purchasing recommendations.

As you can see, the information that can be gathered on a customer from behind the scenes is practically limitless. You just need to decide what is important, with “more” often better. However, more information is useful only if you can catalog and retrieve it in a timely and purposeful way. The following approaches can help you manage the customer information you gather.

METHODS OF KEEPING CUSTOMER RECORDS

Now that you have strategically gathered a full range of “recon” on your customers, you will have to determine how best to manage it all. Information is just data; you will have to record it in some meaningful way using a medium that makes sense for your work style and company. Here are various methods of record keeping with the advantages and disadvantages of each.

Pen and Paper Methods. Pen and paper methods of keeping customer records can include using index cards, call report forms, or paper files.

The advantages are that these methods:

[image: image] Improve your ability to retain customer data.

[image: image] Create visual and hands-on organizational systems.

[image: image] Keep direct quotes or customer details private.

When you hold a pen or pencil and write down customer information such as interests and needs, you mentally retain it longer than you would otherwise. Neurological studies have shown that writing by hand is actually more effective for memory retention than keying in the data electronically. Then, when you transfer the information to your database, you reinforce the memory.

If you are a visual person, you can use a color system of files or index cards for cataloging—for instance, past customers could be pink, current large customers green, and so forth. For some people, having a physical, hands-on organization system is the most helpful.

The disadvantages of these methods of retaining customer information are that:

[image: image] Individual pieces get lost.

[image: image] Papers and cards must be filed.

[image: image] File cabinets take up space.

[image: image] Information may not be easily transferable to someone else who might need it, such as a sales manager, another rep, or your customer service department.

[image: image] Management of hard-copy information can be time consuming—collating, alphabetizing, filing.

[image: image] Paper records are heavy and bulky, especially where there are many customers.

[image: image] Too many possible problems (illegible handwriting, misplaced information, lack of space on a note card, etc.).

Electronic Methods. electronic methods of keeping customer records can include using specialized software on your desktop or laptop and personal digital assistant (PDA). In addition, our cell phones are hand-sized information storage devices, although they are not always the easiest to use for planning purposes.

You may have a company database system adapted from existing software or created specifically for company use. Off-the-shelf products, including Web-based programs, work well, too.

An electronic management system can be as minimal or robust as you prefer. Since there is such a broad range of prices and applications, you should be aware of what you actually need. Readily available customer contact management software includes ACT!, GoldMine, and Salesforce.com. A recent search on Yahoo yielded thirty-five listings of CRM software, including some open-source offerings.

Many of these programs can be put onto company networks, so your information technology manager might need to be involved in your consideration of which to choose. You can also find software that is compatible with PDAs, but be sure to check for compatibility with your company’s hardware and software systems.

The advantages of using electronic methods of record keeping are that:

[image: image] They are reliable.

[image: image] Portable devices are easy to use and connect with desktop systems quickly.

[image: image] Information is easily duplicated and backed up.

[image: image] Records can be kept for a long time to track purchasing history.

[image: image] Databases allow you to use many different identifiers to locate customers. For example, you might remember that a customer likes California wines and that you met the person at a telecom conference, but you can’t remember the person’s name. With a robust database, you’ll be able to find that individual effortlessly.

[image: image] Data can be backed up regularly and easily to reduce the risk of lost information.

The disadvantages of using electronic methods are that:

[image: image] Desired software packages might be cost-prohibitive.

[image: image] Your IT department might restrict use or flexibility of the company system.

[image: image] You might not have the staff or time to convert data—transcription, scanning, etc.

[image: image] You could lose your PDA or handheld computer.

[image: image] A virus in your desktop computer or on your company’s network could cause you to lose everything.

Whatever contact management software you choose, be sure it is flexible enough to allow you to create your own fields. One example might be “I.D.” In this field, you could record how you know a customer. Perhaps you met this person at a conference, professional association meeting, school alumni party, or even at the gym or in a seminar. This field is also an ideal location to include a referral name so that when you call the customer, you can use the referral name.

Sometimes, as part of planning, you will contact everyone you met through a specific association or at a certain seminar. You can customize a phone or mail campaign based on an approach relevant to those people in a particular organization.

You can also sort by fields to plan. For example, you might decide that you want to plan your day by contacting customers in a particular time zone or zip code and, using your contact manager, you can call customers in those areas. Make sure that the system is robust enough to hold the tracking information you need—and, of course, be sure to fill it in: empty fields will not help you one bit. Also, choose a system that is easy to operate; otherwise, you won’t use it.

You may inherit a system that your predecessor used or that your company dictates and find that it’s not working for you. If that’s the case, you may need to adjust (with approval) your planning and tracking system. Whatever you use, be consistent with your procedures—effective record keeping is essential to your sales success.


A Greener Way to Do Business

Planning and tracking by utilizing your preferred contact management system or CRM is a much greener method of record keeping than paper files, which use a substantial amount of carbon dioxide from processing paper.



The Payoff

Whatever method you use to make the most of your calling time, you are bound to be able to improve your efficiency. Far too many salespeople never even ask themselves if their work could be managed better or more economically. If you are getting the same numbers or, worse, higher quotas on shrinking territories, you will have to improve somewhere. Addressing the management of your professional activities to make your time work better for you is money in your pocket and time for living a balanced life.

Let’s see what Anthony is saying now:

“I spent a half hour on Geek.com today and got three new leads from a news item, put them in my database, called them referencing their new expansion, and set up appointments with all three!

“Just last week I was heading out the door to a meeting when my CRM system alerted me of a follow-up that I was supposed to do with a new potential. So I called on my cell phone, and the customer said, ‘Well, hello Anthony, I was expecting your call. Do you know that you’re the only rep on this bid who has called back when he said he would? That’s the kind of person I want to work with.’

“I got the business just by ‘showing up’ by phone on time. But I have to admit that I never would have remembered to make the call if I hadn’t gotten the alert.”




End of sample




    To search for additional titles please go to 

    
    http://search.overdrive.com.   


ops/styles/page-template.xpgt
 

   

     
	 
    

     
	 
    

     
	 
	 
    

     
	 
    

     
	 
	 
    

     
         
            
             
        
    

  

   
     
  





ops/images/f0044-01.jpg
Excited

Different

Dramatic

Opinionated
S Positive
Happy ’Q‘
Benefit-
oriented
impulsive
Into what's
hot and new
Fast-talkers
Emotional-
v into sounding
partnering' ——





ops/images/t0194-01.jpg
SOURCE: ® Renee Walkup, SalesPEAK. Inc. All rights reserved, 678 587.9911 www.salespeak.com







ops/images/f0041-01.jpg
Analytical  controlled

Pessimistic
Nitpicky

Specific g %
Detailed
Thorough recise
Fact-based
Procedural
Monotone

Slower-speaking

Criticsl Research-oriented







ops/images/f0037-01.jpg
e remon oo
et

st ome ot Compet | e | s | wam ot ABC

oA v T T T B 2 0

Bty ot o <5

Compin s b 1, e b =

Saxt i o ey

e -k st i i congons | = b e

Pt et iy

o bt 35 s
ottty

[T TR —
oo e Sk . 745691, g ALk






ops/images/t0203-01.jpg
UK Cmzens | Formal with tles or [ Like written Reserved emotions. Are [ Being lte to meetings even
Sumames communcaton Are | sicklerswih piooxci and | wit b diferece.Showng
drectbumodest | formalty Ukelongerm | oo much emton or
st enthusiasm Beng too asal o
pesonal.
Savor Tormal. e ough negotatos | e elatonshp buldes g | Makng afernoon
Anssians Repestponistogan | by oppestances Aesow | appntments. Usng high
ity eison makars s
Koreaws [ roma. Adoptthe s s ore” | Use relaonsihp o oundation | Asking close-ended uestons
approach. Convacts e | for dong busness. e deect | Taking 0o much.
iacie and concse.
VENEZUELANS | orma o Decde fer meetings | Nead el st Aversk. | Moking fernoon
hearches. e S decion makers. | avere appotments Seng toolocse
304 nformal. Fda aftrnoen
e
ancn | roma. Tt s vhashow | e et Aok prcbng iy Augst sppariments
proper behaver Work | quesions.Formalwriten | Bengte Sioy conacts
Trougn secrtiss. | communcabon thiough | Exggerted cas.

Seistants e oy nd
ogesl






ops/images/f0047-01.jpg
Leader

Confident

Goal Oriented

Impatient ‘\ wm Hurried

The Assured

Assertive Direct

Risk Taking Delegator

Abrupt Ego-Centric





ops/images/f0020-01.jpg
Annual Income  One hou is worth  One minute s worth  One extra houriday adds

$50,000 $2561 5043 $6.25001
$75,000 $38.42 5064 3937500
§100,000 $51.23 5085 $12,5000
§125,000 $65.10 $1.09 $15,884/51
$150,000 $76.84 $1.28 18,7501
$175,000 $89.65 5149 $21.87500
$200,000 $102.46 $171 $25,00041
$250,000 $128.07 213 $31,250/0
$300,000 $153.69 5256 $37,5001

SSAeFAK e s s v s .






ops/images/square.jpg





ops/images/f0088-01.jpg
10

low-level

mid-level

high-level





ops/images/9780814414835.jpg
SECOND EDITION

SELLING

TO ANYONE
OVER THE

PH@NE

» Connect with Every Customer
» Generate Better Leads
» Close More Sales

RENEE P. WALKUP
wiTH SANDRA McKEE






ops/images/f0063-01.jpg
Gentle

Helpful Good Listener
Cautious Patient
Quiet Unflappable
Unassuming Risk Averse

Sensitive Soft-Spoken





ops/images/t0202-01.jpg
Fomms of Address | Negotiaton style. Communication style | Avold This
“CANADIANS | Frstrame fyou ko | Dsgree ity Lke o | Pragmatic Mismal amal | Asking peicnsl aestons.
the prson Voreformal | hvefct nd Communay.oenes Making exaggersed cams.
et documentation
MECANS | il o harnea | Uize “rmachima™ | Promae rank sz mpatant__| g for 3 desine.
napproach negotatons Run i, and | Pesantie and conversaton. | Ditegardi thex herachy
Geacines e s beloc bt in e crganzzton
Hoggers
GERMANS | Fornal Usesumames. | Rigd protool Foma Very | Pan far i adhanceand re | Showig 100 much emotien
Tiisand scackmc | decive, B inflestleabout changng | Making ams ot
backgrounds it pors. Socumertaton My
pescns questons win
B
TAPANESE | Formal v snames. | Nerconitonatoral Say | Formland rtlaed swje. | Rang voce and geing oo
“ye o mean 1 Lk personl eaicnshps | loud o emotona
understand.” Negotatein | wih excepionalsence. Soft. | Confotaton.Beng e for
arous. spoken mectngs Saying “p0”
CHNESE | Formalwihsumames. | Areshew nesoatos. | Corcamed about k. Usng igh-pressoe s
Rank s mgorant decorum. Verypuncuol | Showig impatience The
negotati e Messred andconolled | word “no-~ oo much

Remconiertatans.

speskingsye.

infomaly o efusteness






ops/images/pub.jpg
AMACOM

AMERICAN MANAGEMENT ASSOCIATION
New York - Atlanta - Brussels - Chicago - Mexico City » San Francisco
Shanghai « Tokyo « Toronto - Washington, D.C.






