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Introduction

Let me tell you a story. In 1988 I was asked to write a book on selling, having been very fortunate in my business career and having spoken around the world on the subject for a number of years. I certainly was not a writer but I relished the challenge. I had a library with in excess of 300 business books, most of which I had not read as I found them too much like hard work. I’d been told that the only people who make money from business books are those who print them and those who publish them. I found this rather distressing as I had personally found great inspiration from the few books that I had read. However, I have to confess I found reading the majority of my library real drudgery. So I decided to write a book that would be easy to read, but more importantly would help the reader to be an outstanding success and to make money in the profession of selling.

So Selling to Win was written. It is now in its third updated edition, with the latest techniques for closing sales. It has been translated into 26 languages, with numerous reprints. Apparently it has become a must read for aspiring sales people. I am very honoured that my email and postbag receive daily marvellous stories from readers who have increased their sales success and their income as a result of reading that book. Selling to Win led to a further four books, Motivate to Win, Speak for Yourself, Succeed for Yourself and Communicate to Win, all of which have helped their readers to achieve great success.

My publisher Kogan Page requested that I write another book on sales. I suggested the title The Super Seller, and started writing. I very quickly discovered that I could not add to or improve on the advice given in Selling to Win. As I struggled with the situation (we don’t call it a problem), the deadline for completion loomed closer. I had now spent the advance, and in final desperation took a dose of my own medicine. So I took the dilemma to bed with a pad of paper. Just before going to sleep I asked my brain to find a solution. Within a few hours I awoke with the answer, and immediately wrote it down. In the morning the way forward was so obvious.

Over the past five or six years I have been speaking to numerous professional organizations and business people about winning business: from bank managers to lawyers, from accountants to architects, from vets to surveyors, and of course literally thousands of business owners. All of these people had a secondary responsibility for winning business and yet a natural dislike of selling. So this book really is for the millions of people who are an integral part of every business, but who also have to take responsibility from time to time for winning new clients, new customers, new business and most importantly of all, retaining those relationships and achieving repeat business. This book is for, and will work for, you.
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What’s at Stake?

There are two major causes of business failure that result in closure or bankruptcy. The first is a business’s inability to sell its products or services, and the second is a business’s inability to get paid on time, which leads to it running out of money. I am not going to deal with the second cause in this book. If you are a business owner there are many ways of getting your invoices paid, and if you want some help or advice on this, please contact my office. So let’s concentrate on the first cause, and make sure your business does not suffer because of an inability, or even more critically an unwillingness, to sell your products or services.

Let me give you a rock of foundation. Nothing happens anywhere in the world until a sale takes place and the sales person brings in the money that everybody can eventually live off. I am sure you didn’t pick up this book with a desire to become a sales person, even though in your heart of hearts you know that selling is so important. Unfortunately, the activity of selling and the label ‘sales person’ carries with it a stigma as well as a fear.

I have trained countless thousands of sales people in my lifetime. At the sales conferences I attend I often ask the question, ‘If your careers advisor had asked you what you wanted to be when you left school, would you have replied, “I want to be a sales person”?’ On only three occasions did someone raise their hand. So it seems that the majority of sales people get into that career by accident, and not necessarily as a first choice.

We have all been confronted at some stage in our lives with an untrained seller practising out-of-date sales techniques, attempting to sell us something we neither want nor need. Most of us have naturally become hardened to these outmoded tactics. We have experienced with continued frustration the unsolicited telephone calls and the rather pathetic sales gimmicks from the double glazing and home sales industry. Nevertheless, as I have already stated, selling can and should be a profession, although perhaps not equal in status to the great professions in which people take up to seven years to qualify. Many excellent professional sales people are often loath to admit that they are sales people, so they conjure up exotic titles like consultant, executive, business development manager, relationship manager and customer coordinator.

This book is not intended for the professionally employed sales person, but for the individual who from time to time has the secondary responsibility of winning new clients and customers. I shall, however, be including some highly acceptable, honest and ethical practices that will enable you to win new business.

The law of attrition states that however successful your product or service, you will lose some of your customers every year. This is of course, quite obvious: people die, they move away, their circumstances change or perhaps they take their business to a competitor. So any business that is not taking serious steps to win new business, and this of course means new customers, will sooner or later go out of business. I do realize that you may call your customers clients, so please allow me the licence to do so, but I shall never refer to them as punters.

Please let me share my passion with you, which I hope will become your passion. If you own a business or lead a department, you have the opportunity to develop a winning culture. Everyone in an organization should in some way be part of, and make some contribution towards, customer retention and winning new customers. This must be a totally shared responsibility. Of course the most valuable employee in any organization is the man or woman who can bring in the business. But the role of the professional sales person is of course to sell products or services profitably.

Let’s be realistic. This does not apply to charities or non-profit organizations, but in every other situation it is the responsibility of everyone in the business to make a profit. Isn’t it therefore rather strange that ‘profit’ has become a dirty word? There are of course some organizations that make outrageous profits, but they really are in the minority. The vast majority of businesses are striving to make a more modest profit. Profit to me is a good word. It creates job security. It provides an opportunity for employees to enhance their own standard of living. Profit also means money for research and development, and wise business owners retain some of that profit for the tough times which unfortunately face us all (although we are never quite sure when).

When I first started in business there were some 750,000 sales people employed selling financial products. Today there are less than 100,000. There are many reasons that there are fewer people employed in selling, but it is primarily because of the high cost of employment and of course the internet.

With the high cost of employment and the great difficulty in finding really successful sales people to employ, the task of winning new business has fallen back on to business owners. Numerous professionals now also have the task of winning new clients. Most of these people have had little or no training on how or what to do, and naturally have an abhorrence of adopting high-pressure foot-in-the-door hard sales tactics. These professionals did not spend years qualifying to become sales people. So here lies the dichotomy: they know it is very important to win new clients, but somehow just don’t ‘have the time’ or will find any plausible excuse not to do it.

Let’s get real. Winning new business is a must. It can also be fun, it is very rewarding and it is really very easy as long as you know how and are prepared to have a go.

All I ask you to do at this stage is to have an open mind and a willingness to accept the responsibility. Take a positive attitude of learning, rather than making excuses for non-participation and/or depending on others.

‘The customer pays the wages’ is a well-known cliché, but it is very useful to remind ourselves and the others we work with of this saying. If you want to get paid, what are you doing to win new customers? What are you doing to retain your existing customers?

I obviously don’t know what time of day you are reading this book, but let me assure you categorically: there is someone out there right now either calling on or planning to call on your clients. Right now you have competition attempting to persuade your existing clients to switch their business or allegiance, just as you will try to persuade others to do business with your organization. Let me challenge you. Do you really deserve to keep your existing clients and customers? Don’t expect them to be loyal. Loyalty cannot be demanded or expected, and is only earned by the hour or day. We shall cover in more detail how to retain your existing client base in Chapter 11.

Here is a question worthwhile asking yourself regularly. What business are you in? I recall asking a very successful publisher this question a number of years ago. He replied, ‘You know what business I’m in. We publish books.’ My reply was, ‘Yes, of course you are right, but that is just the process. You are really in the business of selling books.’ Let’s be realistic and keep everything in perspective. There are countless thousands of publishers, but only the successful ones have the skill and willingness to adopt a sales and marketing culture.

We have all heard the cliché ‘Good products sell themselves.’ We all know this is emphatically not true. I have never seen a good product selling itself. History is littered with incredible inventions that have never made it to the marketplace. James Dyson invented the first bagless vacuum cleaner. It had superior cleaning power to every model in the marketplace. It was nearly 12 years before he was able to raise the funding needed for the sales and marketing activity to get it off the ground. The rest is history. The Dyson cleaner became a worldwide product and took a massive market share.

Sadly, too many business people dislike actively winning business. In other words, they don’t like selling. They convince themselves that the answer is to advertise, then sit back and wait for the post, or for the phone to ring. I can assure you that they will be added to the list of business failures. True, some advertising does work, but as the great Henry Ford of the Ford Motor Company said, ‘Fifty per cent of my advertising works. I only wish I knew which 50 per cent.’ Most businesses find that direct response advertising rather than awareness advertising is effective.

For the smaller to medium-size enterprises, awareness advertising cannot be justified as cost-effective. Therefore, to be really successful and secure the future of your business, you must be proactive. In other words, you must be willing to go out, find and meet new prospective customers. Please don’t go broke waiting for the phone call or the mail to arrive.

No doubt you have a picture in your mind of a successful business winner, and perhaps you are completely right. But there is one aspect I wish to clarify in helping you to develop a truly successful image. For too long there has been a belief that successful business winners have to be pushy. Let me ask you, do you like to buy from a pushy person? Do you want to do business with a pushy person? Of course you don’t. So really the pushy person is not a successful business winner.

The business winner is the opposite of that. The successful business winner is a ‘pully’ person. Your prospects, customers and clients should want to take your call. They should look forward to meeting you. When you leave their company, they should be thinking they are really glad to have seen you. When you are walking down the high street and they see you coming in the opposite direction, they should not want to dive into the first shop to avoid meeting you. It is so much easier to be a pully person than a pushy one. This is covered in more detail in Chapter 3.

The vast majority of us really don’t like being sold to, but we do like buying. Yet when we are buying and it is an enjoyable experience, it is nearly always as a result of an excellent interpersonal relationship. Think of the times when you have made purchases yourself, possibly in a retail outlet, and you have been handled by an expertly trained and knowledgeable assistant. He or she was really enabling you to make a decision. Again let me generalize. Most of us don’t like making decisions, almost certainly because they could be the wrong ones. Again in most cases, having made a decision to purchase, we then experience post-purchase remorse.

Imagine going into a retailer and buying a new plasma screen television. Having made the purchase we will then quite understandably think of reasons we should not have bought it, or could have bought better. We may even look for price comparisons in other retailers or online. So business winners can often be described as ‘mind maker-uppers’. In other words, they help people to buy well, to make up their minds by giving them all the necessary information that enables them to justify their purchase when the remorse sets in. Thank goodness these days the customer is protected from shoddy sales tactics, because people are allowed a cooling-off period and are covered by legislation. They can return a product or not pay for a service that is not correctly delivered.

I have been passionate about this subject for many years, and am determined my clients will never run any risk by trading with the Richard Denny Group and my brand. We carry the risk on every transaction. I am sure that you have noticed that on the back cover of this book there is a money-back guarantee. You have been graceful enough to invest in yourself by purchasing this book. I know there is no risk for you because if you follow the unfolding techniques you will win new clients and new business. Throughout this book every idea and concept has been practised thousands of times by winners. My risk is that you may not choose to follow the advice! What is the old saying? ‘You can take a horse to water but you can’t make it drink.’

So now I challenge you and your business. Do you offer your customers a 100 per cent money-back guarantee? If not, why not? Whenever I have asked that question, the reply is nearly always something along the lines, ‘We might get taken for a ride.’ Yes there is a very small risk here. Marks & Spencer became one of the most successful retailers in the world because it was the first to offer a 100 per cent refund, and continues to do so to this day. I am sure that over the years that a minority of people have bought clothes on a Saturday, worn them on Saturday night and returned them on the Monday. Of course M&S has been ripped off. But as a counterbalance millions have gone to M&S and bought two or three items more, and never returned them.

If you really want to get ahead of the competition, create a system with either a money-back guarantee or guaranteed satisfaction, whereby your client has no risk whatsoever in trading with you. This is called risk reversal. I have never heard of a business going to the wall because it guaranteed its products or services.

So what’s at stake? Your destiny really is in your control. If you want to rise to the top in a professional equity partnership, you will get there faster and be wealthier if you are willing and able to enthusiastically embrace the activity of winning new clients. If you are a business owner the choice is yours: either pack up now and prevent a long-drawn-out, miserable and painful existence, or immediately start to become an enthusiastic proactive business winner. The future of your business is not with tweaking the product or service, but in finding and keeping new customers.
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Pocket Reminders


	Nothing happens anywhere in the world until a sale takes place.

	You will lose some clients every year.

	The customer pays the wages.

	Right now somebody could be approaching your clients to persuade them to move.

	What business are you in?

	Be a pully person, not a pushy person.

	How about risk reversal?
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Wise words

If you are constantly looking back, chances are you will fall into a hole ahead.
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The Quick Wins

You are no doubt reading this book in order to get some inspiration and learn techniques to win new business quickly and easily. So let’s establish a little reality. There is far too much mystery surrounding successful business tactics. I personally believe we are trapped in a business culture that is becoming too sophisticated by far, impeding the most simple and common-sense way forward. For example, email is of course an outstanding technological advance, but it has now become the world’s biggest time waster. Used with common sense, wisely and sparingly, it is an excellent tool of communication, but sadly this is not the norm.

Some new trend is forever being created in the business environment, such as neurolinguistic programming (NLP) and emotional intelligence. Each one is sold as the all-important solution to greater achievement. There is of course some value in these ideas, but it is limited. Most of these concepts are based on basic principles that have been around for years, but have been given a new label. One of the first mnemonics I ever learnt for a rule about how to be a success in life was KISS (keep it simple, stupid). So as this book unfolds you’ll find it really is back to basics. Let’s not complicate the great principles that really do work.

Let’s get started right now with some basics. There are only four ways to grow a business. There are of course numerous ways of making profits but only four ways to grow a business. I repeat this intentionally, as it must become second nature, and should be shared with everyone that you work with. I cannot stress this enough, as it will be the foundation for your future success, whatever business you are in.

The four ways are:


	increasing the number of customers;

	increasing the average transaction value;

	increasing the frequency of repurchase;

	acquisition.


If these appear to be common sense, so much the better.

Increasing the number of customers

Increasing your number of customers is, of course, what the majority of this book will be guiding you through. Be sure of one aspect: any business that is not actively getting new customers will sooner or later go bust. The law of attrition states that you will lose a percentage of your customers every year, however effective your products or services are, however well they are priced, and however good your customer care is, because people move away, they die, or they change to a competitor. This is known as circumstantial change.

Increasing the average transaction value

Increasing the average transaction value is a massive opportunity for most businesses. Sadly it is an area that is not fully understood, and often neglected. It is rarely even measured. What is your average customer spend? Let me give you an example. The average customer spend in a big UK supermarket is currently £76.00. The average customer spend in a small corner shop is £8.40. So for example, where the owner places the sandwiches in the small shop could be crucial. Ideally they should be at the back of the shop, so the customer not only buys a sandwich, but makes other impulse purchases on the way to the till. If the average customer spend can be increased by £1 per customer, the retailer will seriously increase its profitability. In most businesses there are products or services that customers have not been offered, but would willingly purchase if only they knew about them.

Let me tell you a story. A short while ago I was asked to do some business training for my then accountants. My brief was to help the partners win new clients. This firm audited our books, so I concentrated on helping it to win more audit work. While I was doing this one of the partners said, ‘Richard, we don’t just do auditing. We have a payroll service, and we do computer-based training.’ He then proceeded to tell me of approximately 20 other services (products) that they had to offer. I said, ‘I didn’t know you have a payroll service. If I had known we would have used you. We have another company taking care of that for us.’ The partner replied, ‘We did tell you.’ I countered, ‘No, you didn’t.’ He then responded, ‘Yes, we did.’

Anyhow, enough of the Punch and Judy. I asked the staff, ‘How did you tell me?’ They said, ‘We sent you a brochure.’ I confessed, ‘You know where that went.’ If only they had bothered to speak to me and mention the service, I would immediately have given them the payroll business. Apart from anything else, we would have saved some money, and the services we used would all have been under one umbrella. This is a classic example of what so many professionals do: fail to communicate effectively with their clients.

Let me give you another example. I have another client that manufactures lifts. Its main profit comes not from the core product but from the add-ons, and more particularly the after-sales service and maintenance contracts. A final example is a major furniture retailer that I worked with, helping it to have the latest and most professional sales people in the United Kingdom. The major contribution to profit came from the sale of Scotchgard™ fabric protector, and finance for purchases, and not from the furniture itself.

Please now look at Table 2.1, which shows a sample sales matrix. Then use it as a basis to compile your own. This is a very basic example of a banking matrix.

Table 2.1Sales matrix for a bank

Products or Services
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It is a well-known fact that when a customer or client buys more than one product from a single supplier, it is more likely to stay with that supplier. Banks have found that where clients purchase a number of what they call services (which in reality are products), they are overwhelmingly more likely to stay. Of course, the client also becomes much more profitable.

The financial industry is without question the most competitive. Most of us have up to 40 offers a year to take out a new credit card or to switch our allegiance from one bank to another. Banks particularly have discovered that they have a much higher retention rate with customers who use a greater number of their products, because there appears to be too much hassle involved in switching to another bank. But it is very easy to switch if the relationship is less complicated. I also have to say that in most cases it is in your own customers’ best interests to buy more products and services from you. So this is, like all good business practice, a win–win situation.

We all know that it is much easier to sell and do business with an existing customer than find a new one. If you or your company have been in business for more than a year, you must have an existing client/customer base. Ask yourself, how many of your customers are using all your products and services? If not, why not?

Let me say it again. It is in your existing customers’ best interests to do business with you. More than likely they really are unaware of all you have to offer. You see, it’s not their job. They have to concentrate on their business. It is your job to inform them of what you can do for them. I find it particularly frustrating trying to explain this to professional service providers, as they seem to work with an ‘island’ mentality. Let me explain. Most are specialists in a given field within the broader scope of the business. They think of themselves as ‘owning’ their clients, and fail to introduce them to the firm’s other partners and/or specialities. I must also stress that it appears many of them have an inherent fear of sharing clients with other partners. In some cases they feel that their clients might be let down. It is of course a little bit scary when people show such a lack of trust in their colleagues. But in the vast majority of situations I have come across, the real problem lies in the fact that the professional doesn’t want to appear to be pushy. Certainly many professionals feel it is beneath them to give the impression that they might be selling.

So if you work in a professional services organization, I challenge you now. How many of your existing contacts are using other services from your firm? I must really challenge you on this, as in my opinion if they are not, you are not only not looking after your colleagues’ best interests, you also might not be looking after your clients’ best interests. Let me give you a simple example of a law firm. The general public most commonly use a solicitor for property conveyancing. If you are a property specialist and new clients come to you, isn’t this a golden opportunity to demonstrate care for your clients by introducing them to other partners who could also help them? Maybe a colleague could make or update a client’s will, or maybe you could introduce him or her to a financial specialist who would provide useful pensions advice. Maybe the client owns a business, and could be introduced to the corporate department. It really is just a simple mind-set change: from island thinking to lateral thought. Just start to think about your clients and their needs and lifestyles. This simple example can apply right across the board to many other professions.

Similarly, if you are a business person, have customers buying your products been offered a maintenance agreement or service contract? We have a brilliant stationery supplier who is a joy to deal with. When we phone in to place an order, the telephonists are extremely well trained. Again, let me illustrate with a simple example. We phone in to place an order for reams of paper. The telephonist says, ‘Are you all right for ink cartridges? And did you know we are doing a special offer on envelopes this month?’ It is so easy to forget to offer these extras, and it is so gratifying when our suppliers demonstrate that they care about our business. The cynics among you will now be smirking, ‘Oh yes, they are trying to sell to you.’ Of course they are – but isn’t it a joy to be sold to well?

So here is the easy way to increase the average transaction value: sell the add-on. Let’s suppose you are in conversation on the telephone with a customer. When you have nearly completed the main business, you can drop in a phrase like this:

Just while you’re on the line, I don’t know if I mentioned that we also do …

Just while you’re on the line, I noticed that you haven’t ordered…

Just while you’re on the line, it occurs to me you may need…

In other situations you will have scheduled meetings with your client or customer. Prior to your meeting, always decide which add-on service you are going to promote. Remember that one of the golden rules of professional selling is to sell only one product or service at a time. Get a decision and then move on. Then offer another service on your next phone call or meeting.

You could introduce the subject by saying:

By the way, did you know…?

Incidentally, we also…

I forgot to tell you about…

Did you know…

I was thinking of you and thought you might be interested to know…

You may not be aware…

Increasing the frequency of repurchase

Let me explain what this really means. If customers do business with you once a year, what could you do to enable them to do business with you twice a year? If customers trade with you once a month, what could you do to increase that to once every two weeks? The objective of this opportunity in growing your business is to shorten the purchase trading cycle. And what this really means is that once you have won new customers, you need to keep them.

I am amazed how bad businesses generally are at customer retention. Huge sums of money are spent on advertising, promotion, marketing, public relations, brochure design, the employment of sales people and so on, with the sole purpose of winning new customers. Then it seems companies pass those customers over to the business prevention department. They dream up new ways and processes to frustrate and upset clients, and eventually lose them to a competitor. I will state to you right now, the single biggest opportunity to become outstandingly successful is through customer care via a customer relationship management (CRM) programme. All about this will be revealed in Chapter 12.

Acquisition

I am not an authority on the buying or selling of businesses and companies, so I shall not give guidance on how to proceed successfully with this activity. If at any stage this becomes your responsibility, there are other people, books and programmes that I am sure will give you sound advice. May I recommend the Institute of Directors, Pall Mall, London, as a first port of call.

There is so much at stake for you and your business by increasing your average transaction value. There is so much profit at stake. So let me be emphatic: please don’t be a weak streak of … and think that you can achieve the same result by email or a brochure as you can by speaking to people directly – unless of course you are determined to go broke. Please speak to people.

The second mnemonic I learnt as a 20 year old was taught to me by Barry Wells, a very successful business manager. ‘Richard,’ he said, ‘if you never want to go broke just remember to keep TTPing.’ Of course I asked, ‘What does that stand for?’ He said, ‘Talking to people.’ In emphasizing the importance of TTP, let me ask you, what is the worst thing that could happen if you give a customer a call? In reality the worst possible outcome is that your customer might say ‘No thank you’, or ‘I’ll bear that in mind.’ That’s not too painful, is it, really?

In my own experience and that of my numerous clients, I have never known anyone to lose a customer by offering another product or service. In many, many cases the client will not give an immediate yes, but he or she might come back for that product or service in the weeks or months ahead, and in most cases will be very grateful for your suggestion.

Price increase

This is another ‘quick win’, and again I must ask you to be open-minded and not reject this concept. Before I unfold the idea, may I remind you that you are in business to make a profit. Of course this has to be done in an honest and ethical way. This activity could also come under the heading of increasing your average transaction value, but I want to treat it as a separate entity because it is so important.

Let me commence with a question. When was the last time you increased your prices? It may have been only a few weeks ago. But in my experience and consultancy, most of my clients have not revised their prices for at least a year, and sometimes for four years. There seems to be a massive fear surrounding an increase in prices. People believe the business will lose a lot of its customers. Again, let’s be realistic. We are all working in a very competitive marketplace, and of course in order to survive you must be competitive, but there is a balance to be struck. You need to keep and if possible improve on your profitability, without driving your customers away.

I can categorically assure you that my suggestions have been adopted by countless numbers of my clients, and have proved exceptionally successful. Let me give you just one example. One of my clients is an optician with a number of outlets. As I am sure you are aware, this is a very competitive field. No doubt you have seen national advertising campaigns inviting people to buy one pair of spectacles and get one pair free. My client had not had a price increase for some 18 months. It was considering a 2 per cent increase across the board. It had a range of approximately 70 different products, not including spectacles, where there were in excess of 300 styles.

The average cost of frames was approximately £70. After much deliberation the client suggested to me that these too should be subject to a 2 per cent increase. On the frames alone this would have meant an average increase of only £1.40. This would hardly be worth the effort of drawing up new price lists. I suggested to my client that in the vast majority of cases frames are not a price-sensitive purchase. People will always find the money for what they want. On a purchase price of £70, I suggested the client could at least look for an increase of £5. As we discussed this in more detail, it turned out that a 10 per cent increase on all the products and services would hardly be noticed from the customers’ perspective. The result was that my client took the bull by the horns, and with great courage it implemented the 10 per cent increase. I advised the firm exactly how to handle it.

The first point to make is the big No No. This is what you must not do. When a customer asks how much a product is, the optometrist and/or technician must not reply saying, ‘I’m afraid we’ve had a price increase,’ or ‘I’m so sorry, but the price has gone up.’ The response must be positive: for instance, ‘Those frames are £75.20.’ In other words, just state the price. The optician implemented the increase, did not lose a single customer, and the increased income has made a great contribution to the security of the business.

So whenever you increase your prices or fees, please, please do not contact your customers with a grovelling apology. At a given date, just put up the prices or fees. If you are quoting a price or fee, now or in the future, preface the amount with something like this:

I have some good news for you. The price is…

This is good value at…

I am pleased to say…

Our fee rate is…

I said earlier that business must be honest and ethical. Under no circumstances should you mislead your client or customer. I find it despicable when customers are given the impression they are buying at a given price, and when the invoice arrives it is at a higher rate. If you are currently taking orders, always confirm the price, even if as a last resort you have to say ‘Our current price is…’

The less you are concerned about your prices or fees, the less your customers will be. We shall go into a little more detail on this subject in Chapter 10.

I have found through feedback from my clients that this has truly been a quick win for making their businesses more profitable. In the worst-case scenario, from information provided to me by clients over a large cross-section of industries, one client told me that it had lost 2 per cent of its customers. It was probably going to lose them anyway, and the increase in profitability surpassed the small loss to the customer base.

Let’s keep our feet in the real world. Don’t be greedy and think that you can get away with a massive hike. Nor should you base your increase on a simple percentage. If your average product cost is £10 you might only wish to increase it to £10.85. If your average hourly rate is £270.00 you might increase it to £275.00 or even £278.00.

Let’s look at an example. Say you increase your firm’s hourly rate by £5.

If you have 40 billing hours per week, 40 × £5 = £200 weekly increase in income.

If you work for 45 billable weeks per year, 45 × £200 = £9,000 annual increase in income.

For each billable member of staff – you can do this calculation.

That figure of £9,000 even for one person goes straight to the bottom line of your profit and loss account. You are now working well and increasing your profits.

May I suggest that 98 per cent of your clients are not going to go away if they can buy a similar service for £5 per hour cheaper.

Here are a few further ideas for quickly attracting new customers, particularly if you have spare capacity.

Free trial

It has been proven many times that offering a free trial on a product, and certainly on a service, will attract some new customers. It is up to you then to make that trial so successful that the prospective client cannot resist doing business with you in future. The free trial can be offered in a little brochure or letter targeted at those customers or clients you really wish to attract, and should be followed up with a courtesy call. The ‘how tos’ are covered in Chapter 6.

Barter

Have you ever considered bartering some of your business activities with a supplier? One very successful organization specializes in helping businesses to trade using an original business exchange system. It is becoming more and more popular, and even some of the multinationals are using this very convenient method of trading. Bartercard is currently the world leader, and can be contacted via its website, uk.bartercard.com.

A voucher

This is of course not suitable for all businesses, but it is very usable in certain industries, and with some imagination can be used in many fields. A hairdresser could offer a £10 voucher to be used on the first appointment. A law firm could offer a £20 voucher towards the making of a will. Vouchers should always be in monetary value and never as a percentage off. Percentages are not tangible, but a monetary voucher is tangible, and is less likely to be thrown away. Let’s face it, people understand money.

Incentives for existing clients

If you are considering a sale, your clients should be invited to a preview before it is opened to the general public. Incentives can be offered to your existing customers, again with imagination. They will demonstrate care and value.

[image: missing image file]

Pocket Reminders


	There are only four ways to grow a business.

	Build a sales matrix and work it out now.

	How about a price increase?

	Contact your existing customers.

	Be honest and ethical.

	Offer a free trial.



[image: missing image file]

Wise words

Describe your product in terms of what it ‘does’ not in terms of what it ‘is’.






End of sample
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Mr J Smith

Job Title
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Dear Mr Smith

May I introduce myself and my company/firm to you?
The purpose of this letter is to inform you that we have
one or two new developments within our product/
service/range that may be of interest to you.

I obviously have no idea at this stage whether this is the
case, so I shall be telephoning you within the next two or
three days to sec if we may be able to fix up a very short
meeting where I can explain in more detail.

I really look forward to speaking o you.

Yours sincerely

(Signature)

Name (typed)
Job title
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Dear Mr Smith

The purpose of writing to you is to introduce myself and
my company.

We specialize in ........ and I believe some of our products/
services could well be of interest. I also believe that they
might save/make you a great deal of money.

I obviously have no idea whether this may be of interest,
so I shall give you a call within the next two or three days
to see if we can arrange a very short meeting.

Yours sincerely

(Signature)

Name (typed)
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Joe Bloggs

Joe Bloggs Associates
24 Market Way
Chipsdean
Westmanshire

CH2 8BL

Dear Joe
You may have heard that . . are now delivering

“THE best value for money .. weeenens SEIVCES in the
UK’ - not our quote, but one from our customers.

The purpose of this letter is to see whether we can arrange
a very short meeting for you to see whether what we are
currently able to achieve may be of interest to Joe Bloggs
Associates, now or in the future.

Ishall phone you in the next two to three days to see when
we could have a 20-25 minutes get-together.

Yours sincerely

(Signature)
Name (typed)
Job title

PS In most cases we can guarantee to reduce costs,
improve service and simplify administration.
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