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The Everything® Sales Book

Dear Reader,

My first sales job was more than four decades ago. Was I ever nervous! I had taken sales courses, but was not ready for the reality of selling things to others. I knew the steps, the theories, and the motivational phrases, but the first sales call—and first “No”—was devastating. I almost quit right there.

Somehow, I didn’t. I persevered. I learned how to help others buy what they need. I discovered inner strengths that professional salespeople develop. I’ve even been able to apply some of these skills to other aspects of my life.

Since my first day in sales, I’ve sold in retail stores; sold advertising for newspapers, shoppers, and radio; sold business software systems; houses and businesses; and a wide variety of other products and services, garnering sales awards and a good income. One of my sales jobs took me to England, Germany, Holland, Belgium, France, and Indonesia—and my bosses were happy to pay all of my expenses.

I wish I knew then what I know now about the profession of sales. It is a satisfying and rewarding career that contributes to the lives of others. And it doesn’t have to be cutthroat. You don’t have to be deceptive or greedy to be successful. There are plenty of opportunities for those who sincerely care about their customers and how they serve others. I’m honored to be able to share these proven techniques with you in this book.

Wherever you are in your sales career—starting out or burning out—this book will guide you in developing a fulfilling and rewarding career as a Golden Rule Seller.

Best wishes,
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Welcome to the EVERYTHING® Series!

These handy, accessible books give you all you need to tackle a difficult project, gain a new hobby, comprehend a fascinating topic, prepare for an exam, or even brush up on something you learned back in school but have since forgotten.

You can choose to read an Everything® book from cover to cover or just pick out the information you want from our four useful boxes: e-questions, e-facts, e-alerts, and e-ssentials.

We give you everything you need to know on the subject, but throw in a lot of fun stuff along the way, too.

We now have more than 400 Everything® books in print, spanning such wide-ranging categories as weddings, pregnancy, cooking, music instruction, foreign language, crafts, pets, New Age, and so much more. When you’re done reading them all, you can finally say you know Everything®!
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Top Ten Things You’ll Learn After Reading This Book

1. Features and Benefits: Buyers purchase features and benefits, not products and services.

2. Selling Against Your Competition: Make sure that you know your competition better than your buyers do.

3. Selling on Price: Instead of selling on price, help your buyers undestand the greater value of what you offer.

4. The Soft Sell: Use suggestion and gentle persuasion to help your buyers make decisions.

5. The Hard Sell: Most buyers today have too many other choices than to be sold using fear and intimidation.

6. Good-Friends Selling: Buyers don’t want the good-friends approach; they prefer friendly assistance.

7. Selling on Reputation: If your buyers trust you to be honest and accurate, they will buy more from you.

8. Problem-Solution Selling: Buyers have a problem that you can solve. By asking relevant questions and listening to answers, you can help them buy.

9. Consultive Selling: Once you’ve earned a position of authority and trust with your buyers, you can consult with them toward the best solution.

10. Value-Added Selling: Adding real or perceived value to transactions can improve your sales income.


Introduction

[image: ] NOTHING HAPPENS UNTIL something IS SOLD. Take a look around you. Everything you see—from beans to buildings—has been sold by someone to someone. Our modern economy rolls forward on the wheels of sales. Without sales, factories and stores would close worldwide, trucks would park, airplanes would be grounded, and virtually everyone would be unemployed.

Fortunately, selling is alive and well. It contributes significantly to our economy and offers us jobs as well as something to spend our earnings on. It keeps trillions of dollars in motion and benefits everyone.

Unfortunately, the profession of sales has been damaged by an unscrupulous few who will say or do just about anything to get a buyer’s dollars. They are the minority. Most of the 14 million people who sell are honest. They recognize that selling is an honorable and necessary profession. Many also recognize that they could do a better job if they knew how.

The Everything® Sales Book is written for people who are considering their first or twenty-first job in sales. It offers practical and proven advice gleaned from decades of experience and dozens of experts. It isn’t a textbook; it’s a guide. It’s about selling in the real world.

The majority of salespeople are employed in retail sales. They are the clerks and cashiers that are paid to help customers buy. Many of them migrate from other jobs, not fully prepared to sell. A few hours of orientation, if any, and they are put out on the sales floor. The intuitive ones learn on their own; the others get frustrated and quit. They miss the opportunity to discover how rewarding a sales career can be.

Experienced salespeople are discouraged in their efforts to succeed. They begin disbelieving in themselves and their products or services. They become disheartened. A sales guru comes up with another “foolproof” selling method and they try it. Many learn that it just doesn’t work for them. It’s not real. It uses high-pressure tactics or unproven psychology to do what should be easy: help buyers make good choices.

The Everything® Sales Book is based on common sense: Sell as you want to be sold. That’s Golden Rule Selling. It builds your sales career from where you are right now and it shows you how you can build a future with it. No hypes. No gimmicks. Just common sense. It begins by clearly answering the question, “What is selling?” and explains how and why Golden Rule Selling is productive without being pushy. The Everything® Sales Book then guides you through your career, beginning with elementary retail sales and moving into professional business-to-business sales with high salaries. You’ll learn how to find buyers, make successful presentations, solve their problems, and keep them satisfied. You’ll discover how to get your first or next satisfying job in sales. In addition, this book focuses on how you can work smarter rather than harder by using the numerous technology tools to find and manage customers.

The Everything® Sales Book is written for people who want to find success in sales. They want to contribute to the lives of others as they build their own. They want to feel good about being in one of the world’s most valuable professions: sales.

Life is selling. Enjoy both.


CHAPTER 1

What Is Selling?

The good news is: You’ve got a job. The bad news is: It’s in sales. Or maybe you’ve been in sales for some time, but you’re struggling. Or you’re doing okay, but having trouble sleeping at night because of ethical pressures. This first chapter starts at square one: What is selling? It offers a practical look at what sales is about, explains how it is actually a noble profession, and helps you to understand your primary role as a salesperson. This chapter offers you a solid foundation from which to start or renew your sales career—and to enjoy what you do.

It’s Not What You Might Think

Many people’s view of salespeople comes from images of Willy Loman in Arthur Miller’s play Death of a Salesman. Willy earned a good living for forty years as a seller by setting aside his principles. He finally sells himself on the fact that he is a better salesperson than he really is. As customers walk away and his income recedes, Willy is forced to borrow from neighbors to pay bills, making him angry and bitter. Only a few relatives show up at his funeral. Willy dies without money, friends, or prestige.

Other fictional characters strengthen the perception that salespeople are sleazy and will do nearly anything to make a sale. Unfortunately, a few real-life salespeople reinforce the stereotype. Even so, the sales profession is actually populated by millions of people with varying skill levels who ethically help others make purchases. They offer a genuine service to others, building the economy and contributing to the lives of their customers and employers, and to society. This is the type of seller that most people want to emulate.

The Sales Profession

The U.S. Bureau of Labor Statistics reports that nearly 11 percent of the work force is employed in the sales profession. That’s more than 14 million people. Of these, nearly a third are retail sellers and another 25 percent are transaction cashiers. They don’t use the advanced sales techniques of other sales jobs, but they should know the basics to make their jobs easier and more secure. Their jobs can lead them into professional sales positions—and more money.

When most people think of salespeople they think of insurance sales, real estate sales, travel agents, manufacturing representatives, financial services, advertising sales, sales engineers, and door-to-door sales. These are the people who offer the greatest services to the economy, as they bridge the span between producer and consumer in a thousand ways. Some earn impressive salaries, while others are paid in part or in full by a commission, a percentage of their sales. That puts some professional salespeople among the highest-paid employees. It also gives a few an opportunity to be self-employed as independent salespeople.

Selling 101

So, what is selling? A sale is an exchange of goods or services, typically for money. Anyone involved in the transaction with the customer is in the sales profession, a salesperson, a seller. On the retail level, that includes the counter person who helped the customer select the product and the cashier who made the transfer and suggested that they “come again.” In technical sales, the sale is the transfer of real property, stocks or mutual funds, insurance, travel tickets, or any one of hundreds of other products or services that require extensive product knowledge and, in some cases, licensing.

Selling is informing the customer of the features and benefits of the product or service and, as needed, persuading the customer to make the purchase. Persuasion is the skill of guiding people toward making a decision. The job of a seller, then, is to inform and persuade. That’s it.
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The adage that nothing happens until a sale is made is true. Without a transaction—the exchange of goods, services, ideas, promises, or funds—the economy would come to a standstill. Fortunately, billions of sales are made each day at all levels of commerce and society. That makes everyone a seller. The best salespeople make the most money and have the potential for better lives.



What does it take to become a good seller?


	Product knowledge


	Knowledge of competitive products


	Knowledge of product features


	Knowledge of benefits to customers


	Communication skills


	Listening skills


	Persuasion skills


	Professional skills (presentation skills, recordkeeping, etc.)




Ethics

Ethics is moral conduct and judgment. It is choosing products to represent, the facts that you present to customers, and the persuasion techniques you use. It is the missing ingredient from Willy Loman salesmanship. This book will guide you in developing ethical sales skills, focusing on the practices and benefits of Golden Rule Selling (Chapter 2).

Selling Is Helping

“Can I get some help here?”

It sometimes seems like all of the sales clerks are on break and that customers are on their own when trying to make a selection or find a product. It often occurs in big-box stores, where the clerk’s position is underpaid and underappreciated. That’s why many customers prefer to shop in independent retail stores where help typically is easier to get—sometimes by the owner herself. It’s just too difficult—and frustrating—to find help in many stores and from many services. What’s the problem?

The Problem

Originally, retail stores were smaller, franchises were nonexistent, and assistance was expected. Then came the self-service stores that put products on the shelf and expected customers to follow the signs and find them. Product labeling made it a little easier to find and buy what was needed. The self-service stores grew for one reason: they cut costs. Retail stores got away from helping their customers and depended on product selection to make up for any sales losses.

The lack of assistance in purchasing has moved to the technical sales fields. People can now buy financial stock or cars without any help or advice from knowledgeable salespeople. They save money, but they don’t always make the best decisions because they don’t have a professional and ethical advisor to help them with the purchase. It often seems like it’s hard to find good help.

The Solution

The decline in assistive selling can work to your benefit. As a seller, you can focus on helping your customers make good buying decisions. With expanded product knowledge, an understanding of features and benefits, good communication skills, a working knowledge of persuasion, and your ethical judgment, you can stand out as a helpful salesperson.
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Two men were being chased by a bear. One took off his shoes and threw them away. The other man said, “Taking off your shoes won’t help you outrun that bear!” The shoeless man responded, “I don’t have to outrun the bear. I only have to outrun you!” Sometimes a little extra effort can put you at the front of the pack.



The extra effort to offer genuine service to customers can help your sales career in many ways. In an entry-level sales position, it will show your employers that you are willing to work a little harder to help customers—the source of business profits. In a technical sales position with commissions, it will earn you more sales and more income. It also will earn you repeat and referral customers, the sources of your future sales. Higher-than-average sales can help you land a better job. In addition, the extra effort will help you build satisfying relationships with your customers. Assistive selling is win-win.

Everyone Sells Something

In truth, everyone is a seller. Everyone has knowledge, a product, or a service that he or she offers to others and, in many cases, attempts to persuade others to acquire. Need some examples?


	A job interview


	A marriage proposal


	A friendly smile to another driver, asking to allow you into his traffic lane


	“If you do your chores, you can go to the football game.”


	“I think you’ll like that movie. The star is gorgeous!”


	“Can you be here by ten? I need to leave by eleven.”




Sales is persuasion. Everyone sells something every day, and often many times a day. The techniques that you use to inform and persuade others are extensively developed in professional salespeople, but everyone can use them.

Persuasion 101

As defined earlier in this chapter, persuasion is the skill of guiding people toward making a decision. Whether you are a real estate salesperson, a retail clerk, or a rather nervous suitor, persuasion can help you get your message across and, possibly, accepted by another—a transaction. You can persuade others by appealing to their reasoning, their emotions, or both. Besides verbal persuasion, there are other ways to help get your point across.

Appeal to Reason

Reason is a description or explanation. It’s the facts. When buying a product or service, purchasers want to know what it is, how it works, and what benefits they will derive. You, as a customer, want to know this. Your customers do, too. Depending on what you are selling—a simple product, a complex service, or a concept—you can appeal to others by using various types of reasoning, such as logic, rhetoric, and proof. Following are some examples to illustrate.


	Logic: “You want something that will clean stubborn stains on enamel and XYZ has been proven in scientific tests to clean enamel easier and better than any other stain cleaner.”


	Rhetoric: “XYZ is the best stain fighter available.”


	Proof: “Let’s test XYZ on this stubborn stain.”




These simple examples offer three ways that you can appeal to a person’s reasoning to help you convince them of the validity of your facts. You probably recognize these phrasings from the thousands of ads that bombard you daily. That’s because advertising, too, uses persuasion.

The crafts of persuasion and reasoning are a lifelong study. If you are interested in a technical sales career, consider taking college-level courses in these topics or self-studying books that can give you more insight into the powers of reasoning and persuasion.

Appeal to Emotion

Emotion is a strong human feeling, such as love, hate, anger, fear, and compassion. Salespeople and other persuaders often use emotional appeals to help make a sale. Should they? That depends on what is being sold. Selling real estate, for example, involves the buyer’s reasoning, of course, but it also is an emotional purchase. So it’s appropriate to use emotional appeals to help sell a home. It isn’t an appropriate tactic for selling industrial control valves.

Emotional appeals are frequently used in advertising, religion, propaganda, and sex. For example:


	“Imagine living in the nicest home on the block.”


	“Find full acceptance at our church.”


	“Immigrants are taking over our jobs.”


	“Buy me a drink?”




Many consumers still consider appeals to their emotions as primary elements in their decisions to buy. However, a growing number of educated consumers expect salespeople to only use emotional appeals when they are appropriate to the product or service, and they will stop buying if the appeal is inappropriate.

Aids to Persuasion

The art of persuasion is highly developed and utilizes a variety of tools to make the sale. Voice control is one of the most important to the seller. The voice can be used to help persuade customers with reason as well as with emotion. Voice is a primary tool in telephone sales, so it is covered more thoroughly in Chapter 6. Body language, too, is invaluable as a persuasive sales tool. Chapter 7 offers proven methods of improving your people skills including the basics of body language.

You’ll also need to understand common personality types and how to persuade them. The variety of customers and other people you will encounter in your sales career are described further in Chapter 7.

Whatever type of customer you serve and whatever type of sales job you have, the art of appropriate persuasion will be one of your greatest sales tools.
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How can I find out more about the art of persuasion?

There are many classic textbooks. A popular title is Persuasion: Messages, Receivers, and Contexts by William Rogers. Online, visit Changing Minds (www.changingminds.org), a resource explaining in layperson’s terms how people think, believe, feel, and do. It includes hundreds of articles with explanations and examples.



The Accidental Seller

The majority of working salespeople came into their jobs from other directions. That is, they didn’t have formal training in sales before accepting the job. That includes many technical, retail, and telephone salespeople.

There are about 3 million technical salespeople in the United States, ranging from wholesale sales representatives (wholesale reps) to sales engineers and financial service agents. In addition, there are more than 9 million retail clerks and cashiers who work in the broadly defined sales field. The majority of these are accidental salespeople; they didn’t plan on getting into sales. It just happened.

Technical Sales

For many, sales jobs evolve from technical jobs. For example, sales engineers sell technical products: computer systems, industrial chemicals, heavy equipment, and so on. Most sales engineers were first trained engineers who, for various reasons, accepted jobs selling what they know. Many are promoted from engineering positions and taught the basic skills of selling.

Other technical salespeople have some experience within the field, but require additional technical and sales training before they can begin selling. Real estate sales is a good example. Many real estate salespeople have knowledge of housing as a homeowner, contractor, or from the financial trades, but need additional training in real estate law and financing. They take courses in real estate sales or complete courses such as the Graduate Realtor Institute (GRI) training.

Technical salespeople are hired because they know their product and they have the people skills to help others buy their product. Often, they then must learn the basics of how to sell.

Retail Sales

Most people who serve in retail sales, too, never planned a career in this trade. They often are people of diverse skills with some basic knowledge of what they sell or how to help customers buy. At the entry level, retail clerks may not know more than their customers about the products and services offered. They are hired more to keep inventory on the shelves and answer basic questions about product and location and are paid accordingly.

Eventually, retail salespeople select a specialty or two that will earn them higher wages or possibly a commission on sales. For example, an experienced retail clerk may ask for an assignment to the discount store’s jewelry department and then learn the product sufficiently to move on to an independent jewelry store. An experienced cashier may apply for a position with more sales opportunities and a higher wage.

In retail sales, new employees soon discover that the more they know about product and the buying process, the more income they can make. Knowledge and experience pay off. Chapter 5 offers further training in retail sales and how to advance your career—and income—in retail.

Telephone Sales

Another entry-level sales job is telephone sales, which, like other sales jobs, has been tarnished by unethical salespeople. However, the telephone is a dynamic sales tool that can reduce sales costs and make salespeople more productive. Chapter 6 shows you how to make an honest living in telephone sales.
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How much do technical salespeople make?

The answer depends on what level of technical knowledge is required in selling the product. It also depends on the price of the product or package that is sold. Many industrial sales engineers earn over $100,000 a year in salary, commissions, and bonuses. Commercial aircraft manufacturers pay their salespeople many hundreds of thousands of dollars for a sale; however, they may not have a sale for a year or two. There currently are about 75,000 sales engineers in the United States.



Sales Writing

Another job that many accidentally enter is sales writing. People with writing skills discover that the craft of persuasive writing can pay off well. They take jobs writing advertising copy, promotional materials, sales literature, and other sales collateral. They often support sales and marketing people in communicating their messages to prospective buyers.

The Sales Professional

On the other end of the sales marketplace are the pros. These are highly trained, motivated, professional salespeople who know their product, their customers, and how to bring them together. In most sales fields, the pros earn the top 20 percent in income. Many of them began as accidental salespeople and then went back to school for the education and training to become pros. Others decided early to develop a professional sales career and spent their time and money on advanced sales training. They can sell cars, condos, or convention events equally well. Most sales professionals require state licensing or other certification to develop required credentials and customer trust.

Chapters 8 through 14 cover the basics of what sales professionals do to make a sale. It’s a process with many proven steps and great rewards. These are the components and techniques required to make large sales that involve thousands and even millions of dollars.

All salespeople, from the retail clerk to the securities agent can expand their income by learning and using professional sales techniques. Some of the steps don’t apply to retail selling, but you can still learn from them and apply general principles to enhance your sales career at any level.

As the sales process and profession becomes more developed, you can learn from the advanced techniques offered in Chapters 15 through 19. These include developing sales proposals, selling to multiple buyers, self-management, and setting and achieving sales goals.

Chapters 20 and 21 can help you develop your sales career by showing you how to apply sales techniques to marketing yourself and getting the best sales jobs.
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How much do top-level sales professionals make?

How high can you count? Leading sales professionals, especially in the technical trades, can earn $1 million or more in a year. They are selling things like huge construction projects, defense contracts, extensive computer systems, and other big-ticket items. They frequently hold numerous engineering degrees and have spent many years learning and developing advanced sales techniques. They also have large support staffs that do the detail work for them.



Your Sales Career

“I’ve been in sales for six months now and have sold lots of things: my house, my car, my boat …”

Selling is a difficult profession that will challenge your feelings of self-worth, your relationships, and your bank account—especially if some or all of your income is derived from commissions.

If you are considering a job in sales, think of it as the beginning of a career—a long-term progression of jobs that will take you to your personal and financial goals. As you develop your sales career, you will develop the things, listed previously, that make a good seller.
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Don’t fall for the job ads that promise unrealistic incomes in sales. Though they may be possible, 99 percent of the applicants will never earn them. Instead, they will work for little or no money selling a few products—often to friends and family—with little cost to the employer. If it’s too good to be true, it’s too good to be true.



Where to Start Your Career

Many sales careers begin in areas of prior training or personal interest. Following are some examples.


	Computer programmers can sell software programs wholesale or retail.


	Well-traveled people can sell travel services.


	Banking and financial employees can sell financial services.


	Health care professionals can sell medical supplies, pharmaceuticals, health insurance, or other health-related products and services.


	People with economic or business degrees can sell financial products or services.


	Construction trades people can sell real estate, building materials, tools and equipment, or related services.


	Auto mechanics can sell tools, parts, or auto repair services.


	Experienced retail clerks can sell to wholesale accounts.




You get the picture. Use your own training, experience, and interests to map out a career in sales that offers progressively more opportunities to help people buy. Many people start their sales career at the retail level to determine if they have the desire and personal skills to be successful. If they don’t, they either go out and get them or they choose another career. Sales isn’t for everyone.

Life Is Sales

Everyone can benefit from understanding the sales process and how things are sold. Consumers can make better buying decisions by understanding the approaches that sellers use. Basic sales techniques, inherently understood by most people, can be useful in relationships and even in other careers. Simplified sales methods can be used to help children accept household rules or to explain your political positions to friends. In addition, many other professions use the principles of persuasion and sales in their fields. Actors are persuaders. So are waiters, doctors, mechanics, and many others who don’t officially work in the sales trade. They all can benefit from learning the basics of sales.

What is selling? It’s a noble profession that helps buyers and sellers solve their problems. With your current knowledge, the ability to learn new skills, and diligence, you can proudly tell others that you are “in sales.”


CHAPTER 2

Golden Rule Selling

Sales has developed such a negative image that many consumers feel they could never consider a career in sales. It’s almost akin to a life of crime. They think, “Why should I force people to buy things they don’t want or need?” The reality is that selling things can be an ethical and rewarding job of helping others. What’s the difference in viewpoints? It’s all in how you approach the job and what you expect from it. This chapter offers an increasingly popular method of selling that offers valuable rewards to you and to those you serve.

The Golden Rule of Sales

Everyone’s heard of the Golden Rule, but what is it really? And how can it be applied to the job of selling? Isn’t the term “Golden Rule Selling” an oxymoron? Isn’t it contradictory?

You might be surprised at how many salespeople use Golden Rule techniques in their work. They typically aren’t the plaid-suited fellows with shiny shoes and a constant grin. They are the quieter salespeople who actually consider what you want first. They sincerely desire to help you. Of course, they aren’t totally selfless, but they usually are trustworthy. They need to make a living, too. But most will not do so dishonestly. They understand that the rewards of Golden Rule Selling are greater than those of Do-Whatever-It-Takes Selling.

Golden Rule 101

The Golden Rule is a universal law, advocated by all of the major religions and belief systems around the world. They include Hinduism, Buddhism, Confucianism, Jainism, Judaism, Christianity, Islam, Baha’i, and others. Basically, it says “However you want others to treat you, treat them likewise.”

The Golden Rule is also known as the ethic of reciprocity. It is a fundamental moral principle. It is a global ethic. It is a human right. Imagine how the world would change for the better if all practiced the Golden Rule and treated others as they want to be treated.
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Confucianism and Judaism, among others, have an opposite rule; Confucians call it the Silver Rule. Paraphrased, it says “However you don’t want others to treat you, don’t so treat them.”



The problem is that the Golden Rule can be difficult to apply. Your job as a wage earner is to consider yourself and your needs first and foremost. If there’s some left over, you’ll consider sharing. That’s human nature. The internal struggle, then, is between human rights and human nature. You versus them.

What Do You Want as a Buyer?

So, how can the Golden Rule be applied to sales? Rephrased, the Golden Rule of Sales is: Sell as you want to be sold. It means sell things to others as you would like them to sell to you. What does that actually suggest?

First, answer the question: How do you want to be sold? That’s easier to define. As a typical consumer, a buyer, you probably want purchasing transactions to involve:


	Trust


	Honesty


	Helpful attitude


	Acknowledgment as an individual


	Listening to your needs


	Accurate information


	Options


	Clear explanations




Imagine buying a car, for example, with the help of a seller that you totally trust to be honest, accurate, and helpful, and who listens to your needs before offering options and clear explanations. Isn’t that what you, as a buyer, want in a sales transaction? Of course, you may ask a question that the seller cannot answer, but an honest seller will tell you so rather than make something up. There’s one more quality that you, as a buyer, want in your seller: Assistance with the decision. You want the seller to recognize the stages of the sales process and help you through them. You want them to honestly answer your unstated question, “Now what?” You want them to be your guide in the buying process—not pulling or pushing you through it. You want to be sold through the application of the Golden Rule.

How Can You Sell by the Golden Rule?

Now that you know what you want from a seller, you can better define the type of seller that you can be. The characteristics you want to have include:


	Trust


	Honesty


	Helpful attitude


	Acknowledgment as an individual


	Listening to the buyer’s needs


	Accurate information


	Options


	Clear explanations


	Guidance through the buying process




Is this definition of a Golden Rule Seller realistic? Is it attainable? Again, there are many successful salespeople working right now who strive to apply Golden Rule Selling in all of their transactions. You can join them.
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Don’t depend just on your own perceptions of what buyers want. Ask them. Find prospective buyers for what you want to sell and ask them how they make their buying decisions. What do they consider? What do they want from the seller? How could their current sales source be improved? Your job is to listen to buyers; start now.



Building Trust

Trust is “assured reliance on the character, ability, strength, or truth of someone or something.” To trust someone is to not question what that person says or does. Trust is built by not giving people a reason to disbelieve you.

Unfortunately, once you are identified as a “seller,” trust often goes into negative numbers. That’s why many salespeople refer to themselves as “associates” or “buyer consultants.” But a title in itself won’t convince many people to trust you.
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Trust is an invaluable asset in all transactions. Trust is the belief that others will not take advantage of your position, needs, vulnerabilities, or openness. It is offering personal information to others and expecting them not to abuse it. It is believing that what someone tells you is true. It is acting upon the knowledge of others. Unfortunately, the perception of trust can be forged. That’s why many people withhold individual trust until they test it. As a seller, your job is to initiate and build mutual trust with your customers.



How can you, as a seller, build trust? There are many ways, expanded upon throughout this book. In short, building trust begins with acting in a trustworthy manner. For example, if you walk up to a retail buyer and start acting like a pushy “seller,” it won’t work. Instead, approach buyers neutrally. By coming up to them wearing a name tag and/or uniform, you’ve already identified yourself as a representative of the store. If they don’t respond to you, leave them alone. If they do, be as helpful as possible. If they attempt to end the conversation with a “thank you,” respond with, “Please ask me if you have any other questions. Thank you.” Then step away. Sell as you want to be sold.

Honesty

Honesty is adherence to the facts. It is a refusal to lie, cheat, or steal. It is knowing as much as possible about the product or service that you sell—and not making things up if you don’t know. It’s how you want to be sold.

For example, a real estate salesperson may respond to your question about financing with “You should have no problem getting a loan on this home.” Unless the person already knows the specifics of your financial condition (called “prequalification”), the statement may or may not be true. It’s not honest. An honest response would be “I’d have to know more about your financial qualifications to answer that question.”

Unfortunately, too many salespeople feel that if they answer all questions honestly, they will lose the sale. They feel they can’t afford the personal loss, so they make up an answer they believe the buyer will accept. The right answer is the honest answer, even if it is “I don’t know, but I can attempt to find out.” Most buyers will accept this answer and also respect the honesty of the seller. Most can easily spot a made-up answer and dock you points in the “honesty” column.

Helpful Attitude

All buyers have purchased products or services from salespeople who weren’t very helpful. They needed the product more than they needed the help. However, millions of dollars in products and service have gone unsold because buyers didn’t get the help needed to make an informed decision.

How can you apply the Golden Rule of Sales—sell as you want to be sold—to helping buyers? That’s an easy one: Think of yourself as the buyer’s helpful assistant. In fact, that’s what you are. What does the buyer need to make the buying decision? Facts? Examples? A demonstration? A reputable endorsement? Offer these services to your buyer, whether selling shoes, software, sailboats, or samba lessons. Be helpful. But don’t be pushy. Some buyers don’t want much help in making their decision. Others do.

Acknowledgment

In this world of nearly 7 billion people, it’s nice to be acknowledged as an individual—sincerely acknowledged. In some sales situations, names may not be exchanged, but the seller still can acknowledge the individual buyer by looking him or her in the eye and being friendly.

If names are given, they should be remembered and reused appropriately. As the dynamic sales psychologist Dale Carnegie said: “Our name is, to us, the sweetest word in the English language.” Remember a person’s name, and you will be remembered. It’s a major component in Golden Rule Selling.

Listening

If everyone’s talking, no one is listening. One of the most neglected rules of selling is “Listen to the customer.” Most salespeople would rather “talk” the customer into buying. Unfortunately, many continue talking after the sale is made and keep talking until the sale falls apart. The problem is that gregarious people attracted to sales often think of themselves as born talkers. Instead, they should be born listeners.

But what if the buyers aren’t talking much? Then ask. Begin with neutral questions that can be answered positively, then move on to questions that tell more about the buyer’s needs and thoughts. Ask both closed-ended and open-ended questions, as appropriate.


	Closed-ended question: “Is the red or the blue one better for you?”


	Open-ended question: “How would you use this tool in your shop?”




Additional techniques of questioning will be developed in this book. One of the greatest skills of selling is knowing how to ask questions of buyers.

Accuracy

Accuracy is freedom from error. As a buyer, you don’t want to base your purchasing decision on erroneous facts. In addition, if you discover an inaccuracy, it will pollute your perception of the product or service and the people who represent it.

Some error comes from honest mistakes. The list of product specifications weren’t carefully reviewed before publication. A misleading statement was made or an accurate statement was misunderstood. Mistakes happen. The task of a responsible seller is to immediately correct the mistake or error as soon as it is identified. Doing so in conversation with a buyer can actually enhance your image as a knowledgeable seller. Just don’t let it happen twice.

Options

Buying is about choices. Some salespeople believe that offering buyers too many choices will bog down the process and ruin the sale. It may. However, most modern buyers are sophisticated, multitasking people who can make clear decisions among numerous choices.

Your job, as a responsible and helpful seller, is to make sure that the buyer is offered appropriate choices. That doesn’t mean you drag out all of your samples, color combinations, accessories, and options. It does mean that you ask appropriate questions to narrow down the options, then present products or services that fit your buyer’s agreed-upon needs.

For example, if you are a car buyer, you don’t want every model made by every manufacturer to be paraded past you. Instead, you want the seller to ask you relevant questions, then to offer you appropriate choices. That’s Golden Rule Selling.

Clear Explanations

Selling isn’t a monologue—it’s a dialogue. However, to be effective, the conversation must be clearly delivered and clearly received. That means questions, answers, and explanations need to be understandable. Otherwise, the seller is answering irrelevant questions or explaining points that don’t need clarification. Time and trust are being wasted.

There are numerous proven techniques for clarifying a buyer’s question or comment. One is to rephrase the question and ask if that is what the buyer means. For example, “Are you asking about the length of the warranty?” Another is to ask the buyer to rephrase the question or comment. “Can you tell me what you mean by ‘trouble free’?”

On the other side of the dialogue, make sure that you speak clearly and at a moderate pace when explaining features, benefits, or terminology. Remember that some of the words you use may not be clearly defined in the buyer’s mind. Watch the buyer for facial and body clues that indicate failure to understand what you are explaining.

Guidance

As you will learn in this book, selling is a process. The process is similar for selling and buying most things. The primary difference is in the detail. The process and detail required to sell a book, for example, is less involved than that for selling a boat. However, each requires a decision. A decision is the process that leads to a selection from among variables.


	“Should I go to work today or to the ball game?”


	“Given traffic, which way should I drive to work today?”


	“Should I stop for a donut before going into the office?”


	“Where will I have lunch?”


	“Should I ask for a raise?”


	“Should I leave a little early?”


	“Where am I going to work now that I’m fired?”




Each day is filled with hundreds or thousands of decisions, most of them small and inconsequential. Stopping for one donut probably won’t redirect your life. But it still requires a decision. Others can be life changing, such as where to find a new job. The decision process includes identification of a need, criteria, research, analysis, and one or more choices. For example:


	Identification of a need: You decide that a donut would satisfy both a need for sustenance and a desire for carbohydrates.


	Criteria: You want a cake donut rather than a fried donut to minimize calories. You also don’t want to travel too far for the donut.


	Research: In your mind, you consider the donut shops located on your way to work.


	Analysis: You remember that Dunkin’ Donuts has more cake donuts than Krispy Kreme does.


	Choice: You drive to Dunkin’ Donuts and walk in. Uh-oh. More decisions!




Buying a boat is certainly a much more complex decision than buying a donut. However, the process is similar. Identify the need, develop the decision criteria, do the research, analyze the research, and make choices. There will be dozens of choices involving a variety of criteria: finances, dock location, number of passengers, typical use, speed requirements, and so on. That’s where professional guidance comes in.

Your job as a Golden Rule Seller is to help your clients make the best decision for them rather than for you and your employer. Why? Because that’s how you want to be sold.
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Lose a sale, but don’t lose a customer. A sale may bring you a hundred dollars in income, but a customer, over time, can be a source of thousands of dollars in salary and commissions. For example, if you direct a prospect to a competitive product you may lose the sale, but you probably will gain a customer, one who will trust you for honest and relatively unbiased advice on future purchases. In addition, you probably will earn referrals to the customer’s acquaintances.



Silver Rule Selling

Golden Rule Selling isn’t necessarily easy. In fact, any selling isn’t easy. However, there are proven benefits and rewards to the approach of selling as you want to be sold. You often can reach your own goals by helping others reach theirs. Golden Rule Selling is a proven method for doing so.

The opposite side of assistive selling, mentioned earlier in this chapter, can help you apply Golden Rule Selling. It’s Silver Rule Selling. The Silver Rule says, “However you don’t want others to treat you, don’t so treat them.” Silver Rule Selling, then is: Don’t sell as you don’t want to be sold. What does that mean?

Most buyers easily recognize and cringe at high-pressure sales tactics. They also don’t like salespeople who are self-important and rude. Buyers don’t like know-it-alls. They don’t want to feel intimidated by others. They also don’t like to answer unwelcome personal questions. How can these be usefully applied to Golden Rule Selling?


	Don’t use high-pressure sales tactics on buyers.


	Don’t attempt to put yourself on a higher status than the buyer.


	Don’t be rude and condescending to the buyer.


	Don’t pretend that you know everything about anything. No one does.


	Don’t use intimidation to coerce buyers.


	Don’t ask personal questions unless invited.




There are other don’ts to Golden Rule Selling. The point is that you should not only sell as you want to be sold, but also avoid the negative ways that you know firsthand that buyers dislike.

Benefits of Golden Rule Selling

Selling as you want to be sold is a nice philosophy, but does it work? It’s altruistic, but is it practical? Can you build a satisfying sales career on it?

Think again about your experiences as a consumer, a buyer. How do you respond to Golden Rule Selling? Most consumers genuinely appreciate it. They often suffer through egocentric salespeople in hopes that, one day, a genuine Golden Rule Seller will step up and offer their assistance. They yearn for an honest, trustworthy, helpful buying guide who can assist them in making informed decisions. Maybe you do, too.

But is it profitable? Can you make a living applying Golden Rule Selling principles. Definitely, yes. In fact, your career can thrive as you develop resources that many other salespeople don’t have:


	Loyal customers


	Referral business


	Buyer’s trust


	Genuine self-confidence


	Job satisfaction




No one can truthfully claim that Method A will bring you more sales than Method B. Results depend on application. However, common sense tells you that treating your buyers as you want to be treated can earn trust and enhance your contribution to the lives of others. That’s of much greater value than dusty Salesperson-of-the-Month plaques.

What you will discover is that selling as you want to be sold will benefit you in many ways. You will continue to make sales, possibly at a higher level than without these techniques, but you also will feel better about what you do. You’ll discover that the slick tricks some salespeople use really don’t work for very long. These sellers make a sale, but lose a customer and future referrals. They get caught in an untruth. They pretend to be superconfident but are masking feelings of inferiority.

You may actually earn a few Salesperson-of-the-Month plaques—or you may not. In either case, you will be proud of your role and your rewards in selling.

Problems of Golden Rule Selling

The bad news is that there are problems—euphemistically called “challenges”—that arise when Golden Rule Selling is your chosen sales method. You may have difficulty finding products or services to represent that allow you to sell as you want to be sold. You also may find it complicated to consistently sell by the Golden Rule.

Finding Appropriate Products or Services

It’s a good thing that people are diverse. Some genuinely enjoy selling funeral services, while others abhor the job. The same is true for sporting equipment, books, housing, financial services, building materials, furniture, cruise tickets, air conditioners, widgets, and a thousand other products and services that are bought and sold daily.

Unfortunately, some salespeople already are selling things that they don’t have an interest in. They aren’t buyers and they probably shouldn’t be sellers. Subconsciously, many of them make it clear to buyers that they really don’t enjoy what they sell or how they sell it. Using coercive sales techniques, they sell anyway. Or they leave the sales profession, dissatisfied and broke.

How can you find products and services that you can represent with Golden Rule Selling? Look to your training and your interests. Consider the jobs you’ve previously held, the products you’ve bought and enjoyed, the hobbies and pastimes that have given you pleasure. It is so much easier to sell things that you are passionate about. You can even learn to sell them with sincerity in an environment that isn’t pleasing to you. With experience, you can soon move on to a new environment and take your skills of selling what you love with you.

Whether you are currently employed in sales or are looking for your first or next job, take time to make a comprehensive list of the products and services that you would enjoy selling. What are they? In what environment would you prefer to sell them? Do you prefer face-to-face selling or telephone sales? Would you enjoy evangelizing this product or service, finding new prospects—or would selling to existing users be more comfortable for you? Do you like to challenge yourself daily or are you more comfortable with less-frequent challenges? To know what you can sell best, you must first know more about yourself.
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How can I know what I should be selling?

Ask your family and friends. They may know you better than you presume. Ask them what they think you would be good at selling. Of course, some will project their own desires on you. Others may offer ideas that you had not considered. You may be able to combine suggestions from others into the model sales job. In any case, their perspective on you and the world of products and services may help you choose an appropriate job that fits your personality and interests.



Consistency

Another problem of Golden Rule Selling is doing it consistently. It’s one thing to believe that you will not apply undue sales pressure on a potential buyer. It’s another thing to get into a sale and realize that if you don’t make it, you won’t make your car payment. What’s the right answer?

Before you have to make such a decision, consider the scenarios appropriate to the products or services you sell as well as your own ethics. Hundreds of other decisions have led you to where you must make this decision: the buyer or me.

Of course, it’s best not to get into a position where so much is riding on a single sale. Yes, easier said than done. Unexpected bills come up. Solid sales fall through. All it would take is a nudge and this buyer will make the purchase. Should you? Only you can make that decision. Use what you’ve learned about the decision process: identify the need, develop the criteria, do the research, make the analysis, and make the choice in advance. Consistency pays off in the long run.

The Key to Profitable Sales

Golden Rule Selling is a method of helping buyers make informed purchases based on trustworthy information and an understanding of the decision process. Is that what sales is all about?

Not completely. Actually, the job of a seller is to solve problems. Golden Rule Selling is a satisfying method of doing so. Solve problems? Exactly! Each buyer brings a problem (or more) that must be solved before the sale can be made. For example, the problem could be:


	Replacing a broken DVD player


	Selling a home in preparation for retirement


	Purchasing a trustworthy automobile


	Finding low-risk investment opportunities


	Selecting toothpaste that the whole family can agree upon


	Choosing a wedding gift for an office partner


	Lowering housing costs




The opportunity for the seller comes from helping the buyer identify and solve the problem. In some cases, input from salespeople isn’t needed—or even desired—by buyers. For example, the buyer enters the store, heads to the electronics department, looks at the row of six DVD players, scans the price stickers, grabs one of the boxes and heads for the cashier. Not much opportunity for sales there.
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Solution selling is a popular sales method among business and industrial salespeople. Sellers spend extensive time clearly defining the problem before attempting to discover potential solutions. A business problem may be high employee turnover, excessive loss from shoplifting, or poor sales in a specific department. Professional salespeople use questioning techniques to develop a problem statement that the customer agrees is accurate and critical. Only then does the seller offer various solutions.



Even so, a Golden Rule Seller may stand nearby—maybe even straightening stock—and smile at the buyer. If the buyer asks a question, the seller responds, then asks another question, probing for the perceived and additional problems.

“Yeah, my DVD player just went out and I want to watch a movie tonight.”

“Would you like to see movies in the new High Definition format?”

“Would you also like a model that plays music CDs? MP3s?”

“Would you prefer a model that has a longer warranty?”

Each question from the seller is aimed at identifying additional problems that the DVD player can solve for the buyer. The seller gently probes to help the buyer determine what is needed. No high pressure. Trust. Honesty. Assistance. The seller sincerely wants to help the buyer solve one or more problems. That’s Golden Rule Selling.


CHAPTER 3

Types of Selling

A major mistake made by many new salespeople is selling themselves on the wrong job. They see the dollar signs, hear the claims of great riches, and soon find themselves in a job that doesn’t fit their personality, their needs, or their future. Instead, they should become smart job buyers, analyzing their unique needs and skills, researching all opportunities, seeking testimonials, and considering the costs before committing to the job. This chapter offers you an inside look at the sales profession, its primary categories, and their advantages and disadvantages. You’ll also get to see how and where sales professionals make a living, which will help you determine if selling is for you.

Business-to-Consumer Selling

The majority of salespeople represent products and services to consumers. It’s called business-to-consumer selling, often abbreviated B2C. Salespeople are consumers themselves, so selling to other consumers is easier than selling to industrial clients, for example. New salespeople are more comfortable selling retail merchandise, consumer services, cars, houses, securities, and other items to people just like them.

Because the price of consumer items is less than most sales made to businesses and industry (wholesale inventory, heavy equipment, etc.), income derived from B2C sales initially is lower. However, an experienced seller can, within a few years, develop an income that rivals or exceeds that paid to other professional positions. Income from some sales jobs is open-ended—in both directions.

Retail Sales

Nearly 60 percent of all salespeople work in retail, either as clerks or cashiers. They sell everything from general merchandise to cosmetics, books, music, clothing, auto parts, hardware, and other common commodities. Most are paid an hourly wage, ranging from minimum wage to double the minimum wage.

Depending on how much assistance customers need in selection, some retailers also pay a commission or bonus. A commission is a fee based on a percentage of the value of the sale. The commission typically ranges from 3 to 15 percent of the sale total (excluding taxes). To be eligible, commissioned salespeople must accurately track their sales, or the employer must have a trustworthy system for tracking the source of all sales. A bonus is based on individual, department, or store sales totals for a period. For example, a retailer may offer a bonus of 5 percent if monthly sales exceed a specified level. Some retailers offer yearly bonuses and split it among all employees based on the number of hours or days they worked.

Unfortunately, some retailers take advantage of commission structures, cutting salaries to a minimum and forcing employees to sell hard to make a living wage. Some employees do. Some don’t, and they soon begin looking for another job. In the meantime, the retailer has minimized employee costs. It often puts retail salespeople in a position where they must coerce rather than persuade. Many otherwise good salespeople give up this career because of excessive pressure to sell at any cost. Others find jobs without this pressure and learn that being a seller can be a rewarding career.

A typical retail sales job is as a sales clerk in a specialized store (hardware, electronics, etc.) or in a department of a large store. Many retail salespeople work when consumers shop, often evenings and weekends. Others have nine-to-five jobs. In addition to basic sales skills, clerks typically need knowledge and training in their store’s primary product lines. For example, an auto parts clerk must first know the components of cars and how they are purchased. They also must know customer sales and service techniques (see Chapter 5). This includes a practical knowledge of using computers and product databases. Their pay and advancement depends on both product knowledge and customer satisfaction. Specialty clerks often move into retail management or into wholesale sales in their field.

Consumer Services

Consumers need services as well as products. Parents need day care for their children, car owners need auto detail services, homes need cleaning services, wage earners need tax services. In each case, what is sold is a service rather than a tangible product. Selling services to consumers can be a full-time job, or it can be a component of providing the service. In either case, basic selling skills can be invaluable.

Selling services to consumers is similar to selling retail products. The primary difference is that the seller must be adept at helping the buyer understand the intangible benefits. You can’t point to the product and tell how it works. You must make promises. This type of sales takes more developed trust and usually more sales skill. If you are personable and enjoy helping others, selling consumer services may be a better fit for you than other types of sales.

Consumer service sales often pay a basic wage and a commission or bonus. Because there often are fewer costs to providing a service than a product, commissions can be higher than in retail product sales. Dedicated consumer service salespeople can earn commissions of 10 to 20 percent. If consumer service sales interest you, focus on the services that you use yourself. You can then help buyers more easily visualize benefits.

For example, there are more than 100,000 travel agents in the United States selling travel services ranging from airplane tickets to cruise excursions to round-the-world packages. Travel agents sell a combination of products and advice. Before the Internet, travel agents handled the majority of travel products for travelers. They now face stiff competition from online services like Expedia and Travelocity that allow consumers to directly book travel with airlines and purchase other travel products. Many travel agents now specialize in selling unique travel packages: two weeks of golf in Scotland, small ship ocean excursions to remote islands, or all-inclusive packages to the Olympic games. Others specialize in last-minute travel sales or cater exclusively to business travel clients. Most travel agents earn a relatively small salary, usually two or three times minimum wage, plus a small commission on sales. In addition, most agents also get complimentary, or “comp,” travel from airlines and packagers wishing to promote their services. In fact, the comps are why many people become travel agents.

Vehicles

Though car salespeople often have the lowest consumer rating, the majority are knowledgeable and professional. That’s why millions of cars are sold each year. The advantages of selling cars over other consumer products is that (1) nearly everyone loves to look at cars and (2) income is higher for selling cars. What buyers don’t like is pushy salespeople. Become a Golden Rule Seller (see Chapter 2) and selling cars may be the best job for you.

Car salespeople typically are paid a salary plus a commission and bonuses. The pay structure varies widely depending on whether you are selling new or used cars, the local demand, and the dealership’s market position. Selling cars for a living typically earns from two to five times minimum wage. Experienced salespeople offering high-ticket cars, trucks, and SUVs can earn up to ten times minimum wage.

How can you find a car dealership that matches your sales philosophy? By becoming a consumer. Visit area dealerships and analyze how they treat you. Do they attempt to sell you as you want to be sold? Also, ask family, friends, and acquaintances about their local car buying experiences. Can they recommend a dealership or seller? When you’re ready, talk with the dealership’s sales managers about career opportunities. There’s no obligation. Chapter 21 will guide you in getting a job in sales that meets your needs and benefits both your employer and your customers.
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The Internet has dramatically impacted the sales profession. Consumers now can do extensive product research and compare prices on thousands of products and services without leaving home. Knowing this, smart salespeople must offer benefits to buying through them rather than online. They must offer unique knowledge, provide superlative service, and be prepared to negotiate harder. Learn how to use the Internet to advance your sales career (see Chapter 17).



Houses

For many people, their first sales job is in real estate. It also may be their last and only. Real estate sales is a high-turnover career that requires advanced skills for long-term success. In a “hot” market, sales are relatively easy. In a down market, many real estate salespeople either work twice as hard or get out of the business.

Most real estate salespeople don’t get a salary or wage. They are paid a commission on the sale of the property. Actually, they share the commission. For example, if the sales commission is 5 percent and the home sells for $400,000, the total commission is $20,000. Typically, it is shared four ways, with one-quarter each going to the seller’s broker, seller’s agent, buyer’s broker, and buyer’s agent. In this example, each gets a commission check of $5,000. From that income, sales agents must pay expenses ranging from auto and fuel to office expenses. The actual split depends on the office agreement. Sell three houses a month and you’re rich. Sell one house every three months and you can barely pay expenses.

In all states, real estate agents must be licensed to represent property and buyers in a transaction. To be licensed, they must know real estate law sufficient to pass a state test. The test covers property rights, transfers, and financials as well as residential construction basics. In addition, real estate agents acquire ongoing training to keep up with market and financial trends. There currently are about 47,000 real estate brokers and 168,000 agents in the United States. Related jobs include insurance agents, with more than 310,000 agents offering insurance to consumers as well as businesses.

Financial Services

About 280,000 B2C salespeople work in the financial services trade. Actually, this trade serves both consumer and business clients. They sell securities (stock and mutual funds) and commodities (crude oil, soybeans, etc.) to investors. In addition, some sell related services, such as financial planning, tax planning, and other knowledge-based products. They sell financial advice.

Most financial service sales jobs require licensing and advanced training, just as real estate sales jobs do. They often have college degrees in business or finance and additional training in their specialty. They typically work for brokerage houses and other financial service groups. Some work for banks and related financial institutions. Many are self-employed and work from their home or a small professional office.
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More than 120,000 workers involved in sales are demonstrators, product promoters, and models. Their job is to get you interested in the product or service. Someone else will actually make the sale. If you enjoy showing off a product, but aren’t yet comfortable asking for the purchase, consider a job showing how to use the product. In most cases, these jobs are part-time; however, they are a vital part of selling products and can be a rewarding way of making a living.



Financial service salespeople are paid well, often among the highest sales incomes. A financial investment person can earn twenty times minimum wage or more. Of course, most entry-level jobs begin at just a few times minimum wage to entice new employees and keep them ambitious. Financial services can be a highly stressful job, especially for the most successful. Hundreds of critical financial decisions are made daily, each capable of dramatically impacting clients’ wealth—and your own. A career in financial sales can be extremely rewarding for those with the knowledge, skills, emotions, and stamina required to maintain long-term professionalism.

Business-to-Business Selling

About 20 percent of salespeople sell products and services to other businesses. It’s called business-to-business, or B2B, sales. Many of these jobs are technical sales, engineers and other professionals selling complex products and services to business customers. Other jobs require fewer technical skills. The process for B2B selling is different from B2C. Typically, more dollars are involved. In many cases, the sale occurs at the buyer’s location rather than the seller’s. Many businesses needing a product or service will write a request for proposal (RFP) that outlines their requirements. Other businesses, called suppliers, will bid on the RFP with their own sales proposal (see Chapter 15).
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How can I determine if B2B sales is the better career choice for me?

Talk with B2B salespeople about their own careers. Salespeople love to talk and most don’t get a chance to speak about their careers, so many would enjoy answering your questions. Where can you find them? Ask among friends and relatives. You also may know B2B salespeople through your employment. Alternatively, check with a college career counselor who may have volunteers you can contact.



Because the B2B sales process is more complex, getting a job selling to businesses requires more training and experience than the majority of B2C jobs. Many B2B salespeople have college degrees in technical or marketing fields, or both. B2B salespeople earn higher income than many other types of salespeople, depending on what they are selling. B2B commodities and services range from manufacturing equipment to aircraft and everything in between.

Some B2B salespeople work exclusively with small businesses. Their training requirements and income are lower. For example, advertising salespeople sell radio, newspaper, magazine, outdoor, and other types of ads to businesses. Others sell wholesale merchandise to retailers for resale. They have specialized product knowledge but usually don’t need advanced degrees or training. There are about 1.5 million nontechnical wholesale sales reps and 160,000 ad reps in the United States. As manufacturing trades are developed overseas, many reps must travel and sell internationally.

Where You Sell

Your sales career will be most productive if you find products, services, and customers that fit your skills, personality, needs, and goals. You will be more prolific if you enjoy what you do. A component of that decision is to determine where you prefer to sell. It can either expand or limit your career.

Where can you sell products and services to consumers or businesses? The right answer is: Wherever the customers are. However, the decision of what to sell also can depend on where you feel most comfortable selling. For example, some people don’t like to talk on the telephone, while others prefer it. Some abhor going to a client’s office to make a sale, but feel comfortable selling in their own office. Some salespeople do their best in meetings but become nervous when talking with individual buyers, especially reluctant ones.
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Many new salespeople quickly become frustrated because they try to sell too far outside of their comfort zone. It can be rewarding to expand your current skills, but going too far beyond them can be exasperating. For example, if you have no experience with selling to major business clients, develop required skills before you do. As needed, apprentice yourself to a professional seller who can help you develop the skills needed to be successful.



Consider your own selling comfort zone. Where do you prefer to sell? Does this limit what you can sell? How can you develop your comfort for selling in other places? Many salespeople are good at what they do, but unhappy because they are selling outside of their comfort zone.

Selling at Your Location

The majority of retail sales are conducted at your employer’s location, such as in a mall or downtown shop. For many buyers, this is comfortable; in fact, it can be enjoyable to get out of the house and go “shopping” to see the latest merchandise selection. Salespeople, too, often prefer selling to customers who come to them. Buyers coming into a retail store accept that someone will attempt to assist them in buying. In fact, many welcome the assistance—if done professionally.

Especially if you are new to sales, you may feel more comfortable selling at your employer’s store. Of course, because you are not seeking out and developing customers—they are seeking your store out—your pay typically will be lower. However, the majority of new salespeople prefer to sell at their location. It’s in their comfort zone.

Selling at the Buyer’s Location

As you develop selling skills and understand the process better you will discover that there are more potential buyers in the world than those who visit your employer’s place of business. In fact, if you take the initiative and go to the buyers’ locations, you will expand your world of potential buyers and probably your sales income. As described earlier in this chapter, the salespeople who sell at the buyer’s location typically make more money.

Professionals who sell at the buyer’s location include those working in industrial sales, wholesale sales, advertising sales, door-to-door sales, and some insurance sales. They must identify and visit prospective buyers, rather than wait for them to show up at a store or office. They must prospect, or identify potential buyers. This process requires additional time, knowledge, and skills (covered in Chapter 11). That’s why selling at the buyer’s location can be more profitable for you.

Some sales jobs require that you conduct business only at the buyer’s location or may discourage buyer visits if the sales office is no more than a few desks and filing cabinets. In some cases the seller may work out of his or her home, car, or delivery truck. Are you comfortable with that?

Selling at Both Locations

There are many ways in which both the buyer’s and seller’s locations are involved in the sales process. The most common is in real estate sales. The sales process may begin in the real estate office, move to the buyer’s or seller’s home, continue at homes offered for sale, and culminate at a financial or escrow office. Along the way, the sale process will continue in the agent’s car, a coffee shop, and at other locations. Before getting into this and similar careers, make sure that you are comfortable—or can become so—working in these various environments.

Alternatively, you can sell at both your location and that of the buyer by using the telephone as your primary meeting place. Millions of dollars in sales are made daily without any face-to-face contact between the buyer and seller. In the business world, this is called inside sales. Wholesale merchandise, for example, is purchased from wholesalers via telephones and the Internet using inside salespeople. They have product knowledge, basic sales and customer service skills, and a desire to help. They typically are paid a salary plus a small commission or bonus and can handle dozens or even hundreds of orders in a business day. For many salespeople, inside sales fits their comfort zone better than any other type. Chapter 6 explains how to sell by phone.

Selling at a Neutral Location

Sales also can occur in places other than where the buyer or seller normally conduct business. That’s one of the functions of trade conventions. A convention is a location where sellers can offer their products and services to potential buyers. Some are in exotic locations, but most conventions are held where it is most convenient to the buyers. For example, manufacturing conventions often are located in the eastern or midwestern United States. Pacific trade conventions are usually on the West Coast of the United States or in Pacific Rim countries.

Business centers also serve as neutral locations for buyers and sellers in some industries. Business centers in major metropolitan areas include product showrooms, sales rep offices, and buyer offices in a single location. Nearby businesses support these centers with food, lodging, and entertainment.

Sales is a major profession within industrialized and consumer societies. It involves both business-to-business and business-to-consumer transactions in a variety of locations. As you start or develop your sales career, carefully consider your opportunities, your options, and your unique abilities. Begin where you are most comfortable. For success, expand from your initial comfort zone.
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