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Introduction
This book is the result of more than a quarter of a century of frontline selling experience. I think you will find that it is a good deal more comprehensive than other books on selling.
The volume you are holding in your hands is not a cure-all; it doesn't promise an instant turnaround to your sales career the moment you start turning its pages. With out your efforts and your commitment to your own results, no book can realistically make that promise to you. Like any other blueprint for success, this one requires action on your part to put its ideas into practice.
I do, however, want to share my strong belief with you that if you make a concerted effort to follow the 101 “commandments” laid out here, and use the book as a kind of checklist as you move forward, you will be measurably more successful a year from now than you are today.
The Winning Edge
If you've ever watched the Olympic swimming, running, or bobsled competitions, you've no doubt noticed that the winners of these races tend to win by very slim margins — tenths or hundredths of a second. That's remarkable, isn't it? When the top athletes in the field come together, the amount of time that determines the gold medal is often about as much time as it takes to snap your fingers.
I think sales is sometimes very similar. The competition out there can be brutal. Victories are often decided by hairsbreadth margins. Lose three or four important races in a row by the tiniest of margins, and you're out of business; win three or four, and you're tops in your field.
The advice that follows is designed to help you add to your personal sales efficiency — a little bit here, a little bit there. I'm not out to reinvent the wheel with this book, but rather to give you enough of an edge in enough common problem areas to make victory more likely for you in a tough race.
Sometimes, when people first encounter some of the ideas you're about to see, they discount them immediately by saying something like this: “But that's so simple, so obvious!” When I hear that, I ask two questions:
1. Was it “obvious” before you read what you read?
2. Is it “simple” enough for you to implement on a daily or weekly basis after reading what you read?
You won't find long discourses on psychology or personal interaction here, but rather tangible, pragmatic ideas you can put into practice without a lot of research or second-guessing. If that's the kind of advice you're eager to get — reliable, easy-to-implement insider advice culled from a lifetime of face-to-face selling — read on.
Stephan Schiffman New York, NY
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Strategy #1
Be Obsessed
You must like what you are doing for a living — selling — enough to become obsessed with it. Not fifteen-hours-a-day obsessed; rather, I-have-absolutely-got-to-do-this-right-day-in-and-day-out obsessed.
For my money, the most crucial word in sales today is obsession. Close behind it are two supporting ideas, utilization and implementation. Let's talk a little bit about what these three words really mean for you.
Obsession
Every day I'm not training, I make fifteen dials. And by making fifteen dials, I can get through to maybe seven people. Once I get through to seven people, I'll usually set up one appointment. I do that five days a week, which, by extension, means that every week I have, on average, five new sales appointments. I close one out of five, so at the end of the year, I should have fifty new customers.
I mention my daily routine — my obsession, if you will, my repetitive, second nature approach to sales — so that you'll know I'm not just talking theory here. Many sales books are written by people who have retired or gotten out of business. I have not retired. I'm too young to retire, and I'm having too much fun to get out of business. I am an active, professional salesperson. I also happen to be president of one of the country's top sales training firms. Part of the reason for our success is that the people we work with know that we practice exactly what we preach, day in and day out.
In order for you to be successful in sales, you must be absolutely, positively obsessed with your work while you're doing it. You have to be so dedicated to the idea that you can satisfy a customer with your product or service that you move into a whole new work realm: A realm where there is simply no place for watching the clock, wishing it were time for a coffee break, or wondering how the Jets are going to do against the Patriots this Sunday. That's not to say there's no place for any of these things in your life — just that there's no place for any of these things while you're working. Now, this doesn't mean you must take yourself so seriously that you become a workaholic and have a heart attack at thirty-eight. It means you must make a commitment to yourself, and build up a routine that is success-oriented.
Of course, we should note here that obsession without discipline often results in chaos. As obsessive as you want to get about being successful, all that energy must be coupled with discipline or you're not going to get anywhere.
Utilization
This means utilizing everything at your disposal to increase your success. In a way, it's being obsessive about getting the most from your environment.
Burrow through company brochures and catalogs to learn everything you can about your product. Have regular meetings with your sales manager to discuss your performance and get new ideas. Use books like this one, or motivational tapes, to put you on the right track. In short, utilize your tools!
Such tools needn't be limited to things you can hold in your hand. Have you shown customers your office or plant? Have you reviewed past company successes with your prospect? Have you invited current and potential clients to company social outings? Be creative. Once you stop to think about it, you'll be amazed at how many excellent tools go completely ignored by salespeople.
Implementation
Or, if you prefer, just do it; make the effort in the first place. All the sales books in the world will not help you if you don't try.
Don't fall prey to the “paralysis of analysis.” One of the beautiful things about sales is that it's an extremely binary way to make a living. You're either making a sale or you're not. Make every effort to be “on” during every moment you actually communicate with potential customers. Take nothing for granted, and don't get bogged down with overpreparation. Do it.
I realize, of course, that research has its place. But you should never forget that if you don't make the calls, your efforts are going to be in vain. Selling is selling: going after people and talking to them. Don't lose sight of that, and don't let your obsession be misdirected into something that won't help you put numbers on the board.
Three crucial ideas — obsession, implementation, and utilization. How do you make sure you're incorporating them? Here are some tips.
Make a to-do list. Identify important objectives before you start the day; then work like crazy to attain the objectives on your list.
Keep your motivation up. This book is an excellent start; you might also eventually turn to motivational tapes or seminars. Whatever your approach, make a commitment to find one new idea a month and run with it.
Start early. Try coming into the office forty-five minutes before everyone else does. You'll be amazed at what you can accomplish, and how big a jump you'll get on your day. Don't think of it as an inconvenience — think of it as an advantage. And just do it.
Be obsessive, but disciplined. Utilize everything you have at your fingertips; then implement. It's a proven recipe for success. Remember: obsession is essential … but obsession without discipline equals chaos!

Strategy #2
Listen
Perhaps the easiest way to distinguish successful salespeople from unsuccessful ones is to watch how they interact with a prospect. Do they do all the talking, never letting the prospect get a word in edgewise? If so, it's a good bet you're looking at a failure.
You must let the prospect speak about himself or herself; the information you'll receive as a result is invaluable. Ramrodding your points through, and merely overpowering the person rather than showing how you can help, is a sure way for you to descend into the stereotypical “hard sell” that no one likes. Such behavior is a great way to lose sales.
To be sure, you and I really believe that our product will help the person we are sitting across the table from. And yet, even though we believe that in our bones, we have to listen — not lecture. Listening is the only way to target the product to the unique set of problems and concerns the prospect presents to us. By staying focused on the objective of helping the prospect (rather than “getting” the prospect), we build trust. And trust is vitally important.
When you get right down to it, a good salesperson doesn't so much sell as help. You can pass along important information, and ask for the sale after you've demonstrated clearly how your product can help achieve an important objective — but ultimately, the prospect has to make the decision, not you. Ideally, you have to know what it will take for the prospect to do the selling himself or herself. In this environment, listening becomes very important.
Listening doesn't just mean paying attention to the words that come out of the prospect's mouth. Very little of what we actually communicate is verbal; most is nonverbal. Be sure you're “listening” in such a way that allows you every opportunity to pick up on nonverbal cues. By doing this — letting the prospect get across what's important to him or her — you'll stand out from the vast majority of other salespeople, who simply talk too much.
When your prospect wonders something aloud, give the person enough time to complete the thought. When your prospect asks you a pointed question, do your best to answer succinctly — then listen for the reaction. Allow the speaker to complete sentences — never interrupt. (What's more, you should let the prospect interrupt you at any time to get more information from you.) Express genuine interest in the things the prospect says. Keep an ear out for subtle messages and hints the prospect may be sending you.
When you do talk or make a presentation, don't drone on. Keep an eye on your prospect to make sure what you're saying is interesting. If it isn't, change gears and start asking questions about the problems the prospect faces — you are probably missing something important. Of course, you should never come across as hostile or combative to the prospect.
You probably already know that the first ten or fifteen seconds you spend with a prospect have a major impact on the way the rest of the meeting goes. This is because there is an intangible, feeling-oriented “sizing-up” phenomenon that occurs early on in any new relationship.
Much of who you are and how you are perceived as a communicator — brash or retiring, open or constricted, helpful or manipulative — will be on display in a subtle but crucial manner in the opening moments of your first meeting with someone. Make sure you are sending the messages you want to send. Before the meeting, avoid preoccupations with subjects that have nothing to do with the client; these will carry over even if they never come up in conversation.
Perhaps you're wondering: “What if the conversation is going nowhere? How do I listen if there's nothing to listen to? Shouldn't I start talking about what makes my company great? Shouldn't I get in there and make a pitch?”
Probably not. The odds are that early on in the meeting you simply do not know enough about your prospect yet to go into a long presentation. So avoid doing that. Instead, focus your questions on three simple areas: the past, the present, and the future.
What kind of widget service was used in the past? What are the company's present widget needs? What does the prospect anticipate doing with regard to widgets in the future?
Add a “how” and a “why” where appropriate, and that's really all you need. Take notes on the responses you get. After you summarize the points the prospect has made, you may be ready to talk in more detail about exactly what you can do to help solve the prospect's problems. But be sure you listen first.

Strategy #3
Empathize
Put yourself in the prospect's shoes — you'll understand how to sell to the person better.
An empathizing attitude is a far cry from what most salespeople feel about their customers. The typical comment I hear on the matter goes something like this: “Frankly, it doesn't matter to me why the guy bought what he bought. He bought it. And I got the commission.” Does that sound to you like the way to build repeat sales?
Certainly, it is crucial to put the right numbers up on the board. But that's exactly why you must always make sure you're making every effort to see things from the prospect's point of view.
Sometimes salespeople forget to take into consideration what is going on in the other person's head. But think about your own experiences. Did you ever walk into a room where a person was angry, but you didn't know it? Maybe you wanted a coworker to give you a hand on a project you were having trouble with. So you stepped in and made your request in an offhand way, and before you knew it, the other person was barking out orders, stomping around the room, and generally making your life difficult. You probably could have gotten further with your task if you'd taken a moment to size up how the other person was feeling — and why.
Try to establish what is going on in the prospect's life on a given day: what feelings are likely to surface? For example, if you are dealing with someone whose company is going through a merger, you can make a guess that the prospect may well be concerned about losing his or her job. Perhaps this is not the person who should be subjected to your most aggressive approach. Perhaps things should go a little more slowly.
Just as important, bear in mind that the prospect you are talking to is going to be doing something that many businesspeople try to avoid: talking to a salesperson. It's a little naive to assume that your first visit with someone is going to be eagerly anticipated. In all likelihood, the person has probably managed to set aside a few minutes for you out of a very busy day. Treat the prospect with respect, and realize that you are probably not the most important thing that's going to happen to him or her that day.
How do you find out about the person you are talking to, so you can empathize? The best way, of course, is to ask appropriate questions and carefully monitor what comes back to you in response. More importantly, make an effort to be sincere. Sincerity is often the last thing people expect from a salesperson.
Do you really care about the people who you talk to? If you don't, this attitude will show through. One salesperson I worked with some years ago simply could not sell to anyone younger than about forty-five. The reason? Deep down, he really didn't respect his younger prospects. They picked up on that — even though the meetings were always cordial — and his sales suffered as a result.
Exhibit genuine concern about the person and his or her problems, and ask questions that demonstrate your care. React properly to those questions. Above all, keep your conversations straightforward and sincere — avoid peppering the person with probing questions right off the bat, and don't let your interest sound fake or forced.
This may be difficult at first. Maybe you have been bruised one time too many, or become a little jaded in your sales career. Maybe you have forgotten the fun of the business, lost sight of the thrill of making a sale as a result of a good, solid, honest initial contact. If so, you must make every effort to relearn the enthusiasm and sincerity that builds trust. That effort will pay off handsomely for you.

Strategy #4
Don't See the Prospect as an Adversary
They have a saying in the advertising world: “The customer is not stupid; the customer is your spouse.” I suppose you could adjust it somewhat for sales: “The prospect is not an enemy; the prospect is your fiancé.”
The prospect should be your friend. Always strive to get the two of you working together.
I'd like to have a dollar for every time a salesperson has talked to me about that so-and-so down the street who just welched on a deal. Or for every time I heard about someone coming on so strong that the prospect slammed down the phone receiver, or — worse still — threw the salesperson out of the office during a scheduled meeting.
I've never had a prospect of mine become an adversary, and you shouldn't either. There's simply no excuse for letting your sales work result in a large number of enemies, rather than a long list of allies.
Don't fall prey to the ridiculous advice you may hear about how you have to beat up on a prospect before he or she beats up on you. This approach is rude, arrogant, antisocial, and unprofessional. But those aren't the most important reasons not to follow that advice. You shouldn't beat up on the prospect for one simple reason: doing so loses sales.
The prospect would rather be your friend. Just as you want the prospect to like you and give you business, the prospect really would prefer to be your friend. Many salespeople find this hard to believe, but it's true. Most of the situations in which the prospect seems to cut things short have to do with either a hectic work environment or an unprofessional approach by the salesperson.
The degree to which the potential for goodwill is retained is based on how well you do your job. See your prospect as someone you want to do business with; an associate, someone you can talk to while you both work to attain goals.
The best selling arises from win-win situations. That means you win because the prospect wins. You are not out to “get the order now” if doing so is not going to help your prospect. When the prospect buys something from you, he or she is buying a benefit. That benefit (faster production, lower operating costs, higher sales, what-ever) is what you must keep your eye on. Not your sales totals.
If you see your prospect as an adversary, someone you are going to outwit, outsmart, or show up, you are never going to be successful. You are, instead, going to lose that potential customer, and probably build up a bad reputation in the process.
Let me tell you a story that illustrates what I mean. Karen was a sales rep who had just started out with a major business machine company with an office in Manhattan. Karen did not yet understand that she wouldn't get anywhere by treating the prospect as an adversary. This led to some major errors in strategy on one sales call in particular. How major? Read on.
Karen had scheduled an appointment with an important prospect, one she'd been phoning for weeks. She showed up at the scheduled time, only to hear at the reception desk that her contact had had to deal with some unexpected problems, and would need to reschedule.
There are any number of ways to deal with that situation. What Karen did, however, is a textbook example of how not to deal with it.
Karen made such a fuss at the front desk that her contact actually had to drop what he was doing and make his way out to the reception area to try to explain what had happened. The contact asked politely if Karen could call tomorrow to set up another appointment. Karen refused. She'd waited long enough, she said. She had to meet with the contact now, today. After about five minutes of this, the contact gave up and started to walk back to his office. Karen tried to follow him.
Exasperated, the contact turned on her and ordered her out of the building. Did that faze Karen? Of course not. She figured she could outwit this guy any day. Karen said to him, “This is too much. I can feel the tension getting to me. If you don't spend the time with me that we agreed to, I am going to have a seizure right here.” Her objective: embarrass the guy into sitting down and talking to her.
Isn't that a wonderful way to build up a professional relationship? It got even worse. The contact said, “I won't do it. Get out of here.” Karen then actually fell down on the floor and faked a seizure. Two gentlemen from building security had to come and escort her out of the building. Would it surprise you to learn that she didn't get the order?
Perhaps you're laughing at that story. But ask yourself how many times have you approached it the same way? Do you ever curse under your breath in the middle of a tough cold call? Do you ever persist in calling people who obviously have no use for your product or service? Do you ever walk into a sales appointment fantasizing about how you're going to “nail” a prospect? If you can overcome these habits — and it may take work — you'll distinguish yourself from a lot of bitter, nasty salespeople out there who can't understand why people don't want to talk to them.
We once ordered some copiers for our office. We'd had two bids; the sales rep that lost called and asked why we bought the other machine. I explained in detail why I had made the decision I did. The salesperson didn't agree with my decision, though, and began to yell at me. Didn't I know that the machine had a 90-day warranty, free this and free that, half-off such-and-such, and advanced thingamajigs at no extra charge? How on earth could I make such a mistake? What was wrong with me?
Needless to say, that exchange didn't change anything. Well, I take that back. It did change something. It made me absolutely secure in my original decision. Obviously, this was not a customer-oriented organization I was dealing with. And I made a mental note never to have anything to do with the Confrontational Copier Company the next time I needed to expand my office copier pool.
Your goal as a salesperson is to create mutual trust. You simply can't do that in an adversarial environment. Be patient. Make repeat visits when necessary. Always listen to what the other person has to say, and accept your prospect's goals as your own. Most important, don't fixate on closing the sale so much that you lose sight of your prospect's dignity.

Strategy #5
Don't Get Distracted
By giving the prospect all your attention, you will, in turn, win the prospect's undivided attention.
Recently, a young salesperson came to my office on an appointment. He went through a rather lengthy discourse about his product; I sat in silence.
He came to a point where he had apparently been instructed to ask his prospect a few questions. He asked them dutifully, but somewhat stiffly, as though he were reciting a speech. Time after time, as I began to answer him, I noticed that the salesperson was staring off into space, paying no attention whatsoever to what I was saying. He might as well have been on a coffee break. Perhaps he wished he were.
Many salespeople are so busy running down their checklist of things to do that they forget they're dealing with another human being, and start focusing on things that have nothing to do with the sale.
Part of the reason for that has to do with the stress associated with selling for a living. Often, when confronted with a stressful situation, we'll seal ourselves into a comfortable little world of our own — a world that we can usually control, but that carries with it the very real risk of missing something important.
It's estimated that the average salesperson actually sells for less than 5-½ hours a week. In other words, if you're like most salespeople, you're not selling every single hour of every single day. You're doing other things: getting ready to see prospects, making your prospecting calls, writing up proposals, attending meetings, filling out paperwork, and so on. That's why it's so vitally important to make every minute you actually spend with a prospect count. Accordingly, you must concentrate on what's being said; don't daydream or get sidetracked.
When you get distracted during a sales call, you distract your prospect. You begin to fidget; you wonder what's for lunch; you think about the movie you're going to tonight; you let your mind wander when it shouldn't be wandering. This throws off the whole meeting, because your prospect will sense what's happening, and will wonder what's wrong. The atmosphere of trust won't materialize — and that's bad news. You need that trust.
If you need an incentive, remind yourself that, directly or indirectly, the prospect is telling you the single most important thing you will hear all day: whether he or she will buy your product, and why.
Take notes to help you concentrate. Make sure your briefcase is well organized, with everything you need at your fingertips. The tools you bring with you to the meeting should help you, not stand in your way. If you find yourself spending five minutes fishing a brochure out of your valise, something's wrong.
The same idea applies to the common problem of attaching too much importance to a confusing or negative remark from the prospect. If the prospect tells you left is right and right is left, don't get befuddled, don't demand an explanation, and by all means don't challenge the person. What will you gain? Ask politely for a clarification if one seems in order, then settle back and pick up from where you left off.
Try to get a bead on the prospect's interests and personality. Ask your basic questions. Then repeat the prospect's ideas. (“So what I'm hearing is that your chief concerns are …”)
Where appropriate, let the prospect take the lead, and pay attention to what happens next. By isolating factors unique to this particular prospect, you'll remind yourself that you're dealing with another person — one who's important enough to give close attention.

Strategy #6
Take Notes
Note-taking is an essential part of the rapport-building and information-gathering process, and it is an enduring mystery to me why so many people fail to use this basic sales strategy.
Assume that I've already worked through the prospecting stage by reaching you through a cold call. Let's say I'm coming to your office now on a sales appointment. You and I meet. We shake hands. You tell me to sit down. I do. You look at me; I look at you. We exchange a little small talk, find out a little bit about one another, and establish some commonality. As the meeting progresses in this way, there will come a moment when you look at me and say, in one form or another, those words that so many salespeople have come to dread.
“Well — what can I do for you?”
That's the point where the real work begins. How I handle that first transition can make or break my sales call. Fortunately, I have a notepad and a pen. And those tools are going to help me establish a solid, professional relationship with you.
In response, I say to you, “Well, Ms. Jones, I work for ABC Widgets. We happen to be the largest manufacturer of widgets on the East Coast, and we've worked with about fifteen companies in your industry, including JJ Resources. And the reason I wanted to talk to you today was to find out if there was anything we could do to work together to increase your production. Actually, I had a couple of questions I wanted to ask you about that. Is that all right?”
And I take out my pad and pen. Automatically, I've made a statement. Just by doing that much, I've shown you that I'm professional; I'm organized; I'm in control; and, most important, I'm concerned about your interests (increasing production).
You say, “Sure, go ahead.”
And I proceed to ask you about the past, the present, and the future, with regard to your use of widgets.
Note that I don't respond to your “what-can-I-do-for-you” line by talking about how wonderful my Model X Widget is. I can't do that yet, I don't know enough about you. I have to learn more about what it is you need — and get you to talk about yourself and your company — by asking questions and taking notes.
Anyone who uses this technique for any amount of time will find that prospects talk more when you have a pen and pad out than they will if you just ask them the question point-blank and skip taking notes. Your note taking reinforces the prospect's desire to speak, and this, of course, gives you more to write. It's a self-perpetuating cycle.
The Many Benefits of Taking Notes
Among the many advantages of taking notes during an initial meeting with a prospect are the following:
1. Taking notes makes you focus on solutions. Note-taking will reinforce, both for you and the prospect, the reason you showed up in the first place; to learn more about the prospect's problem.
2. It helps you listen. There is something about having an empty sheet of paper in front of you that really tunes you in to what is being said, and it makes it more difficult for you to miss important points.
3. It puts you in a position of authority and control. Believe me, during the opening twenty minutes or so of most first-time sales visits, you can use all the help on this score that you can possibly get. By the same token, however, adopting the “interviewer” position by taking notes allows you to put your contact, simultaneously, into the position of the expert and, in a strange way, allows him or her to secure an even higher status in the relationship. It sounds contradictory, but once you try it, you will see how taking notes elevates the status of the person you are talking to as well as your own status.
4. It strengthens your analytical abilities. If you write down notes during your interview, you are using three senses: touch (that is your hand which is doing the writing), hearing (what you have to do is listen to the pros-pect) and sight (to see what you have written). My experience has been that by approaching a problem through all three of these means of sensory connection, you are usually in a much better position to come up with a solution.
Taking notes will also encourage the prospect to open up. You may doubt this, but try it first. Every single time I conduct a seminar, I get further proof of how effective the simple act of writing something down (in this case, on an easel) can be in encouraging communication. When I simply stand in front of an audience and ask, “What was good about the presentation we just heard?” — nothing happens. When I stand in front of an easel and write “GOOD POINTS FROM PRESENTATION” across the top then ask for suggestions — wham! The room comes alive!
Taking notes sends strong positive signals to the prospect, and you can never do that too much. When the prospect says, “I have 500 trucks, each of which holds seventy-five widgets, making deliveries 320 days a year,” and then looks over and sees that you have written “500 × 75 widgets × 320 days/yr,” guess what? You have scored! You care! You are really listening!
Some Suggestions for How to Do It
I suggest you use a standard yellow legal pad with a hard cardboard backing. It needs to be stiff enough for you to be able to write on while it is on your lap. Keep your notes clean and spare; use up plenty of pages. Stay away from the backs of envelopes or unwieldy pad/portfolio sets; these will detract from the professional image you're trying to present.
Remember that your notes should be legible to both you and the prospect at all times. Wherever appropriate, draw oversized diagrams in your notes that will help you emphasize a point you are making verbally — always make a point of showing your diagrams to the prospect, and discussing them. Do not use this as an excuse to monopolize the meeting, but do use it as a means of taking what you have learned and using visual displays to show how you could add value to the prospect's organizations.
Try it. You'll find it works like nothing else on earth. Make your prospect feel as important as a movie star giving an interview, or a political candidate holding a press conference. Then use the information you gather to target your approach as you advance to the later stages of the sale.

Strategy #7
Follow Up
When was the last time you wrote a thank-you letter after your first meeting with a prospect?
Many salespeople ignore this crucial step. By taking the time to write a simple, personalized note on company stationery, you help the prospect to remember you — and you put your future sales efforts on a stronger footing.
A friend of mine is a bass fisherman; he told me about a little trick he uses that seems to me to be applicable to sales work. It's pretty simple. When fishing for bass, you must keep the line taut once you get a nibble — otherwise the fish will lose contact with your line and swim away.
A neat, courteous, and professional follow-up letter keeps your line taut — even if it's inappropriate to start reeling in your “fish” right away. Your brief typed note serves as a tactful, professional reminder of your visit, and can reinforce the positive points of your visit.
It can be as simple as, “Dear Jill: Just wanted you to know what a pleasure it was to get to see your plant firsthand. I'll be dropping by with that proposal we discussed on Wednesday as scheduled. I'm quite certain we can work together to increase your widget production. Sincerely, Peter Salesperson.”
Why bother? Well, after your initial meeting — even if it went well — you have to ask yourself an important question: What do you think happens in the prospect's mind when you walk out the door?
Do you really imagine that the prospect continues to think about your product, and about how sharp your presentation was, day in and day out? Do you suppose the prospect comes in to work the morning after your visit and thinks, “Gee — how long do I have to wait until I can meet up again with that salesperson I saw yesterday?”
Many salespeople seem to act on this assumption — though what's really likely to happen, even after a spectacular visit with a request for another appointment, is that the prospect will stop a couple of days after your meeting for about three tenths of a second and think, “Now, what's scheduled Wednesday? Oh, yeah — the widget guy. Gotta keep that open.”
And that's if you're lucky.
You must keep your line taut — keep your contact fresh — by making the minimal investment of time and care necessary to assemble a short thank-you letter. And, once we accept that, it's simple logic to send follow-up letters at later crucial points of the sale as well — after a major proposal, for instance, and, of course, after the decision to do business with your company.
At the later stages of the sale, you may move on to handwritten notes, perhaps including interesting clippings from relevant industry publications. Early on, however, you may run the risk of appearing overfamiliar or pretentious by using these techniques. If in doubt, stick with a good printer and sharp company stationery. (Note that it is unnecessary and often excessive to shower a prospect with “little some-things” — a dozen golf balls, say, if you learn the person likes golf.)
Of course, it doesn't hurt to drop your current customers a line now and again, either. I don't know why so many salespeople assume that once a prospect decides to do business with you, no further encouragement is necessary to make that prospect a lifelong customer. Don't make that mistake. Invest five minutes, an envelope and a stamp, and make a lasting positive impression.
Treating current and prospective customers like professionals worthy of respect is always good business — and follow-up letters are just the tools you need to do that.

Strategy #8
Keep in Contact with Past Clients
This ties in neatly with #7, of course, where we talked about keeping in touch with prospects and current customers by mail. The operative idea here is that someone who decides to use your product or service, then falls out of your current customer base, is probably still a highly qualified lead. That person deserves your attention; keep in touch.
Help clients to keep you in mind. Especially if a significant amount of time has passed (and that may be anywhere from a few months to several years), past clients will often come to a point where they need your product or service again, but don't remember how to get back in touch with you!
When a salesperson calls you for the first time and passes on his or her contact information, do you instantly enter that information to your address book? Probably not. It is usually incumbent upon salespeople to remind potential customers — tactfully and professionally — that the salesperson's company is still out there delivering excellent results. Don't pester people to death, but do give past clients all the facts they need to work with you again.
It's been estimated that you have a one-in-two chance to get business from an existing account, and a one-in-four chance to get business from an old account. When you're prospecting for new customers, the odds drop to one-in-twenty. Without diminishing for a minute the importance of getting new customers, you can see that keeping in contact with your old clients really does represent significant revenue for you.
Keep an organized file of inactive accounts; call or write key people at these companies on a periodic basis. Don't do this in an intrusive or unprofessional way — just keep in touch, as one professional to another.
This approach needn't be an intrusive “hard sell,” nor must it proceed at the rapid tempo many salespeople bring to their prospecting work. After all, you already have a relationship with the person. Stay calm, stay friendly, and stay professional. Don't rush things. If the person isn't in a position to buy right now, check back in a month or two.

Strategy #9
Plan the Day Efficiently
You must be absolutely dedicated to getting the very most out of your day, and planning ahead on a daily basis is part of that.
Let's face it: Committing to a daily schedule is of paramount importance. Your success or failure in this area will have a major impact on your overall performance as a salesperson.
There are a lot of time management books out there. Unfortunately, most of them are so complicated, and take so long to read (let alone implement) that they're virtually worthless for most of today's salespeople. In this section, we'll examine a few brief ideas you can incorporate into your daily routine instantly — so you can start seeing results with the beginning of business tomorrow. To start with:
• Don't waste hours planning your time when you could be speaking with clients. Plan your day the evening before.
• Prioritize your goals. Don't just start filling out a schedule willy-nilly one evening; make a list of all the things you want to accomplish, then rank them in the order of their importance before you include them on your schedule.
• Leave time for crises. Scheduling every day to the brim will cause you to slip from your plan. We all know that strange, unpredictable problems have a way of cropping up from time to time. Leave an hour or so open at the end of the day to manage sudden difficulties. If no crisis arises, you can always move on to your next priority item.
• Get up fifteen minutes earlier than you do now — and give yourself a positive charge of energy in the extra time. Starting the day in a rush gets things off to a bad start. Begin the day with a positive affirmation: “This is going to be a great day.” Eat a good breakfast. Listen to pleasant music. Stay away from reading or listening to the news first thing in the morning; it's too depressing. Be nice to yourself. (Don't worry, it won't last long.)
• Buy and use a doctor's appointment book — the kind with the whole day marked off in fifteen-minute increments. Then keep close watch on the time you spend on any given item. This approach will help you avoid the temptation to allocate vast chunks of your day to vaguely defined goals when you assemble your to-do list.
You should also buy a second, smaller book — one that can fit in your pocket or purse. Here you will record what you actually do during the day. Nothing extravagant, just a quick jot-down of the time for each project you undertake as you work through the day. The beauty of this is that you end up with a written record of events, not just your plans, and you can compare the two at day's end. If there's a huge discrepancy between what you plan at 6 p.m. on Tuesday and what you've actually done by 6 p.m. on Wednesday, you'll know about it and be able to work on it. If you're like most salespeople, you'll probably realize in doing this just how much time you spend on the road. Chances are that you'll acquire a new enthusiasm for scheduling quality appointments. You'll also have hard evidence of your own habits — lunch at a certain time, so many calls in the morning, so much downtime between meetings, etc. By knowing these “givens,” your daily planning will become much more effective.
On Friday evening, prepare not only your Monday morning schedule, but also your thumbnail sketch of the week to come. Odds are that this will take the form primarily of meetings and other commitments; don't feel you have to account for every minute of every one of the next five days. Just block out your scheduled appointments and meetings so you have a good solid overview of what's on the horizon. Where appropriate, leave yourself “into-and-out-of” time. After all, you know that you won't simply materialize out of thin air at your three o'clock appointment across town, but will have to drive there, leaving early enough to assure arrival ten minutes or so before three.
By attending to daily scheduling matters conscientiously, and comparing your actual results with your plan, you'll increase your time-effectiveness and lay solid foundations for your sales success.
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