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Introduction
It may be a little egotistical of me, but I am going to assume that if you purchased this book, you likely have heard of me. Perhaps you've seen or read one of my other books, heard me speak or taken one of my classes. This is all stuff I'm proud of. But the truth is that at my core, the thing I want written on my tombstone (when I die in about 250 years) is “He was a good salesman.”
Sales is where I started, and I know sales is where I'll end. I am not a sappy guy (and I know this will sound sappy), but there is something special about the field that is difficult to describe. In many ways, it is a lonely job. You are on your own, often on the road, cold calling people you don't know, many of whom feel they are doing you a favor by seeing you for ten minutes. There are so many frustrations. But there are also incredible highs.
I've given presentations where I was in what athletes call the zone. I could see everything unfold in front of me in slow motion. It seemed the audience was mesmerized by everything I had to say, every slide I put on the screen. I knew every question before it was asked and obviously had more than enough time to formulate the right answer. It wasn't a matter of if they would sign a contract, only for how much.
Those sessions were the most gratifying sessions of my career because I'd created this opportunity out of nothing. I made the cold call. I had first and second meeting with prospects. I mined the company for information, gathering grist for my presentation. And then I put it all together.
And that in large measure is why I've written this book. I think fewer and fewer salespeople are getting to enjoy that incredible sense of accomplishment, that sense of salesperson high that I still get regularly.
I have become extremely frustrated about what I perceive is going on within the sales community. It is almost as though the “I” has gone out of the business.
I blame it all on the computer. I believe that a significant percentage of the sales-force population has come to rely on computers (and by extension PowerPoint) far too much. Specifically, salespeople use preformatted PowerPoint presentations, in part because it's easy and in part because they don't have the expertise to create presentations from scratch.
Therefore, every presentation is formatted to meet PowerPoint needs, not the needs of your customers. This has taken the creativity out of the sales process, the ability to design a program that is unique, to make it something the customer hasn't seen or heard before.
The feeling seems to be, “Well, it's in the computer, so it must be good.” And sadly, that willingness to depend on outside resources rather than internal initiatives is not limited to computers. There was a very popular business how-to book published not too long ago that actually scripted sales. That is, “This is how you cold call. This is what you say at your first appointment. This is what you say on your second appointment. Here is how you present.”
For a while there, salespeople were starting every conversation the same way. It made no difference to whom they were talking, what he or she was like, what product or service they were selling. Nothing mattered but following the script that was in the book.
It was what I call robotic selling and robotic presentations. That is not only counterproductive, it is to my mind counterintuitive. As far as I'm concerned, one of the beauties of sales is that you can reinvent yourself with every customer. You are one person selling to Mr. Grump and another to Mr. Easygoing. It's something different every day and on every call.
By relying on the computer to decide what you say, you are taking the human touch out of the equation. You make presentations inperson, not via e-mail. Whether you like it or not, your personality is part of the process. It certainly won't be the deciding factor on whether or not you get an order, but it has a role. Selling is communicating, communicating your message in a way that appeals to your prospect — not in a preformatted way determined by Bill Gates.
I should point out that I'm not a Luddite. I use the computer for a number of things, and I use PowerPoint. But I use the technology to serve me. I don't serve it.
The reason I sat down to write this, its raison d'etre, is to put you back in the process, to put that individuality, that personality, that creativity, that thought process back into sales.
I want this book to be your definitive guide to making presentations. But I want it to be an aid to your process, not a substitute for it. I don't know your business. There are lessons here. You have to adopt and adapt them to your company, to your style, and to the needs of your clients.
I want you to approach this book with an open mind — the same open mind you'd like every one of your prospects to have when you call. This book was written from your perspective. I'm not some imaginary character who doesn't sell for a living. I'm someone who is real, has emotions, and goes out and prospects and sells every day.
But the advice I give you is only as good as the way you use it. If you personalize it for yourself, it will help you create better presentations and close more sales.
Stephan Schiffman
New York
August 1, 2007

Part One
Sales Presentations and the Sales Process


1
We Hold These Truths to Be Sales Relevant
You might have heard the old chestnut that says 80 percent of a company's business comes from 20 percent of its customers. (Not surprisingly, this is sometimes called the 80/20 rule.) I don't know if that's true, but, by that logic, 80 percent of a company's business is generated by 20 percent of its sales force.
Whether those numbers are right or not — and I'm not convinced they are — really doesn't matter. The general idea, the overall concept, is certainly true. Anyone who has been in the field for more than a couple of weeks knows that the typical sales force is essentially divided into two unequal groups. The smallest group is made up of salespeople. Sadly, the largest group is made up of order-takers.
I've spent the last thirty years training salespeople — more than 500,000 by my count. And one thing I've discovered is that there is a very fine line between the haves — that is, the salespeople — and the have-nots. What's the difference between the two? One thing is desire.
The top salespeople crave a closing in the same way Michael Jordan yearned, no, demanded the ball in pressure situations and then willed it through the outstretched arms of defenders into the basket. That kind of talent is a gift from the heavens — whatever sport or pursuit you're in. It cannot be taught. You either have it or you don't. Practice can help you achieve your full potential, but that potential is ingrained somewhere in your DNA.
There is another element, however, that divides the haves from the have-nots. It can be taught and in many respects is as important as desire. Simply, it is an understanding of the sales process. What does that mean? It means that getting a contract signed is only the final step in a long walk. But there are a lot of steps before you reach that last one. And the path can be winding. So it's important to understand that there is a relatively easy, logical way that will get you from step one to an order.
The good news is that because you bought this book, you likely already have the desire to become a sales warrior. You understand that there's more to selling whatever it is you sell than a quick handshake. And that fills my heart with joy.
(I should point out that if you borrowed this book from a library or colleague, that you are reading it still fills my heart with joy — just not as much.)
The truth is that there is no one way to sell. How you do what you do depends upon your product, its cost, its sell cycle, and your customer's buying habits. It depends upon your position in the marketplace, and it depends on his or hers.
But all that aside, there are some universal truths. No matter the size of your company. No matter the size of your prospect's company. No matter anything.
Truth #1
The biggest obstacle a salesperson has to overcome is not the competition or price points or delivery schedules. The biggest impediment is inertia, the status quo. Your customer has been doing business in a certain way for X number of years. Unless a significant problem pops up, he's going to continue doing business the way he does. It's only natural. Your job, somehow, is to change the prospect's mindset, to prove that what you are selling is so much better, so much cheaper, so more likely to be delivered on time that it is worth her getting off her duff and initiating change.
Truth #2
Customers aren't the only ones who suffer from inertia. Salespeople do, too. They give the same canned speech, the same canned presentation to every client. It doesn't work.
For example, a few weeks ago a salesperson called on me. It was the first time we'd met. We shook hands and sat down, and he immediately launched into a completely thorough presentation … one with eighty-seven PowerPoint slides.
I couldn't deal with it. I knew what he wanted to sell with the second slide. But he didn't know what I wanted to buy. He never asked a single question. He thought I would be overwhelmed by his slides. I wasn't.
If I want to convince someone to use my product or service, I must make a presentation that makes sense to them — not some catch-all generic show that has little if any relevance to what the prospect does.
Truth #3
A good salesperson's goal isn't to clinch the sale — right away. Certainly getting the business is the ultimate objective. But selling is a process. The problem involves sowing seeds. You can probably harvest them before they are ready. But any farmer who does that loses the full value of his crop.
Truth #4
The biggest enemy a salesperson has is the clock. Time is limited. You have to learn how to prospect properly and to get your ratios up so that you not only get a sufficient number of appointments but appointments worth pursuing.
Truth #5
Your prospect will help you. People generally like to be helpful. If you ask the right questions, you will find the key to success. And yes, I know that sounds like a fortune-cookie aphorism — but that doesn't mean it isn't true.
The next 150 or so pages deal mainly with one aspect of the sales process: the presentation. It obviously is a key step in the process. But it does not exist in a vacuum. It is a culmination of a number of steps.
I'll be discussing each step both briefly and in detail. Over and over again. Ideally, you will make these truths your mantra. You will utter them when you wake up. You will utter them before you go to sleep. You will then clinch all your sales and thank me!
Here are some lessons to be learned from this chapter:
	I t's better to purchase my books than borrow them from someone else.
	You cannot teach someone sales. You either are a salesperson or not. And by salesperson, I mean you're an it's-in-your-gut-and-you-have-to-clinch-that-sale-or-you'll-get-acid-reflux kind of guy or gal. However, you can learn the process. Understanding and following the process won't necessarily make you a better salesperson, but it can help you clinch more sales.
	I t's difficult to attach a weight to the different parts of the sales process. They are interconnected. So you can't really say cold calling is more or less important than presentations. If you don't make successful cold-calls, you won't be making any presentations. If your presentations stink, even the best cold-calls are moot. But certainly we can all agree that if you don't get off your duff, if you don't fight the temptation to slide through another day, if you don't pick up the phone, you might just want to go to work for the Department of Motor Vehicles.
	Remember that your competition isn't the enemy — the status quo is. You have to show prospects that they will be more comfortable with you as a supplier than they will be sitting back and doing nothing.
	There are just a few working hours in the day. Use them wisely.
	I t's better to purchase my books than borrow them from someone else. But you already knew that.


2
Climb Every Mountain, Clinch Every Sale
Have you ever heard of Ed Viesturs? He is a famous mountain climber, the first American to climb the fourteen highest mountains in the world — they're all over 8,000 meters — without using oxygen bottles. How does he do it? (We'll set aside another question here, namely why in the world he does it.)
He plans each ascent backwards. That is, when he begins his process, he starts at the peak. Viesturs figures out when he has to leave the summit to get back to his last camp while it is still light out and by his standards safe. Once he's got that set in his mind, he then — and only then — decides when he starts his ascent.
So let's say he must leave the top at 2 p.m. to get back safely to his camp. That may mean he has to leave the camp at 1 a.m. If the weather is bad then, he'll likely cancel the climb and wait until the next day. Or the day after that. Patience is a virtue in climbing the highest mountains.
Remember: Viesturs has said many times his goal isn't to get to the top of the mountain; his goal is to get back down.
Climbing, as anyone who has tried it knows — or so they tell me, since Everest isn't on my personal to-do list — is the most vigorous and capricious of sports. You're at the whim of elements over which you don't have any control. It is physically draining. So Viesturs doesn't expend more energy by worrying how he's going to make it to the end of his journey.
When you're physically drained, it's easy to get discouraged facing a big challenge like that. So, instead of focusing on what seems insurmountable, he creates a series of incremental goals. He breaks things down to more manageable units — the rock 100 meters away, or the next step.
I mention all this because to my way of thinking, there are a number of similarities between selling and mountain climbing, and sales folks can learn valuable lessons from Viesturs's approach.
What do I mean?
Working Backwards
You can't have a battle plan until you understand what constitutes a win.
Good salespeople first try to figure out what their goals are before they meet with a client or prospect. Usually it's to close a deal of some sort — but not always. Sometimes it's just to keep an old customer from switching suppliers or get her to increase her order or use more of your product line.
In almost all cases for almost all product lines, you are going to have to make a presentation (hence this very book) before you reach your goal. But how you make the presentation and who you make it to requires research and meetings and perhaps more meetings before you actually take out that laptop.
Keeping the Proper Focus
You established your goal. Working backwards, you determined how to reach the goal and now you plan to move forward, keeping ever focused on closing the sale. Right?
Wrong.
Your focus has to be on getting to the next step. This is a process. Focusing on the end may put you in a position where you miss something important in the here and now.
Also, if there's a small detour on this road, thinking too far ahead can be discouraging.
For example, let's say your ultimate goal is to sign up this new client, a large manufacturer. If you can convince the prospect to use your product or service (whatever it is) you stand to reap a multimillion-dollar order. In that tiny little portion of your head where greed resides, you've already started to see little pictures of tropical drinks and romantic strolls with your spouse along Waikiki Beach.
But you've been in the business long enough not to count your chickens before someone signs on the dotted line. So you've kind of thought about what your presentation should be. You work your way backwards, to your first meeting with the prospect. You imagine the questions you will ask to gather the information you need to put together the presentation that will get you to Honolulu and perhaps a week or so on one of the outer islands.
But my question is this. What good is all that daydreaming, all your concentration on signing the deal, if you can't get past that first meeting? So while you certainly want to keep your ultimate goal in mind, what you have to concentrate on is getting to the next step in this process, whatever the next step might be. It might be a second meeting with the purchasing manager. It might be a visit to the company's plants for meetings with your product's end users. It might be a trip to corporate headquarters to sit with (and pick the brain of) the senior vice president of sales.
Whatever it is, that's what you have to focus on. In 2006, Ed Viesturs published a book about his climbing adventures titled No Shortcuts to the Top. Maybe I should have titled this chapter “No Shortcuts to the Sale.” Because that's my main point here: You have to work thoroughly and unerringly through every step of the sales process to climb to your ultimate goal — a big sale.
Patience Is a Virtue
Like Ed Viesturs setting off to climb a mountain, you'll find that conditions aren't necessarily right every time you go out. Sometimes you have to lay back. One of my clients had an opportunity to make a sale with a very large telephone company/cell service provider. So he goes to the company headquarters and has an initial session with the appropriate people. But for reasons that are not entirely clear, he's asked to make a presentation to a larger group before he feels comfortable doing so. He hasn't had a chance to gather the information he feels he needs to make a meaningful presentation. Ideally, he would have preferred to pass.
But we don't always get a chance to work in ideal conditions. So he had no choice but to make the presentation. And just as he and logic anticipated, he didn't hit the mark. Of course, without the right information, it was pretty much impossible to hit the ball out of the park. But he hit a single. He made a good impression, just not enough that he could go on to the next step.
But he didn't do what many — if not most — salespeople do in this situation. That is, he didn't pester the prospect. Make calls and leave messages. And when that doesn't work, call at different times of the day hoping the prospect picks up the phone. And not leave messages if someone else or voice mail answers.
Don't act like you don't do it. I know you do. What my client did was bide his time. After a while, he sent an article of interest he'd seen (it was on a subject he'd discussed unrelated to business) to one of the people he met with, but other than that he did nothing. Six months later, the prospect contacted him and signed up for several hundred thousand dollars' worth of business.
What's the moral of this tale? Sometimes, like farmers, it's better to just let the land lay fallow.
So Is Flexibility
Remember the old adage about the best-laid plans of mice and men? Change is inevitable. No matter how well thought-out your plans are, someone or something will throw in a monkey wrench and screw things up. You cannot be so wedded to your plans that any change flummoxes you.
If you are not flexible, if you are locked into a speech, what do you do if someone interrupts and asks a question? Do you answer it, go back to where you were in your speech, and continue as though nothing had changed? That gives the air of being phony, of having a canned and well-rehearsed speech — and of not having taken the time to prepare something special for this client.
On the other hand, if you can roll with the punches, you demonstrate a mastery of the subject and a creativity that prospects are likely to value.
There are several lessons here:
	You have to go with the flow. Here and elsewhere I'm going to suggest rules and approaches that will help you clinch sales. They are proven and will work 90 percent of the time. But the only rule that is foolproof is the one that says “Rules are made to be broken.” That is why it is so important to be prepared for any contingency, to be so smooth on your feet that clients confuse you with a latter-day Fred Astaire.
	You prepare for any contingency by doing homework. Your homework is to know your prospect, your prospect's needs, and your product or service. If you've mastered that, there is nothing the prospect can throw out that will flummox you.
	Stay single-minded. You want to make this sale, and you can only do that one step at a time. Lose sight of your goal — move to the next step — and you might just lose the sale as well.


3
Enemies of Your Sales
There are several sales axioms that require constant repetition; to ignore them does a disservice to your employer, your family, and your wallet. Among the most important of these is that salespeople have enemies.
The first enemy is time. There are only so many hours in a day. You can only accomplish so much. To fight this enemy, you have to use your time wisely. The second enemy is the status quo. It's difficult to get people to change the way they do things — and that goes for salespeople, too. The third enemy is impatience, a desire to clinch a sale before the prospect is ready.
Battling these enemies begins when prospecting for new clients.
Most people think of sales as a numbers game. That is, the more calls you make, the greater the likelihood you get a contract signed. To a certain extent this is true. The reality is that in almost any country in the world, if you simply stand on a corner with your hand out, someone will put money in it. If you stand on the corner longer, more people will see you, so more will likely put money into your hand. But how many hours can you put in? At what point does it become the law of diminishing returns? If you are already working a full day, does it pay to stand on that corner three or four hours more when all your prospects have gone to sleep?
When it comes to begging, the numbers game alone doesn't cut it. Sales is no different. In a typical marketplace, a salesperson will get one third of the business simply by showing up. The competition gets one third. And there's that one third that is up for grabs.
I'm guessing you don't want to be the person on the corner with your hand out. So if making more cold calls won't improve your sales figures, what will? The answer is ratios — that is, the number of calls you make to the number of sales you close. Let me explain.
Every day I sell I call fifteen prospects — that is, fifteen people I've never called before. Usually I get through to seven and set up one new appointment. For every eight appointments, I close one sale. So my ratio for appointments is fifteen to one. My ratio for closing a sale is eight to one.
There are several ways I can improve my ratios. The most common approach is to play the numbers game; that is, I can cold-call more than fifteen people a day, or I can work another day of the week. Of course, the reality is that I haven't just been goofing off. There isn't any extra time in the day (or the week) for me to devote more time to prospecting.
So if just making more calls isn't a practical solution, what is? The answer is in improving other aspects of the ratio. It is not difficult. But my experience is that most salespeople don't understand ratios. Salespeople? Most sales managers don't understand ratios.
What ratios do is force you to look at what is the weakest part of your process. Remember, sales is a process. Do you only get through to three prospects out of every fifteen you call? Then concentrate on improving that ratio. Do you only close one sale for every fifteen prospects you visit? Then work on improving that aspect of your game.
It's easy for me to say that. But there are very simple concrete steps every salesperson can take to get through to more people, to close sales, to be more efficient. In short, to make better use of their time.
Many of these answers can be found in my book Cold Calling Techniques (That Really Work!). Some of you may consider that a shameless plug. I consider it cross-selling, more information on which can be found in my book. . . . Okay, that was shameless.
Plugs aside, here are just a couple examples of how ratios can be improved. There are two main objectives in cold calling. The first is to get through to the right person. The second is to get an appointment.
If you don't know the name of the person, ask for the person's title. For example, if you're selling insurance, ask for the risk manager. If you sell office supplies, ask for the office manager.
If you don't get through, that is if you're connected to a secretary or voice mail, leave the right kind of message. It should be something that provokes a return call:
“Hi, this is Steve Schiffman, and I'm calling about the XYZ Corporation.” (XYZ is a customer of yours and also one of your pros pect's competitors.) Your message doesn't really have to mean anything specific. It's just something to get the conversation started.
If they get through, or when (not if) the prospect responds to their message, most people ramble on or try to sell instead of getting to the point of the call: to get an appointment. The idea is to start a conversation.
Another way to improve your ratio is to select potential prospects better. Prioritize those you call on first and concentrate on the most. By that, I mean if someone uses a product similar to yours and you can provide some improvement, that potential is great. If someone is located a three-hour drive away, you have to weigh just how much value there is in a sales call that essentially takes an entire day.
Here are some lessons to take away from this chapter:
	Your sales volume can very likely improve if you improve your technique. You don't have to be a great or even motivated salesperson to get appointments. It's just a matter of technique to: get to the right person; leave the right message; and get an appointment.
	Everyone does something well, and whatever it is — a sports activity, acting, managing — we tend to concentrate on it. Who doesn't want to do something he excels at? And this is true in the sales process also. But sales is a particular area where you have to concentrate on what you are bad at. Is making cold-calls a problem? Work on that technique. You have bad ratios? Improve them. Because if you don't, you'll never get to do the things you are really good at — whether it is mining for information, preparing presentations, or presenting them.
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