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INTRODUCTION

his book is designed to do exactly what the title says: to

provide you with a hand-held walk through the myriad
factors that influence the decision-making process and allow you
to achieve more success through empowering more people to
choose you, your product, or your service.

Personally, I have been a student of self-development from as
early as I can remember. I've attended countless seminars, read
hundreds of books, and invested time to learn from an abundance
of exceptional people. The reality was that from each of these prior
studies, on every occasion, I failed to retain all the information
and only managed to use the parts that where most relevant at
that time.

When I decided to write this book, my goal was to provide
something that would serve readers in many ways. You can read it
cover to cover, scribbling notes and actions for yourself; you could
lift parts of it and use them to train your own people; or you could
keep it close by and use it for inspiration as you go through changes
in your business and are looking for some external influence. Above
all else, remember that this is your book—a working document.
Scribble on it, place markers in it, and make it your own. It is
expected to spark ideas and actions that are not written on these
pages, so it may help to keep a notepad handy as you craft your
own action list inspired by the lessons you absorb from this read.

Refining your craft as you grow your own success is an ongoing
discovery and this book is something that can be revisited time
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XI1 INTRODUCTION

and time again as you look to launch new ideas, are looking for
flashes of inspiration or you are preparing for a new opportunity.
Each time you read it then expect to take something new from it,
this is a sign of your personal growth and the circumstances you
are currently in. Take ownership of this book and use its guide to
spark curiosity in you to further develop your skills in winning
business by exploring the works of others as you take deeper dives
into the principles shared with you.

Your next big break could be just one call or meeting away, let’s
see how what you learn in this read can get you better prepared to
seize that moment.
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A SHIFT IN MIND-SET

lt is rare that you meet a child who has aspirations of growing
up to be a salesperson. You do hear alternatives such as politi-
cian, lawyer, doctor, sports professional, or artist—and in all these
examples, the commonality is that without the ability to influence,
persuade, and negotiate, the chances of success are highly reduced.

Having a talent or ability to perform is not enough by itself
to secure success. Through the years there have been countless
examples of highly capable businesspeople failing because of one
simple reason: they did not know how to sell.

SALESPEOPLE OR SALES
PROFESSIONALS

Finding yourself in a sales role quite often happens by accident.
Perhaps you have just started in business or had an urgent busi-
ness need, or maybe somebody else has put you into the role.
The truth is we are all salespeople, and in every part of life, sales
skills are useful tools in helping us to climb the ladder and realize
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more of our potential. When you reflect on almost everyone who
has achieved a significant level of success, you will typically find
that their achievement has been enabled, amplified, or accelerated
through their ability to sell.

“Sales” is certainly not a dirty word. To illustrate my point, here
are some high achievers I would class as being some of the most
successful sales professionals on the planet:

e Steve Jobs

e Martha Stewart

* Leonardo DiCaprio

* Martin Luther King, Jr.
¢ Nelson Mandela

¢ Sir Alex Ferguson

e LeBron James

¢ Richard Branson

*  Oprah Winfrey

* J. K. Rowling

There is probably a huge difference between your initial image
of a salesperson and these decorated professionals.

During my seminars I often ask audience members to reach
for adjectives that would describe a stereotypical salesperson.
Common responses almost always include these words:

* Dushy

* Greedy

* A con man

¢ Obnoxious

e Overly friendly
e A liar

* Annoying



