Making Everything Easier!” 4th Edition

elling

FOR

DUMMIES

Learn to:

» Find, research, and win over
potential clients

-Create and give winning
presentations

» Close the sale

+ Follow up and build strong
relationships

Tom Hopkins

Chairman of Tom Hopkins International Inc.







Selling

FOR

DUMMIES

4th Edition

by Tom Hopkins

DUMMIES



Selling For Dummies®, 4th Edition

Published by: John Wiley & Sons, Inc., 111 River Street, Hoboken, NJ 07030-5774, www.wiley.com
Copyright © 2015 by John Wiley & Sons, Inc., Hoboken, New Jersey

Media and software compilation copyright © 2015 by John Wiley & Sons, Inc. All rights reserved.
Published simultaneously in Canada

No part of this publication may be reproduced, stored in a retrieval system or transmitted in any form
or by any means, electronic, mechanical, photocopying, recording, scanning or otherwise, except as
permitted under Sections 107 or 108 of the 1976 United States Copyright Act, without the prior written
permission of the Publisher. Requests to the Publisher for permission should be addressed to the
Permissions Department, John Wiley & Sons, Inc., 111 River Street, Hoboken, NJ 07030, (201) 748-6011,
fax (201) 748-6008, or online at http://www.wiley.com/go/permissions.

Trademarks: Wiley, For Dummies, the Dummies Man logo, Dummies.com, Making Everything Easier,

and related trade dress are trademarks or registered trademarks of John Wiley & Sons, Inc., and may not
be used without written permission. All other trademarks are the property of their respective owners.
John Wiley & Sons, Inc., is not associated with any product or vendor mentioned in this book.

LIMIT OF LIABILITY/DISCLAIMER OF WARRANTY: WHILE THE PUBLISHER AND AUTHOR HAVE USED
THEIR BEST EFFORTS IN PREPARING THIS BOOK, THEY MAKE NO REPRESENTATIONS OR
WARRANTIES WITH RESPECT TO THE ACCURACY OR COMPLETENESS OF THE CONTENTS OF THIS
BOOK AND SPECIFICALLY DISCLAIM ANY IMPLIED WARRANTIES OF MERCHANTABILITY OR FITNESS
FOR A PARTICULAR PURPOSE. NO WARRANTY MAY BE CREATED OR EXTENDED BY SALES
REPRESENTATIVES OR WRITTEN SALES MATERIALS. THE ADVISE AND STRATEGIES CONTAINED
HEREIN MAY NOT BE SUITABLE FOR YOUR SITUATION. YOU SHOULD CONSULT WITH A
PROFESSIONAL WHERE APPROPRIATE. NEITHER THE PUBLISHER NOR THE AUTHOR SHALL BE
LIABLE FOR DAMAGES ARISING HEREFROM.

For general information on our other products and services, please contact our Customer Care Department
within the U.S. at 877-762-2974, outside the U.S. at 317-572-3993, or fax 317-572-4002. For technical support,
please visit www.wiley.com/techsupport.

Wiley publishes in a variety of print and electronic formats and by print-on-demand. Some material
included with standard print versions of this book may not be included in e-books or in print-on-demand.
If this book refers to media such as a CD or DVD that is not included in the version you purchased, you
may download this material at http: //booksupport .wiley.com. For more information about Wiley
products, visit www.wiley.com.

Library of Congress Control Number: 2014951025

ISBN: 978-1-118-96723-2 (pbk); ISBN: 978-1-118-96725-6 (ebk);
ISBN: 9781118967249 (ebk)

Manufactured in the United States of America
109 8 7654321



http://www.wiley.com
http://www.wiley.com/go/permissions
http://www.wiley.com/techsupport
http://booksupport.wiley.com
http://www.wiley.com

Contents at a Glance

INErOdUCHION ...........ceeeeeeeeeeeeeeaeeneencenacenseaceaceencencenceancans |

Part I: Laying a Solid Foundation for Selling.................. T

Chapter 1: Selling Makes the World Go Around ............cccceeeuieriieriienieecieeie e eeeeeesieenne 9
Chapter 2: The Seven-Step Selling Cycle.........ccocoviiniiiiiiiniinenieeenteeeeeeee e 19
Chapter 3: What 10 Sell........c.oiiiie e eaes 29

Part 11: Doing Your Homework Before
Vou Sell @ TAING ........ccuueeeeeeeeeeeeeaaaaaeeceaaaaaaiannnnnnnnnnees BT

Chapter 4: Understanding Your Potential Clients ..........c.cccccovevininiienenenenenceeeens 49
Chapter 5: Selling What Your Product Does Instead of What It Is.........c..ccecuveueenen. 85
Chapter 6: Technology as a Sales TOOl .........c..cccveeiieeciiecieeeee e 95
Part 11]: The Anatomy of a Sale .................cccccceeeeeeee. 105
Chapter 7: Connecting with the People Who Need What You Have........................ 107
Chapter 8: Arranging to Meet and Putting Your Clients at Ease.........c.ccccceenennene. 129
Chapter 9: Qualifying Your Way tO SUCCESS .......ccccveviereenieriieriieienienteseeseeseeneeenne 159
Chapter 10: Delivering Winning Presentations ..........ccoccecceeviivviieienciencienienieseeseenne 175
Chapter 11: Addressing Client CONCEINS.........ccceveeveeneesiieiieeieeieeeeeee e eeeseee e 195
Chapter 12: ClOSING SAlES.......cccovirieieiiriireeieeeetee ettt 209
Chapter 13: Getting Referrals from Your Satisfied Clients .........c.ccccoeevervenveseenneene 233
Part IV: Growing Your Business ............uuuueeeeeeeeeeeee. 247
Chapter 14: Following Up and Keeping in ToUuCh...........ccccevviiniiniiiniiiniiinienicceeee 249
Chapter 15: Using the Internet to Make Sales .........cccovvveveieienenerceeeceeeeeeeeee 267
Chapter 16: Planning Your Time Efficiently.........cccccocuevieviniinniniiniinienienieseeieene 277

Part U: You Can’t Win ‘Em All: Keeping
the Faith in Sales ..............cuccccueeecenecanecaceecaaneeacceese 295

Chapter 17: Staying Upbeat When You Don’t Succeed..........ccccoeeveeieneeneeseenneene 297
Chapter 18: Setting Goals to Stay Focused.........ccocoviiniriiniiniiniienienienieneeeeseee 311
Part Ul: The Part of Tens ........cccccceceeeeeccceeeecccaneecaess 323
Chapter 19: The Ten Biggest Sales Mistakes to Avoid..........coceeveevviiniiinieniineenennne 325
Chapter 20: Ten (Plus One!) Ways to Master the Art of Selling ...........cccccecveveenene 331
Chapter 21: Ten Alternative ClOSES ........ccocueeieriiniinienieseeieeieeieste st seeesaeenee 341

JHAEK ......eeeaeeaaianaaeanceeencceannceanacencacencacnnscennscecancencs IODT






Table of Contents

INErOAUCTION ..........eeeeeaeeeeeeeeaeeneeneenacencenceasenncensenceaeances ]

ADOUL THiS BOOK .....cvvviiiiiiiiictiee ettt ceaan e ens 1
Foolish ASSUMPLIONS.......ccccuiiiiiiciieecceceee e 2
Conventions Used in This BOOK..........cccoouvviiieiiiiiicriiiceeeeeceeececeee e 3
Icons Used in This BOOK ...........cooouiiiiiiiiiiieiiieeeeeeeeeee e 3
Beyond the BOOK ........cc.ooiieiiiiiiiiieiieeeteeteete sttt sve et e ve e 4
Where t0 GO from HETE.......ooovviiiiiiiiieieeeeeeeee et 4

Part I: Laying a Solid Foundation for Selling .................. 7

Chapter 1: Selling Makes the World Go Around ................... 9
Understanding What Selling IS .........ccceouiiiiiiiiienienieieeeee e 9
Getting a Grip on How Selling Is Done ...........ccccocevinininiienenereneeeeeee 11

Face-t0-face......ccoooiiiiiei e 11
PRODE. ...ttt 12
ENaL. ..ottt 13
Social Media........ccevvireririeiiieeeeeeeeee e 14
ONINE ..ottt ettt st 15
Direct Mail.......ccccooiiiiriiiieieeeee e 16
Recognizing What Selling Skills Can Do for YoU........cccecceecvevienieneenennen. 17

Chapter 2: The Seven-Step SellingCycle ........................ 19
Step #1: ProSpecting.......c.cccoeveriiiiiiieiesiesiee et 19
Step #2: Making Initial Contact .......c.cccecevvienienieenieieeeceeeeee e 22
Step #3: QUAlIfYING....cooiiriiiiiiiieieeeeeeeece e 24
Step #4: Winning Over Potential Clients with Your Presentation ........... 25
Step #5: Addressing CONCEINS ........ccceceeeierienieiteeieeteereeee e eeeeee e v 26
Step #6: Closing the Sale.........ccocivieieiiniereeeeeeee s 27
Step #7: Getting Referrals ..........ccoocveeieeiiiiinieeeeceeeeeee e 27

Chapter3:WhattoSell ...t 29
Taking a Long, Hard Look at Your Job Satisfaction ..........cccccceevveevenennen. 30
Choosing What to Sell.........coooiiviiiiiiiiieeeiececeeeeeeeee e 32

Attitude makes a difference...........c.cocevverviniiniiiniiniiee, 33

Passion supplies Meaning..........ccoccevvvervierienieneeneenensienieseeseeseennes 34



(/i Selling For Dummies, 4th Edition

Becoming a Lifelong Student of Selling..........cccccovevieviiecieecienciecieeeeeene, 35
Making time to learn about selling ............ccccoeveeeeeceeciincieeieeeeeeenne, 36
Working through brain cramps..........ccccceevveevieniencienieenieneeseeceeiens 37
Accepting productive mistakes ..........cccceevieevieniieniienieenieneeneeieeiens 38
Moving out of your comfort Zone.........cccceeevvervierciensienienienieneene 39

Preparing for the Learning Curve: Changing from

Caterpillar to Butterfly .........cccoeieeiiiiiiieiecece e 40
Unconscious inCOMPELENCe ..........ccoceeeeeieniineenennenienieeeeeeeeeene 40
Conscious INCOMPELENCE........cceeeeeeeeerieeirieriierieeie e e ere e eeeseee e 41
CONSCiOUS COMPELENCE ......cccuverereiierieenieeieeieeteesieeteetesresresnesaeenes 43
Unconscious COMPELENCE. .........ccveeeiieiiieeeiieeieecieeeiee e 43

Knowing How to Sell What Your Customers Want to Own...................... 44

Part 11: Doing Your Homework Before
Vou Sell @@ TG .........cuuuuueeeeeeeeeeeaeaaaeaaeaacacaaaaaannnnnnnnnes 7

Chapter 4: Understanding Your Potential Clients. ................. 49
Understanding Why Research Is Important...........ccccoeveveeeciienceneciennnne 50
Starting at Ground Zero to Know Your Clients Inside and Out ............... 52
Working with Buyers’ Different Personality Types........cccccceeeveevieecvennennee. 53

Buyer #1: Believing Bart..........ccccoeeieieieiiieceeeeeeesee e, 54
Buyer #2: Freebie Freddie..........covevvveiecienieieeeeeeeeeeeeeeeens 54
Buyer #3: Purchasing Polly..........ccccecvvierieninieieeeeeeeeeeeeens 55
Buyer #4: Evasive Ed ........coovooieviieiiceeeeeeeeeeeeee e 55
Buyer #5: Griping Greg.........cccoveiiririerieienienieeeeeeeeesee et 56
Buyer #6: Analytical ANNa...........coceeeeierieiiiciieeeeeeeeee s 56
Buyer #7: Domineering Donna ...........cocceecvevvienieneeneenenciesieseeseeee 57
Buyer #8: Controlling Carl ..........ccccveeeievieniieeeeeeeeiese e 57
Buyer #9: Cynical Cindy ........ccoovevieirieieieieseeeeeeeeeese s 58
Buyer #10: Drifting Dan .........c.cccceeevievieeieeiecieceeeeeee e 58
Being Aware of Unique Cultural Needs........cccecevereninennienenenenceeeeenens 59
Arranging meetings..........cceevveveereeiieieesieeieecie et e seeseesreeseeesaeenae e 61
Dressing appropriately ........c.cccooieeiiiiiiiiniiieeeceeeeeeeeeen 61
Getting names right .........ccccoooiiviiniininn e 62
Meeting and greeting new people.........ccccoeevververieniinieniienieneee 63
Presenting your business card...........cccceevciieeciiecieeiie e, 63
Respecting personal Space.....c...coccoovueeieeieneeneeneeeeeneeeeeeeeee e 65
Making presentations..........cocceciereereenienieeseeseeseere e eee e see s 65
GIVING IS c.vveerieieeieceeeecee et 66
Dining out With €aSe........ccvvvvieiiiriiiiieeee e 67
Responding to Your Clients’ Fears........ccoccovvieveinenninnenieninienieseeeeen 68
Fear of saleSPEOPIE.........coccviieiieeiiieeeeeee e 68
Fear of failure.........cccooieieieieeeee e 69

Fear of OWING MONEY ........cceevieeiiieiiiiecieceeseeeee et 70



Table of Contents

Fear of being lied t0........cccvivcieiiiieeeeeeeeeee e 71
Fear of embarrassment ..........ccccooeeeriiriieieninieneeeeeeeeeeeeeene 71
Fear of the UnKNOWN .........ccciiiiiiii e 72
Fear of repeating past mistakes .........ccccoevvervierennienennienienienieseee 72
Fear generated by others........ccccocvvvirviiniiniinieceeeee, 73
Choosing Your Words WISely ........ccccevirviriieniiiniienienieneentesteseeseeeeiees 73
Knowing the best sales words and phrases to use.......................... 74
Using only the jargon your clients Know ........ccccecceevervinienncncenne. 78
Developing your vocabulary to create
positive mental PICLUIES..........cccvevieeierierieeeeeeee e 78
Knowing How to Listen to Your Clients........cccccocceeviirniercieniieniienieneeneenen. 82
Chapter 5: Selling What Your Product Does Instead of What Itls . . .85
The Stuff You Need to Know about Your Product ..........cccccecevienvennnnen. 86
How to Get the Product Information You Need...........cccceevvvriininninncnnen. 88
Attending training sessions and reading product literature.......... 89
Talking with current clients ...........ccccoeeveeeierienieneeece e 90
Learning from your colleagues’ eXperiences ..........c..ccoceevveevennnenne. 91
Going directly to the source: Seeing things firsthand..................... 92
Keeping an eye on the competition: Know what
YOU'TE UP ABAINST...eiiiiiiiiiiiiiieeieeteet ettt sae e 92
Chapter 6: Technologyasa SalesTool .......................... 95
Conquering Any Misgivings You Have about Technology ....................... 96
Setting aside your fears.........cccecveciieciiecieciecieceeeeeee e 96
Motivating yourself to change...........ccccoocevininniiieneneeeeceee 97
Using Technology to Make Your Life Less Complicated (Not More)......97
Trying out some fun gadgets........cccocvvvverieriiinienienecieeeeeeee e 98
Helping your clients find YOU ........cccccevvieriiniinienieccieneeeeeeseee 99
Making travel PIans ........ccoccovvieriiniinieeeeeeeeeeee e 100
Using slides in your presentations............cccceeeeeeciiencieenciienceeecneenne 101
Keeping track of client contact information with contact
management SOftWAYE .........cccoecveevieeienienieneeseeie e 102

Part 111: The Anatomy of a Sale..................cccccceeeeeeeee. 105

Chapter 7: Connecting with the People Who Need

WhatYouHave..............ciiiii e 107
Knowing Where to Start Looking for Potential Clients.............cccccocu.... 108
Starting with a few prospecting basics .........ccccoevvevveciecieciecienenn, 108

Searching for prospects among your friends and family.............. 110

Taking your search online............cccoceevveeienienieneeneecececeecieene 112

Taking advantage of lists generated by your company................. 114

vii



Selling For Dummies, 4th Edition

Finding the Right People: Proven Prospecting Strategies......................
Mining the people you already KNow .........cccccoeevveveiiinniriiiennienns
Tapping your business CONtacts........cccceecververieneeneeciencieeieeeeenens
Talking to salespeople you currently buy from..........c.cccecueeuennen.
Parlaying your adventures as a CONSUumer ...........c.ccecceceeveenenennenne
Benefiting from the itch cycle ...,
Using your client list..........cccoeeiiiiiieeiieceeceeee et
Riding the wave of technological advancement ...............c............
Reading the NEWS .......coocuiiiiiiie e
Knowing your service and support people .........ccccecvvrcrercvervennnnn.
Practicing the three-foot rule...........ccocvviiniininniiniinieeiee

Chapter 8: Arranging to Meet and Putting Your Clients at Ease . . ..

Knowing the Basics of Contacting Potential Clients...........c.cccoceevvennens

Reaching Your Prospects by Telephone First .........cccecevviniiniinicnnnenns

Step #1: The greeting........cocveceeeieeeiiiciieieceeceeeeeee e

Step #2: The introduction .............cocoveririnienieneeeeeeeseee

Step #3: The grateful acknowledgment...........cccccceveeviirciiecieneennnnn.

Step #4: The PUIPOSE.......coouiiiieiieiieieeieeteseese et sre v eae s

Step #5: The actual mMeeting ...........ccoceveeieveeiesieneeeceeeeeee e

Step #6: The over-the-phone thank-you........c..ccocevvvvinvinnennnnnnn.

Step #7: The written thank-you........c.cccceevvevvenieniececececeeeeen,
Putting Mail, Email, and Face-to-Face Interactions

10 WOTK fOF YOU...otiiiiiiieiiciectecteee ettt et et

Face-to-face interactions.........ccccecevvierienienienieneeieceneseeeeene

Getting to the Elusive Decision Maker............cccccoeevveeieeieneeneeseeeeeeens

Going head-to-head with the receptionist ..........ccccoeveecerviecienennne.

Working with the decision maker’s assistant ..........ccccccccveeueennenee.

Encountering voice message SyStems..........coceeveeveeciercierivenieennens

Leaving voice mail messages that build curiosity..........c.ccecenee.
Getting creative in your efforts to meet with

the decision Mmaker........cccccocvvviiriieniiiniieniiee e

Making a Good First Impression at Your Meeting.........cccccceeveevenreenneens

Dressing fOr SUCCESS. .....cccuiviiriiriirieieieeseeee ettt

Paying attention to your body language..........cccccoovcieeniinniiinnnennn.

Getting Your Potential Clients to Like and Trust You ........cccceeeveveenennns

Step #1: Smile deep and wide.........ccoeeviiiciieciieieeeeeeee e,

Step #2: Make eye CONtaCt ........cccveeeiieeiieciieeie e

Step #3: Say hi (or something like it) .......cccocveverineriniieieeee

Step #4: Shake hands........ccccooerieiriiinenieeeee e

Step #5: Offer your name for their names...........ccccceeeeeevvevveriennenn.

Establishing Rapport with Your Potential Clients...........c.cccecvervveneenenns



Table of Contents X

Knowing How to Approach Prospects in a Retail Setting ...................... 152
Figuring out what to say instead of “May I help you?".................. 153
Recognizing the signals your customers project............cccceeeuneen. 153

Building Common Ground in Any Situation ..........ccceeveeviervieniieniienieenennns 154
Keep the conversation light, but move ahead..........c..ccccevvenenenn. 155
Acknowledge your prospect’s pride .........ccocceevvevieneeneenennennienne. 156
AVOId CONTOVEISY ...vviviiiieiieieeiieteeteete ettt veesra e ae s 156
Keep pace with your prospect.......c..ccoceeveeveenieneenensenneneeneenens 157
USE AN AZENAA ....ovevieieeieeieieeeeteeeeet ettt ae b e rens 157
Acknowledge the “we are not buying” pact ........cccecevveevvevieennennen. 158

Chapter 9: Qualifying Your Way to Success ..................... 159

Taking a Few Sales Pointers from CSI...........cccccooiiiinninieniinienieneeneene 160
Keep out of the limelight.........ccccociiviniiiniiiniiiieee 161
Use nonthreatening language and a sympathetic tone................. 161
Always take NOLES ....c..evvevieiieeee e 162
Make the people you're questioning feel important..................... 162
Ask standard and innocent questions..........cccoceeeereenieneeneennennnn. 162
Pay attention to both verbal and nonverbal responses................ 163
Build on the answers you get.........coccovvveeienienienienencieniesieeeenene 163
Relieve any tension your questions create .........c.cccoccevvverviervenncen. 164
Let them know you'll be in touch ........c.occoeveviinieciiicicee, 164

Satisfying NEADS: The Nuts and Bolts of Qualifying Prospects ............ 165
NS fOT “NOW” L.t 166
E IS fOF “@NJOY . ciiiiieeiiieeeteeceee ettt 167
A IS fOr “Alter” ..o 167
D is for “deciSion” ..........cccevereriririeieerrececeeeeeee e 167
S is fOr “SOIULIONS” ....coviiiieiieicertctccr et 168

Questioning Your Way to Qualifying Success.........cccocevevvrvirvieneeniennenne. 169
Tying down the details.........ccceceeeiiiiiniieieeeeeeeee e 171
Giving an alternate.........ccoecvevierierieneeeeeeeeeeee e 172
Getting prospects inVOIVed ..........ccooeeveriieriieinieniecieeieeeeeeeeeeenn 173

Chapter 10: Delivering Winning Presentations .................. 175

Getting More Than a Foot in the DOOFY ..........ccccovviirviinieniiiniiiniinieneeeee 176
Find the power players .......cccccoccevviriirieniienienieeeeeeeeeeseeeeenn 176
Be qQUICK OF D& SOTTY ..cceviieiiicieceeeeeeee ettt 177
Break well and ProSper ...........coccevereeieneeneeneeneeseneneeeeeeeeeeenn 178

Knowing the ABCs of Presenting...........cccceeeieviieiiieiieiecciecieceeceeeeeeene 178
Being multilingual (even if you're not).........cccceevcveveecircencienceennnen. 179
Recognizing the posted speed limit ...........ccoocvevieniniinniniieniennen. 180
Using words that assume your client will buy from you............... 181
Deciphering the human body’s grammar, syntax,

ANd VOCADUIATY ....veceiieiieieeiecie ettt ve et et e re e saee s 181

Getting comfortable with virtual presentations ...........ccccceevenen. 183



X

Selling For Dummies, 4th Edition

Letting the Product Be the Star ..........cccooveiieeieciiecieeeeeeeeeeeeeeeeae 185
Getting out of the picture .........coccooeiiiinniiee 185
Staying in CONTIOL........cociiviieiiieiieie ettt 185

Mastering the Art of VisualS.........cccooveviieniieiieiiiiiciecececeeseeseeseeeee 186
Using the visuals your company suppli€s........c.cccocevvervierriercvennnnn. 187
Developing your own visual aids.........cceeceeveeniinernenseniieniieneenens 188

Demonstrating Products to Your Prospective Clients .........c...cccvennenne 189

Presenting Intangible GOOdS .........cccceceeiiniireninieeieeeee e 191

Avoiding the Crash-and-Burn Scenario of Presentations........................ 192
Understand your need fOr POWEY ........c.cccvevverieneenieeciennieniennennens 192
Be sure your visual aids are in order ...........ccoceeveeverviinnieniienieennn. 192
Test everything ahead of time ...........cocoeciiniininniniieee 193
Customize as MUCh aS YOU CaAN......ccceevveevrieiieeiieeieeieeie e 193
Bring a protective pad.........ccccocerviiiiiinieniieeeeee 193

Chapter 11: Addressing Client Concerns . ....................... 195

Reading Your Clients’ Signals ..........ccccecererenininienieneneneeeeeeeere e 196

Addressing Your Clients’ Concerns with Some Simple Strategies........ 197
Bypassing your clients’ concerns completely ..........c.cccceevveruennn. 198
Helping your clients see that they’re trading up........ccccecveeeennen. 199
Beating your clients to their own concerns...........ccccevverviereenncnne 199

Understanding the Do’s and Don’ts of Addressing Concerns................ 201
Do acknowledge the legitimacy of the concern................c.c.......... 201
Do get the clients to answer their own concerns............ccccuu....... 202
Don’t argue with your client...........ccccoevveeviiniiniinnieniecieneeieeeeene 203
Don’t minimize a CONCEIM .......ccccivviiiiirieienieteeee e 203

Handling Concerns in Six Easy Steps ........ccoceverviiiiineniieniiinierieneeeee 203
Step #1: Hear them OuUt........ccceceveeeiiiciicieeieceeeeee e 205
Step #2: Feed it DacCK......cccovivirieieieeeeeeeee e 205
Step #3: QUESHION t...ccccciiieriieiieiecie e 205
Step #4: ANSWET it .c.vecueeeieiiiicieeeeeeteeeere et 205
Step #5: Confirm yOUr QNSWET ........c.ccevveereeeereienieeeeeeeeeessessenenns 206
Step #6: By the Way . . . oottt 206

Chapter12: Closing Sales...............ccoiiiiiiiiiiiinnnn 209

Knowing When to Go for the Close ........coccooieviriiiiinienienecieieeeeee 210

Recognizing That Sometimes All You Need to Do Is Ask ..........cceeunene 211
Take your client’s buying temperature with basic questions......211
Ask assumptive qUESHIONS ........ccceecvieiieecieeieeieeieseereee e 212
Give your client alternatives ..........coccoeceeveeneeneenieenenienieeieeeenene 213
Jump to an erroneous conclusion .............ccceeveeeiiiiiiecciieecee e, 213
Toss them a poOrcupine ...........cccoccvveeiieecie e 214

Using Closing Questions and Statements...........c.ccccoeeeecieevieeeeecieeeenneenns 215
The basic 0oral ClOSE........ccooiviriirieieeeeeee e 216
The basic written CloSe........ccoivieiiiiininineee e 216
The sharp angle ClOSe .........cooeeveeciiiiinciicieeeeeeeeee e 217

The higher authority close.........cccovvievviiniiniiniiiceceeeee 219



Table of Contents

Overcoming Your Client’s Stalls and Fears............cccccceevveneeneeceeneenneens 222
Taking a lesson from Benjamin Franklin...........c.ccccceeeiecieciennennnnn. 223
Getting past a vague stall to a concrete final objection................ 227
Responding to “It costs too much”..........ccccceevievienencinienierieen, 228
Reducing an expense to the ridiculous.........c.ccceceevvrvirviiniienceennnnn. 229
Making the indirect comparison...........ccceeververviervenienienieneenene 229
Citing a similar situation ........cc.cccecvvevenninccninceccnccceee 230
Noting a competitive €dge........cceeueeviieieeieniecieeeeceee e 231

Chapter 13: Getting Referrals from Your Satisfied Clients .......... 233
Understanding Where, How, and When Referrals Arise...........cccccuennnne 234
Figuring out where to get referrals..........ccccovvevievincincecieeien, 235
Knowing how and when to get referrals.........cccccceeervirviinciennnnnnn. 238
Getting Referrals in Six EQSy StePS......cccecveevieiiiiriiiniienienieneeneeseeseeseenne 239
Step #1: Help your client think of specific people he knows........ 240
Step #2: Write down the referrals’ names...........ccccceeevveeieeveenennn. 241
Step #3: Ask qualifying questions ...........ccecevievienineneniecenereeene 241
Step #4: Ask for contact information...........ccceceeveeveecinciincieniennnnn. 241
Step #5: Ask your customer to call the referral
and set up the meeting........ccccoevvevierienienienieeceee e 242

Step #6: Ask to use the client’s name when you
contact the referral...........c..cococeiiiiiinininicccceee 242
Setting Up Meetings with Referrals .........ccccooiviriiiiieninininceeeeee 243
Aiming to Get Referrals Even When the Going Gets Tough ................... 244

Part IV: Growing Your Business ............uueeeeeeeeeeeeee. 247

Chapter 14: Following Up and Keeping inTouch................. 249
Knowing When (and with Whom) to Follow Up .......c.cccoeceeiriineninennnne 250
Paying Attention to What Your Clients Want from Follow-Ups............. 251
Recognizing HOW t0 FOLOW Up ......c.ccveieiiiiiiiiececeeeeeeeeee e 252

IN PEISOM ...ttt et ae b saesrens 252
PROME. ..ot 253
Direct mail......cccooerieiininiieeec s 254
EMail....ooiiiiiic s 256
TEXLE ettt ettt ettt ettt ettt ettt se st et ne et et neesennenas 256
Remembering the Importance of Thank-You Notes and Gifts................ 257
Knowing when you can send a thank-you note.............cccecveunnnen. 258
Going beyond notes with thank-you gifts.........ccccecvvviinviennnnnnnen. 259
Maximizing Results from Your FOIlOW-UPS ......c.ccccccovvierieniiininninneniens 261
IMPOSING OTAEY ..ot e 261
Gauging your nuisance quotient...........ccccevereeeerieneneneneeeeseeenes 262
Keeping track of yOur SUCCESSES .........ccevvievieecieeieeieeieeeeeeeeeeeen 264

Sticking with the follow-up program.........ccccceeceeeveeiircienceenceeneenen. 265

Xi



X'ii Selling For Dummies, 4th Edition

Chapter 15: Using the Internet to Make More Sales .............. 267
Understanding Social Media’s Positive Impact
on the Selling Profession..........cccocveviinienieninciniecieceeeeseeeeeseesieene 267
It’s better than the newspaper ever was .........ccoceevevvercienvienceennnnn. 268
It’s direct word of mouth........ccccecevivinininiiicccceee 269
It eliminates gUESSWOTK........cccceiviieeciiecie et 269
Using Social Media during your Selling Cycle...........cccocovviriirvienenenenenne 270
Prospecting online with LinkedIn........c.ccccoovveviinieiiincieiieiecieee 270
Tweeting from the rooftops........c.ccecvevvieeieniiniiniececeeee 271
Presenting and selling online ...........cccocevvienienieneenienienenieneene 272
Staying in touch with your clients.........ccccooceevviiniineninninienienen. 273
Using Social Media Well...........cccooviriririeninenieeeeeeeie e 274
Steering Clear of the Technology Trap and Avoiding
Personal BUrnoUt ...........cocoiiviriiiiieeeeeeeeeee e 275
Chapter 16: Planning Your Time Efficiently...................... 217
Investing Your Time Rather Than Spending It..........ccccecevviieviiivienceenenns 278
Recognizing the Activities You Must Plan..........cccccceevenviinviininniiencenenns 280
Immediate activities .........ccoceveririerieninineceeee 280
Secondary activities ........coceeveeveriiiniieniienieecteece e 281
Relatively unimportant activities..........ccccocoeevviieciencienieeeeeeee 282
EMEIgenCIes ..c..cooiiriiiiiiieiteieeeee ettt 283
Knowing When and Where to Plan..........cccceeievieiieiecieciecieceeeeeeene 283
Organizing YOUr WOTKSPACE .......ccceecveeviierieeiiinieeieeieeiesee st e e eesaeesaeenns 284
Keep only immediate activities on your desk..........cccccevvvereennnn. 285
Be proactive with your time...........ccccooveriiniininnineiee 285
Handle phone calls and email wisely ........c.ccccceeeeviiiiinnciieecieeiene 285
Avoiding the Most Common Time Traps.........cccceeeeevererenencernieienenennns 286
Desperately seeking what shouldn’t be lost........cccccccveeiievecnennn. 287
Failing to do the job right the first time..........ccccceeeeviniincennncnn. 287
Procrastinating.........ccocceceenieneeiiniieiecieecseee e 287
Making unnecessary or unnecessarily long phone calls .............. 288
Holding unnecessary or unnecessarily long meetings.................. 289
Attending client lunches that last for two or more hours............ 289
Getting lost online..........cccooeviriiiiniiii e 289
Engaging in negative thinking...........cccecceevienviininnienincineeieeeeene 290
Not using driving time WiSely........cccccevvierieneenieneeneeeeieeeeeeeeene 290
Neglecting to confirm appointments............ccoceeveevervierieniienieeneens 290
Watching television mindlessly ......c.cccoccevceriiniininnicinenneieeeenee, 291

Handling Physical Interruptions.........c..ccoceevieveriiniinieniieneeneeneenceeee 292



Table of Contents

Part U: You Can’t Win ‘Em All: Keeping
the Faith it Sales ..............cccucecuecaceneecneeccneeacnecaacaeee 295

Chapter 17: Staying Upbeat When You Don’t Succeed. ........... 297
Finding Out What Motivates YOU .......ccccoceeviiniiniininnenienienieeeeseeeee 298
1Y () 0 1<) SRS 298
SECUITLY .ottt ettt ettt et saeeae 298
AchievVement..........coooiiiiriiiieeeee e 299
RECOGNITION....c.iiiiiiieiieiteeeeeece ettt 300
Acceptance from others........cccoccevviirviinciiniiniiinecceeeeeen 300
Self-aCCEPLANCE. .....cccuviicieeeiiecee e 301
Knowing What De-Motivates YOU......ccccooivviiieiiiniinieniencceceeceee 302
LSS Of SECUIILY ....eiiiiiiiiieiecieete et 302
Self-dOUDL ..o 303
Fear of failure........cocooeiiiiiiii e 303
CRANGE. ..ottt ettt ettt et s e s e srte s e e saenaeenbees 304
Surveying Strategies for Overcoming Failure ...........c.ccocoevieniininnennnnns 306
View failure as a learning experience............ccoceveevervierieneeneennen. 306
Think of failure as the feedback you need
to change direCtion..........coccvevveiieceecieeiieeeeeeeee e 306
See failure as an opportunity to develop your
sense Of NUMOY ... 307
Look at failure as a chance to practice techniques
and perfect your performance .........coccoecevveereenieeneeneenensenneenne 307
View failure as the game you must play to win...........ccccceeeveenenn. 308
Doing the Opposite of What Average Salespeople Do..........ccccceceeuenneee 308
Keeping Your Personal Life Out of Your Professional Life .................... 309
Facing Challenging Times in Your Industry .........ccecceeveevvenieveenennennienns 310
Chapter 18: Setting Goals to Stay Focused ...................... N
Setting Realistic and Effective Goals..........cccceeevviiiviirneniieniieniieieneeneene 312
Breaking Your Goals into Smaller Pieces .........ccccoovvvenvienviiniiinnienienenne 313
Long-term gOals........cceecuieeiiiieieeieeeeeeee e e 313
Medium-range gO0als ........ccccoovieiiiriirienieeeeeeeeeee et 313
Short-term gOalS........cccueviirieriieiieie et 314
Looking at Particular Types of Goals.........cccceeeevieeiiienieecieniieeieeieseeseenne 314
Sales-SPECific GOAIS ......coviiriiiriieiiriirieeet e 314
Personal g0als .......cocueviiiiiniiinieiiinieeeetee e 316
FUlfilling YOUr GOQIS ......cc.cocueriiiriirienierteitetceceee ettt 317
Putting it in Writing......coccoeveriiiiiniee e 317
Committing completely.........ccocovirieeienieiieieeeeeee e 318

What to Do When You Achieve GOals.........cccooovvveiivvieeeiviieeicieeeeenieeeen 321

Xi



Xi(/ Selling For Dummies, 4th Edition

Part Ul: The Part of Tens........cccccceeceeeeeeaaceeeeceaaaneeeeees 323

Chapter 19: The Ten Biggest Sales Mistakes to Avoid............... 325
Misunderstanding Selling ............ccceereeriereeiieiieieeieeceeee et 325
Thinking You're a Sales Natural .........ccccoeceevieneenieeneenieeiiecieeieeeeseeneenne 326
Talking Too Much and Not Listening Enough..........cccccecevviiniinviiniennennns 326
Using Words That Kill Sales ........ccccoecieriiniiniiniiiiiiinieeieeeeseeneeneeseee 327
Not Knowing When to Close the Sale..........cccooveevieviieiieecieeiecieceeeeeieene 327
Not Knowing How to Close the Sale...........ccoooviriiiiiiienininieieeeeee 328
BeiNg INSINCETE.......ccuiiiiiiieiiceeeeeeeee ettt et 328
Failing to Pay Attention to Details.........ccccovvieniiiiiiiiiniiciececieceeeeeeee 329
Letting Yourself SIUMP.......cccoccivviiriiiniiinienienteeeeeeeeete st see e 329
Neglecting to Keep in TOUCh .......coceviiriiniiniiiceceececceeee 329

Chapter 20: Ten (Plus One!) Ways to Master the Art of Selling. .. .. 331
Develop YOUr CUTIOSILY ..cocvevviiriierienienieniterteeeieeiee ettt 331
Have Realistic EXpectations.........c.cccccevecieeiiieeciiceeceeeee e, 332
Keep an Open Mind and Welcome Change ..........c.ccocceeevirieienienenenenne 333
Rehearse, Perform, and Critique Your New SKills..........cccccceevvrrvieneenenns 334
Personalize Your New Sales SKills .........ccccooerininiinieneninininieiencnenene 335
Be DiSCIPHNEd ....ouveiiiiiiiieeiecieeeeteeteetee ettt ettt sae e 336
Evaluate YOUur ReSUILS......coceviiiiiiniiiiictctcecccece et 336
Keep a Success Journal..........ccccoocieeiiiciieciicicceeeeeeee e 337
Learn from Every Selling Situation around You .........ccceceeceeievieninennenne 338
Make a Commitment to Lifelong Learning.............cccceeveevverciereesveeseenennne 339
Put Your Clients First........cocoooiiiiiiiiiieeeeeeeteeeseee 340

Chapter 21: Ten Alternative Closes....................ccovnntn. N
The Wish-Ida ClOSe......cccocieiiiiiiiieieeeteeeeeeete e 341
The Business-Productivity ClOSe€..........cccocuevieniiviiniinnieeienieeieeeeneeneenne 341
The Best-Things-in-Life CloSe..........ccccoeceriiniininniiiiiecieeieseeeeeeeeee 342
The INO ClOSE ......ooieieieiteeeeee ettt ettt sesaeenene 342
The My-Dear-Old-Mother ClOSe ..........cccevueverieiriieieereeeeeeeeieree e 343
The Law-0f-Ten ClOSE........ccceiiriiririiieieeeeeeeete ettt 343
The Buyer’s-Remorse CIOSE .........cccoeveeiiiiinieneeiieesieeieeie et seeseeenee 344
The It’s-Not-in-the-Budget CloSe.........ccccoeieviiniiiiiiieeeiecieeieeeeseeeee 344
The TaKe-Ilt-pAWAY ClOSE........occveviieieieieieeeceeee et eeens 345
The LOSt-Sale CLOSE .....cceeerieieiieeeeeeeeeeeee ettt enene 346

L () N 7/ ¥ 4



Introduction

elcome to Selling For Dummies, 4th Edition. Although this book is

about selling products and services to businesses and consumers, it
goes beyond that knowledge. This book is really about people skills. After all,
knowing how to get along well with others is a vital skill — especially if your
career involves persuading them toward ownership of your ideas, concepts,
products, or services.

If all you want to do is discover how the masters of sales accomplish what they
accomplish, you would be able to do that just by reading this book. But if you
want to achieve that master’s status in sales for yourself, then you have to do
more than a one-time read-through. Think of this book as a reference tool —it’s
designed to help you discover the basic techniques of sales and establish a
strong foundation of good habits on which to build a great career. So don’t save
a space for this book on the top shelf of your bookcase with all the other dust
collectors. Keep it within easy reach so when you need to refer back to one of
its pearls of wisdom for encouragement, you won'’t have far to go.

To be successful in sales, you must be flexible, have good listening skills, and
be willing to put others’ needs before your own. With the selling skills covered
here in your arsenal, you’ll have more happiness and satisfaction in all areas
of your life, not just in your selling career (although your career will certainly
benefit, too).

About This Book

Selling For Dummies, 4th Edition, can help you get more happiness and
contentment out of your life right now by helping you gain more respect, earn
more money and more recognition for the job you do. It can help you get more
agreement from your friends and family, have more control in negotiations, and
of course, garner more sales. Above all, this book is a reference tool, so you
don’t have to read it from beginning to end. Instead, you can turn to any part of
the book that gives you the information you need when you need it. And you
can keep coming back to the book over and over throughout your selling days.

As the original dummy in sales, I'm the perfect person to write this book.
[ started my selling career in real estate at age 19. Real estate may have been a
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great career choice, but at the time [ owned neither a suit nor a car. All | had
was a band uniform and a motorcycle. And believe me, selling real estate on a
motorcycle wasn’t easy; rather than loading up the prospective buyers in my
car, [ had to ask them to follow me to the properties and hope they didn’t get
lost along the way. When they finally came to their senses and realized that this
kid couldn’t possibly be for real, they’d keep going straight when I'd make a
turn. (To make things even worse, wearing a woolen band uniform in Southern
California’s summer heat didn’t allow me to present the coolest image, either.)

But I stuck it out because [ knew there was big money to be made in the selling
business — if I could just find out what the successful people were doing that

I wasn’t. I learned it all the hard way, through trial and error. Early in my career,
a professional, experienced salesperson told me I had to learn how to close,
meaning “to close the sale.”  responded, “I don’t have many clothes.” See why

[ only averaged $42 a month in my first six months of selling real estate?

Needless to say, I've come a long way since then, and it thrills me to give
you the chance to benefit from the mistakes | made, as well as from the
subsequent success I've had. Yes, I've had successes. I achieved my goal of
becoming a millionaire by the age of 30, beating my own deadline by nearly
three years! At age 27, I was one of the most successful real estate agents in
the whole country — a guy who started without a decent suit or a vehicle
with four wheels! Just goes to show you that it doesn’t matter how much of a
dummy you are on this subject when you start. With this book by your side,
serving as a reference for all the selling situations you encounter, you’ll
master the selling, persuasion, and people skills you need to really shine.

Foolish Assumptions

When writing this book, I assumed that its readers would either already be
in sales careers or considering going into sales. It doesn’t matter whether
you're selling corporate jets or cookies, the basic selling strategies apply
simply because you're selling to people.

[ also assumed that you like people in general and that you enjoy working
with them. You're not a hermit or a recluse, you don’t have an extreme case
of anthropophobia (a fear of people), and you aren’t painfully shy.

Another assumption is that you're interested in learning and willing to
experiment and apply the strategies in this book. If you're not serious about
at least trying something new to get different results than you’re getting now,
you might as well give this book to someone else. This book contains answers,
strategies, and tactics for successfully selling products and services, but they
won’t work until you put them to work.
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Conventions Used in This Book

To help you navigate this book, I include the following conventions:

+~ Boldface highlights key words in bulleted lists and action steps that you
should follow in a specific order.

v Defined terms and words I choose to emphasize are in italics.

v Web addresses appear in monofont.

When this book was printed, some of the Web addresses I reference may
have needed to break across two lines of text. If that happened, rest assured
that there are no extra characters (such as hyphens) to indicate the break.
So, when using one of these Web addresses, just type in exactly what you see
in this book, pretending as though the line break doesn’t exist.

[ also use some terms interchangeably in this book. For example, the people
you look for to present your offering to may be called prospects or buyers in
one area. In other areas, [ refer to them as potential clients, which I believe
creates a more positive, powerful mental image about who they are.

lcons Used in This Book

Icons are those little pictures in the margins throughout this book, and
they’re meant to draw your attention to key points that are of help to you
along the way. Here’s a list of the icons [ use and what they signify.

When you see this icon, you can bet that stories from my years of experience
in selling and from my students’ experiences are nearby. And, oh, what
stories I have to share. . ..

This icon highlights phrases to say to go beyond the basics and become a
true champion at selling. This icon highlights sample exchanges between you
and your prospective client so you can see exactly how a conversation can
develop if you know just what to say.

[ once had a college professor who told us that he didn’t care whether we
were awake or slept in his class as long as we learned the things he high-
lighted with red flags — because those were the areas we’d be tested on.
So instead of being the typical warning that red flags usually indicate, this
icon highlights the crucial pieces of information and skills you need for
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selling anything. When you see this flag in the margin, take notice. Great
selling tips are at hand.

Some things are so important that they bear repeating. So this icon — like a
string tied around your finger — is a friendly reminder of information you’ll
want to commit to memory and use over the long haul.

When you see this icon in the margin, the paragraph next to it contains
valuable information on making the sales process easier or faster — anything
from prospecting to closing and beyond.

This icon highlights things you want to avoid and common mistakes sales-
people make. An important part of achieving success is simply eliminating
the mistakes. And the information marked by this icon helps you do just
that.

Beyond the Book

In addition to the material in the book you're reading right now, this product
also comes with additional access-anywhere content on the web. You’ll

find more information on the free Cheat Sheet at www . dummies . com/
cheatsheet/Selling. linclude links to relevant articles on the parts
pages of this book as well, which you should also check out at www .
dummies.com/extras/Selling.

Where to Go from Here

Glance through the Table of Contents and find the part, chapter, or section
that resonates with where you currently are in your selling career. That’s the
best place to begin.

To benefit the most from the material in this book, do a little self-analysis to
see where you're the weakest. | know admitting your faults is tough, even
to yourself. But reading the material that covers your weaker areas is likely
to bring you the greatest amount of success.

Studies by my company, Tom Hopkins International, show that most tradi-
tional salespeople lack qualification skills. They waste a lot of time presenting
to people who can’t make decisions on what they’re selling. If you're in
traditional sales and you aren’t sure whether qualification is your weakness,
Chapter 9 is a great place to start.


http://www.dummies.com/cheatsheet/Selling
http://www.dummies.com/cheatsheet/Selling
http://www.dummies.com/extras/Selling
http://www.dummies.com/extras/Selling
http://www.dummies.com/how-to/content/selling-for-dummies-cheat-sheet.html
http://www.dummies.com/how-to/business-careers/Running-Your-Business/Customers/Sales/Selling-For-Dummies-Extras.html
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The most successful people in life are those who continue to grow. The fact
that you're reading these words now puts you into that realm — because it
isn’t how much you know that counts, but how much you can discover after
you “know it all.” Congratulations for believing in yourself, in your ability to
change for the better, in your ability to improve your lifestyle, and in your
ability to improve the lives of the people you help with this book’s many tips
on the art of selling. I wish you greatness!






Part|

Laying a Solid Foundation
for Selling

getting started
with
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In this part . . .

v Understand what the role of selling is, what common
approaches successful sales people use to convey messages,
and how better selling skills can boost your career.

v See how to achieve selling goals and make clients happy in
each of seven simple selling steps.

v See how getting out of your comfort zone can help you improve
sales, enjoy your career, and sell what people want to buy.




Chapter 1

Selling Makes the World
Go Around

In This Chapter
Defining selling
Understanding common methods salespeople use to get their messages across

Improving your life and your career by improving your selling skills

Selling is happening every time two human beings communicate. It’s
everywhere around you. In fact, selling affects nearly every waking
moment of your day. So in this chapter, I help you understand what exactly
this thing called selling is, how it’s done, and how you can use selling skills to
make your life and your career better.

Understanding What Selling Is

&%N\BE” In the strictest sense of the word, selling is a process of communication in

< which one party imparts knowledge and information to the other party in
order to win the first party over to the other’s ideas, concepts, products, or
services. In the traditional sense of the word, selling is the process of moving
goods and services from the hands of those who produce them into the
hands of those who can benefit from their use.

Selling involves both educational and persuasive skills on the part of the
person doing the selling. It’s supported by print, audio, video, and online
messages that sell either the particular item or the brand name as being

something the buyer would want to have.

In the 1800s Robert Louis Stevenson said, “Everyone lives by selling some-
thing.” Without selling, products that have been manufactured would sit
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in warehouses for eternity, people working for those manufacturers would
become unemployed, transportation and freight services wouldn’t be
needed, and all of us would be living isolated lives, enjoying only the fruits
of our own labors.

Look around you right now. You can probably spot hundreds, if not
thousands, of items that were sold to get where they are right now. Even if
you're totally naked, sitting in the woods, you had to be involved in some
sort of selling process to have this book with you.

If you choose to ignore material possessions, take stock of yourself internally.
What do you believe? Why do you believe what you do? Did someone — like
your parents or your peers — sell you a set of values as you were growing
up? Did your teachers persuade you to believe, through demonstration, that
2 + 2 =47 Or did you figure that one out on your own? Odds are that whether
you're living in a material world or you’'ve forsaken all earthly possessions,
you've been involved in selling one way or another.

The preceding paragraph should have persuaded you to at least look at selling
a bit differently than you have in the past. It was done, too, without pushing
facts and figures on you. Good selling isn’t pushing; it’s gently pulling with
questions and getting people to think a bit differently than they have before.

When | give seminars about mastering the
fundamentals of selling, | use a triangle with

)
equal sides, like the one here, to illustrate the ® %
three main elements of selling: \Q,@ 0(,;;
S Z;
»* 0n one side is product knowledge, which | § <
cover in Chapter 5. & %v%
Q A
v On the other side are selling tactics and < ?'%‘
strategies — the people skills — that | &
cover in Part 11,
v And on the base of the triangle are the Attitude, enthusiasm, and goals

words attitude, enthusiasm, and goals,
which | cover in Part V.

The selling triangle




The three sides of the selling triangle are
equally important. If product knowledge was all
that mattered, then technical designers, manu-
facturers, or assemblers of products would be
the best salespeople. Of course, these folks
often know the products quite literally from the
inside out. But until they are trained in selling
skills and understand how much of a role atti-
tude plays in sales, their sales approach is often
99 percent description of product and 1 percent
relation of the product to the needs of the indi-
vidual clients — and that rarely results in a sale.

Great selling skills, without product knowledge
and enthusiasm, won't get you far either. Even
if you're comfortable talking with practically
anyone, and you've invested a tremendous
amount of time mastering the best words for
creating positive pictures in the minds of your
prospects, if you don’t have a clear picture in

Chapter 1: Selling Makes the World Go Around

your own mind of what your product, service, or
idea will do for your buyers, how can you paint
the right pictures in someone else’s mind?

And if you're excited about selling, but you
have little knowledge or experience with sell-
ing tactics and strategies, your enthusiasm
will open the doors a crack. But you'll get your
fingers slammed when you start pushing prod-
uct (because pushing productisn’t how you sell
anything).

Remember: A professional who hasn't devel-
oped all three sides of the triangle is failing
to reach his full potential and letting down his
clients, who expect to work with a competent
person. Do your best to develop all three areas
of your selling life in order to reap the highest
rewards.

Getting a Grip on How Selling Is Done

Although the definition of selling is fairly straightforward, the approaches
to selling are virtually endless. In this section, I cover the primary ways
that products and services are sold (in order from most direct contact to
least amount of contact), and I give you some important tips for using each

method.

Face-to-face

On an average day, many sales are concluded in a face-to-face fashion.

Breakfast, lunch, and dinner are purchased in person at favorite restaurants.

People physically register in hotels or check in at airport counters. Retail

stores abound with sales opportunities, and millions of salespeople sit across

desks, conference tables, or kitchen tables turning prospects into clients.

The only retail establishment I can think of where you can make a purchase
without speaking with someone is the self-checkout line at the grocery store.

11
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The fun part about person-to-person selling is that you can read prospects’
body language and speak with yours. You can hand them information. Have
them handle your product or experience the service firsthand. Involve all
their senses. Have them taste, touch, smell, hear, and see just how cool your
widget is. (I cover methods for doing this in Chapter 10.)

Phone

With a telephone, salespeople have the potential to reach nearly any other
person on the planet. And what you say when your prospective client
answers the phone, if he answers at all, is critical. In some industries, you
actually try to sell the product on the first call (referred to as a one-time
close). In other industries, you're selling interest — enough interest that the
person to whom you speak gets out of his home and down to your store or
lets you visit him in his home or place of business. Either way, you're selling
what your business is all about, leaving the person on the other end with a
very distinct impression of you and your company — good or bad. And you
only have a few seconds to make that connection before he reacts with a
brush off or hang up.

Although telemarketing is a thriving method for reaching potential clients,
many telemarketers who sell to consumers are finding it more and more
challenging to reach a live person when they place their calls. If you plan to
use this method of approach, be prepared to leave curiosity-building voice
messages in order to make connections with potential clients. More and
more people are screening their calls with caller ID features and voice mail
than ever before. So unless you have your number listed in the phone book
as “Sweepstakes Winner Announcement,” plan on reaching a lot of answering
devices. (I cover telephone strategies in more detail in Chapter 7.)

If you hear a live person say “Hello” on the other end of the line, you almost
have cause for rejoicing — and you have to be prepared for that happening.
Be clear about what you're selling, whether it’s a product, a meeting, or
simply getting permission to send the person information.

Despite the difficulty telemarketers often have in getting through to people
who are willing to listen to them, selling by phone is widely accepted and
recognized as a true sales profession. It requires tact, training, and the ability
to articulate a compelling message in a very brief amount of time, as well as
the skill of helping others recognize you as a warm, caring individual who has
their needs at heart. Companies across many industries realize that gifted
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phone sales professionals can help bring a product or service to market in a
much more efficient and cost-effective manner than face-to-face selling and
reward good ones accordingly.

Email

Many companies rely primarily on email solicitations. In fact, an entire industry
revolves around writing copy specific to email marketing and strategies to
get your messages through the many spam filters employed by individuals
and companies alike.

Even though email allows to you get your message to the person who owns
the email address, it doesn’t mean you're actually reaching him. Many
people set up multiple email addresses. People may use one email account
for personal communication, another for providing contact information on
websites, and one for commercial use. Thousands of email addresses lie
abandoned in cyberspace — with completely full inboxes.

Although the cost of sending email messages is minimal compared to the
cost of printing a mail piece and adding the postage to it, getting through

to the person you'’re trying to reach is getting tougher — unless you sell
business-to-business (B2B) and have a business email address. Most busi-
nesses are in the habit of forwarding emails of employees who have left the
company to the person who becomes responsible for their work. So, there’s
an advantage of email in that if a buyer or purchasing agent moves on, you
don’t have to look too far to connect with his replacement.

So far, business email appears to be deemed hands-off. Secretaries and recep-
tionists may receive copies of emails, but they aren’t likely to delete email
messages from their bosses’ computers. Home email, on the other hand, may
not be thought of as quite so sacred. In fact, some couples share an email
address. In that case, your message may be seen and deleted by one party
when it was intended for the other, but it still has a decent chance of being
seen by the person you want to reach.

To make sure that your intended recipient receives the message you're
sending, [ suggest putting the recipient’s name in the subject line (for example,
“Here’s the information you asked for, Mike™).

If you use email to connect with prospective clients, you can include your
message in the body of the email itself, or you can send it in an attachment
that looks like one of your ads or printed pieces or that contains a link to
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your website. Be aware that many companies set spam filters to not allow
emails through that have attachments of a certain size. Some go so far as
to not allow emails with any type of attachment. Some companies even ban
emails that include hyperlinks to web pages. The rules keep changing and
you must be ready and willing to adapt to them.

@“‘NG-' Email, when used properly, is an extraordinary vehicle for getting your
message out. However, you need to be aware of the laws governing the use
of email. Sending follow-up emails or proposals and presentation materials
is fine, but if you’re planning to use email as part of a larger sales campaign
(similar to the way you would use direct mail), you must first get the permis-
sion of the recipient of the message, or what is commonly referred to as an
opt-in email list. 1 discuss email lists in more depth in Chapter 7.

Social media

At the time of this writing there are no fewer than 6 types of social media and
well over 50 social media platforms available for your use. It’s not feasible

to expect you or anyone else to be expert in all of them. What I recommend

is to determine which two or maybe three platforms would be of best use to
you. By that I mean, find out where the people in your client demographic
participate in social media and use those platforms. Many of my students find
LinkedIn to be extremely beneficial as a prospecting tool. They can find out

a lot about prospective clients before ever contacting them — turning cold
calls into slightly warmer calls by searching out common ground in advance
of making contact.

Other students make great connections on Twitter by following and reading
the Tweets posted by potential business partners or clients. Then, they

can reach out to those people with a bit of knowledge of what their hot
buttons are.

Some small business clients find great success by promoting their products
via Instagram, Pinterest, or Facebook, all of which offer the opportunity to
use visual images to sell concepts or products.

[ can’t tell you which social media platform is best for your particular

field of sales. Speak with other successful sales pros in your company or
your industry to learn how they’re benefiting from social media. Then, do
yourself a favor and attend a webinar, read a book, or take a class on the
platform you select. Knowing the basics saves you a lot of frustration, time,
and effort.



