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      Ever have this feeling?

      “I can’t take any more humiliation. Prospecting is too hard. These calls, messages, and forced presentations haven’t led anywhere. Maybe there is a better way? What if I stopped doing ‘live or die’ sales presentations? Instead, what if I simply enjoyed pleasant conversations over coffee?”

      COFFEE?

      Doesn’t coffee equal … happiness?

      This is starting to sound better already.

      Sharing a pleasant cup of coffee with another person has a ritual feel. Conversations are polite, open, and helpful. This is an opportunity for deeper understanding in a relaxed environment.

      If we want communication, connections, and success in our network marketing businesses, then let’s make face-to-face coffee conversations our prospecting superpower.

      THE MORE COFFEE CONVERSATIONS, THE BETTER!

      So why set a goal of having 100 cups of delicious coffee while visiting with others? Because lots can happen over that many conversations. There is an old saying that goes something like this:

      “The busier I am, the luckier I become.”

      And doesn’t having relaxing coffee conversations with others sound like fun?

      BUT 100 CUPS OF COFFEE?

      We won’t drink all 100 cups of coffee in one sitting. But imagine this.

      After 100 pleasant coffee conversations with prospects, don’t you think we will get better at what we do? Of course.

      So let’s read on and see how we can make this happen.
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            COFFEE OR TEA? AND WHAT ABOUT BEER?

          

        

      

    

    
      Bonding over our favorite beverage works. Now we are talking conversations, not sales presentations. The feeling is entirely different.

      If we prefer tea over coffee, great! This book is for us. But for this entire book, we will say coffee. If we said coffee, tea, or our favorite beverage in every instance in this book, we would both hate that.

      So substitute our favorite drink for coffee in all of these examples.

      But, maybe not beer.

      Yes, many people bond over beer, but it might take the edge off our conversations. Plus, how can we be sure that our prospects will remember our conversations? We want both of us to be mentally sharp for this important conversation about our business.

      100 cups of coffee or tea are definitely healthier than 100 bottles of beer.

      So how do we get started? And what do we do if we know no one?

      Here is one way.

      ORDER COFFEE

      Then, sip coffee.

      Chat to the people at the next table.

      Sip coffee.

      Let our new friends talk about themselves, their favorite subject.

      Sip coffee.

      Listen to our new friends’ problems.

      Sip coffee.

      Ask our new friends if they want to fix their problems.

      Sip coffee.

      Let our friends know we have an option that could help fix their problems.

      Sip coffee.

      Help our new friends overcome their problems with what we offer.

      Sip coffee.

      Repeat.

      Oh.

      So even if we only talked with strangers, this isn’t so hard. This looks like fun to practice.
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      We sit with a prospect, face-to-face, over coffee. What happens?

      
        
          	
        If we are shy, we keep our business a secret … fail!
      

      	
        If we have bad skills and say stupid stuff … fail!
      

      	
        If we don’t know what to say … fail!
      

      

      

      But, no matter how incompetent we are …

      IT’S IMPOSSIBLE TO HAVE 100 BAD COFFEE CONVERSATIONS IN A ROW!

      We will get better along the way.

      When we sit down over coffee and have face-to-face conversations with “live” prospects, our chances of success improve.

      Don’t get discouraged. Not every prospect will be qualified.

      We could have the best opportunity, but it is at the wrong time in our prospects’ lives. Maybe they are dealing with a Zombie apocalypse at work. We can’t control the world our prospects live in.

      Some conversations will be great. Others, not so great.

      But, it is okay. In every conversation we get to enjoy coffee!

      Our mission is to share a great option to improve our prospects’ lives. Once we share our option, we can sit back. Our job is finished. It’s up to our prospects to take advantage of our option, or not.

      We don’t know what challenges they face in their private lives.

      So remember, the good news:

      WE MAY ONLY BE 100 CUPS OF COFFEE AWAY FROM SUCCESS!

      Don’t we have to worry about rejection?

      No.

      Our coffee partners have manners. They are polite. They seldom tell us “no” to our faces. They feel it is confrontational and they want to save our self-image and feelings.

      So, how do these prospects tell us “no”? Here are some of the word phrases that they use:

      
        
          	
        “I need to think it over.”
      

      	
        “I will get back to you.”
      

      	
        “I have to talk it over with someone.”
      

      	
        “Is there a website or video I could go to?”
      

      	
        “Send me some literature.”
      

      	
        “I will look it over on the website.”
      

      	
        “Send me an email.”
      

      	
        “I will look it over this weekend.”
      

      

      

      We should take a hint. They want to tell us “no”, but they don’t want to hurt our feelings.

      When our prospects tell us “no” with these phrases, well, our option isn’t for them at this time. They decide.

      And how should we feel if someone insists on keeping their problems?

      Let’s remind ourselves that we are not the delusional ones here. We could be talking to small thinkers. It isn’t their time in their lives to move forward.

    

  


  
    
      
        
          
          

          
            “THIS MAY OR MAY NOT BE GOOD FOR YOU”

          

        

      

    

    
      Stop selling.

      Stop convincing.

      Stop manipulating.

      Our mission is only to offer one more option to improve our prospects’ lives.

      Our option may or may not be what they want at this moment. We don’t know. We don’t walk in their shoes. We don’t know what happened to them 15 minutes before we met them.

      BUT, HERE IS THE CRIME

      We don’t want to keep our option a secret. Why?

      Maybe our option could solve a huge problem for our prospects. But if we kept our option a secret, they would suffer forever. That is bad.

      So what kind of mindset should we have when we meet prospects?

      “There is no rejection when we offer options that help our prospects’ lives. We are not attached to their choices as we don’t know their personal circumstances.”

      Prospects read our mindset and agenda in our faces. They know if we are thinking, “I want to make this sale so I get a commission.” We can’t hide this.

      Instead, we set our mindset to, “I have something to help my prospects.”

      But how do we set aside our agenda and acquire this mindset?

      By imagining the following story.

      CAR FOR SALE

      Imagine we want to sell our car. If we approached strangers, what would happen if we said this?

      “You need a car right now? How about this car? You look like a person who could use a car. Let me tell you all about my car. I took great care of this car and washed it twice a week. This car will enhance your life. You will love this car. Only stupid people wouldn’t buy this car. You need to buy it now. Don’t waffle. Be a decision-maker. Only losers want to think it over.”

      What would the strangers think?

      “Run! Salesperson’s breath.”

      The stench of desperation is overwhelming. Even if a stranger wanted our car, our aggressive approach would prevent them from trusting us. Our verbal and non-verbal communication caused our prospect to stop listening.

      A BETTER APPROACH?

      Instead, let’s consider the reasons random strangers wouldn’t want to buy our car at this exact moment today.

      
        
          	
        Already have a car
      

      	
        Don’t want our model of car
      

      	
        Don’t have a driver’s license
      

      	
        Only trust buying cars from large dealerships
      

      	
        Don’t trust strangers like us
      

      	
        Distracted with a home remodeling project right now
      

      	
        No place to park our car
      

      	
        Wrong color
      

      	
        Don’t have any money
      

      	
        Already own multiple vehicles
      

      	
        Prefer a different type of vehicle (e.g., SUV, truck)
      

      	
        Concern about our car’s fuel efficiency
      

      	
        Looking for a brand-new vehicle
      

      	
        Want a car with specific advanced features (e.g., hybrid, electric)
      

      	
        Recently relocated and uncertain about future transportation needs
      

      	
        Waiting for a sale or promotional offer
      

      	
        Interested in leasing rather than purchasing
      

      	
        Prefer a more reliable brand
      

      	
        Waiting for a newer model or upcoming release
      

      	
        Their fathers-in-law sells cars and want to remain in their wills
      

      	
        Concerned about our car’s maintenance history
      

      	
        Recently invested in major personal expenses (e.g., education, travel, surgery)
      

      	
        Value the environment and prefer alternative transportation
      

      	
        Recently experienced a change in financial circumstances
      

      	
        Prefer public transportation or ride-sharing services
      

      	
        Currently uses a free company car
      

      

      

      Oh.

      Now we understand. It is presumptuous for us to expect that any stranger would want exactly what we have to offer at this very moment in time.

      Let’s not pre-judge.

      Even if we sell diet products and see a 450-pound man who is eating donuts, we don’t prejudge. Maybe he is training to be a sumo wrestler.

      That is why we should keep this phrase in mind.

      “THIS MAY OR MAY NOT BE GOOD FOR YOU”

      If we keep this mindset, prospects won’t view us as desperate or lacking confidence. They will relax. Yes, prospects do react to our mindset.

      Here’s the good news.

      While we don’t know the current situation of our prospects, our prospects also don’t know what their future situations will be. That means if we give them an option today, our option may be perfect for them in the future.

      Our prospects live in constant change. If we are polite, our prospects will remember us, and will remember us fondly in the future. We won’t even have to follow up. They will remember our respectful approach and the sharing of our option.

    

  


  
    
      
        
          
          

          
            GET A COFFEE APPOINTMENT

          

        

      

    

    
      Not hard. We do this all of our lives.

      So what is holding us back?

      Our greedy salesperson agenda.

      But, we fixed that problem in the last chapter, so let’s fill our calendar with coffee appointments now.

      ANY TIPS TO MAKE APPOINTMENTS EASIER?

      Yes.

      Let’s start with the “absolutely no agenda approach.” Let’s have coffee to talk and catch up. If business comes up in conversation naturally, that is a bonus.

      How does this work?

      Us: “We haven’t talked in some time. Let’s catch up over coffee.”

      Done.

      What’s next? We ask our coffee partners, “So what’s new with you?”

      Our coffee partners talk about their lives and talk about their problems. People like to complain in conversations. We will pay attention to their problems as our business opportunity or products might be a solution for them. But for now, we listen.

      When our coffee partners finish updating us, they normally ask us, “So what is new with you?”

      This gives us a chance to share how our business or product can solve the problems that take the joy out of their everyday lives. It seems natural. After all, if we were a friend, we wouldn’t keep solutions a secret from them.

      BUT WHAT IF WE WANT TO BE MORE DIRECT?

      Try this invitation.

      “I’ve got a new idea. And you can feel free to tell me I am an idiot. Let me tell you over coffee.”

      Friends get excited for the chance to tell us that we are an idiot. They can’t wait to hear our idea.

      BUT WHAT IF WE WANT TO BE EVEN MORE DIRECT?

      We could invite our friends by saying this.

      “I just started a new part-time business. I am perfectly comfortable with your decision if you want to look at this new business or not. I don’t know all the stuff going on in your life right now. But I was uncomfortable not asking if you wanted to look, and having you think that I didn’t care about our relationship.”

      This approach does a lot of good things for us.

      #1. We tell our prospects it is okay to not be interested. They don’t have to think up some weird excuse to get rid of us. This lets them know that we understand and we are not trying to push some sales pitch on them. Their reaction? They feel great.

      #2. We tell our prospects that we feel obligated to let them know. This gives us an excuse to contact them, and also makes them feel valued.

      WANT ANOTHER WAY TO BE DIRECT?

      We could invite our friends by saying this.

      “I started a new part-time business. I want you to know what I am doing in case you know of anyone I could help. Plus, you are my friend, and I never want you to think that I didn’t share what I am doing with you. And if I’m doing well six months from now, you won’t think I kept this side business a secret from you.”

      NEED A SIMPLER APPROACH?

      Ask, “What are your plans for coffee break?”

      Or, “Want to have coffee together Saturday morning?”

      What if our prospects reply, “Why do you want to invite me to coffee?”

      Easy. We can tell them we want their opinion on a new project we’re working on. Everyone has an opinion. Who knows? They might have some great advice for us.

      NEED A FUN APPROACH?

      “Do you like coffee?”

      “Of course! I live for coffee. I have espresso in my veins.”

      “Would you like to get paid for having five coffee breaks a day?”

      “Oh yeah!”

      “Then, we should talk.”

      “Over coffee?”

      “You guessed it!”

      TWO WORDS

      Simple and genuine.

      This isn’t the time or place to manipulate or sell prospects into a coffee meeting. If we keep our invitation simple, we won’t sound like a sleazy salesperson.

      And genuine? This comes from our mindset. Let’s want to meet our new coffee partner. It doesn’t have to end in business.

      It is okay to have better friends.

      THE REPORTING APPROACH?

      There is a huge difference between reporting an update and pitching a sales presentation. Prospects can sense the difference.

      How would this sound in real life?

      Us: “I started my part-time business three months ago. Do you want to know what happened? I can update you over some good coffee.”

      Curiosity is a powerful motivator. Most people want to hear what we learned. Maybe our learning lesson could help them in the future. Or, maybe they were curious already, silently watching us from afar, and now they get to find out.

      This doesn’t feel like a sales pitch. We didn’t dump a bunch of facts, features, and benefits on our future coffee partner.

      Now we can enjoy a relaxed update, and of course, some coffee.

      FOR GOOD FRIENDS?

      Let’s try the nostalgia approach. We could say this:

      Us: “Remember when we used to catch up over coffee? Let’s do it again sometime soon. How about next week?”

      Our future coffee meeting will have positive vibes. Chances are that our coffee partner will ask us what is new in our lives. Easy.

      FOR STRANGERS?

      Well, what is in it for them?

      They may want to expand their network also.

      Us: “I’m sure someone in my network would love to know about you and what you do. Can you update me over coffee?”

      Worst case? We make contact with someone who could expand our network.

      Best case? We can make a new friend, or even a new business partner or customer.

      And as always, we get to enjoy some great coffee.

      FOR NETWORKING EVENTS?

      If there are 30 people at a networking event, we don’t have time to talk to every person in depth. This is an easy invitation to make.

      Us: “It was great meeting you at yesterday’s event. We didn’t get a chance to talk. Too many people. Can we talk over some coffee next week? I never got a chance to hear more of what you do.”

      Or if we had a chance to talk at the networking event, we could make this invitation.

      Us: “I really enjoyed our conversation at the event. Let’s grab a coffee next week to continue where we left off.”

      People go to networking events to connect with people. Of course, their answer will be, “Yes.”

      INVITING IS EASY

      When someone wants to meet us, they welcome our invitation. We say, “Would it be okay if we get together and talk about it over a cup of coffee?”

      If they don’t want to meet us, they politely give us excuses why they can’t meet us. They create imaginary excuses to help us “save face” by not rejecting us directly. Be prepared for ridiculous, funny, and out-of-this-world imaginary excuses.

      Imaginary excuses? Here are some funny ones.

      
        
          	
        “I’d love to, but I think I have appointments.”
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