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FOREWORD



Thank you for reading this mini-business library or for buying it for someone else.


You are ambitious. You are curious. You are a learner. Good for you.


In 1851, Gustave Flaubert wrote, “It is no easy business being simple.” This book is simple: It’s easy to read and to the point with no nuances, no exhausting, incomprehensible bafflegab business theories, and no professorial snore bait. Open to any page. Read backward or forward. Jump around among the books. Every paragraph and every sentence is written to help you succeed.


As the matchless Elmore Leonard counseled, “I take out all the words the reader won’t read.” Same here. Except for those words that I make up and originate, I abide by Mr. Leonard.


I’ve written fourteen books. The three books in this omnibus edition continue to be the most popular in the United States and in over one hundred other countries. I receive letters and emails from people all over the world telling me how Chapter 1 in CEO, or Chapter 48 in Rainmaker, or Chapter 13 in Great Boss has helped them get ahead and succeed.


Three simple, easy-to-read books.


Three simple books that gave my editor, Sam Raim at Hachette Book Group, the simple idea for an even simpler book: all three in one. Hundreds of proven, updated, revised, and winning lessons and ideas in one simple place. Eureka! Voilà! Wunderbar! Maravillosa!


These are the lessons I’ve learned over the years—both from my success in business and speaking to countless successful people. And it’s an honor to share them with you.


Starting a business, running a business, managing people, winning, and making money is hard. This book makes succeeding easier and faster.


I respond to every reader’s note or email. Write me at Jfox@foxandcompany.com.


May good luck and good health accompany your ambition.


JJF
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INTRODUCTION



You Should Read This Book If Your Organization Needs Revenues


American Indian tradition exalts the Rainmaker. The Rainmaker used magical powers to bring the rain to nourish the crops to feed the people. Without the rain, the people would weaken, die, or have to move elsewhere.


Today, a Rainmaker is a person who brings revenue into an organization, be it for-profit or not-for-profit. That revenue comes from customers and donors. That revenue is the aqua viva—the lifeblood—of the organization. Without it the organization will die.


Customers’ money is the rain.


The term Rainmaker is more commonly used in such professional service industries as legal, accounting, consulting, investment banking, advertising, and architecture. In these industries, Rainmakers are the two or so people in the firm who are responsible for generating most of the new customers, the new business.


Big-hitting Rainmakers are among the highest paid employees in every company in every industry. They operate under many titles: owner, partner, chancellor, sales representative, CEO, agent, managing director, and fund-raiser. If becoming a Rainmaker is your goal, then this book will help you get there.


There is another kind of Rainmaker, and he or she is an employee—or associate or colleague or team member or crew member. Every employee must be somehow involved in the identification, attraction, getting, and keeping of customers. The advice in this book tilts to the salesperson, but if you have contact with customers, or work with and support colleagues who have contact with customers, this book will make you more effective. You will be better able to sell inside, to sell your ideas to your organization.


The most important success factor in any business or organization is having a customer. This is more important than the business idea, the products, the machinery, the buildings, the financing, or the people. It is customer money that pays everyone’s salary, that pays for 401(k) plans, union dues, bonuses, vacations, health insurance, computers, and office furniture. Customers are known by many names: members, students, fans, soldiers, parishioners, and patients. Regardless of what they are called, without customers no organization can continue to survive.


Therefore, the paramount job of every single employee in an organization is to, directly or indirectly, get and keep customers. This is true without exception!


The job of every employee is to help ring the cash register. The job of every employee is to keep the customers coming, and to keep the customers coming back.


This book is a recipe for how to sell, for how to make rain, be it drizzle or deluge, sprinkle or storm. If your organization needs revenues, and if you want to become invaluable to your organization, then read this book.
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The Rainmaker’s Credo
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• Cherish customers at all times.


• Treat customers as you would your best friend.


• Listen to customers and decipher their needs.


• Make (or give) customers what they need.


• Price your product to its dollarized value.


• Show customers the dollarized value of what they will get.


• Teach customers to want what they need.


• Make your product the way customers want it.


• Get your product to your customers when they want it.


• Give your customers a little extra, more than they expect.


• Remind customers of the dollarized value they received.


• Thank each customer sincerely and often.


• Help customers pay you, so they won’t be embarrassed and go elsewhere.


• Ask to do it again.
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Always Answer the Question “Why Should This Customer Do Business with Us?”
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Never make a sales call on a customer unless you can answer the question “Why should this customer do business with our company, with me?” The answer must be a benefit to the customer. The answer must fit the customer’s agenda, not yours. The customer should do business with you because you will make him feel good, or you will solve his problem, or both. There must be a business benefit and a personal benefit—often interlinked—for the customer. For example, a business benefit might be getting a new product to market sooner, thereby generating millions of dollars in new sales. The personal benefit might be a job promotion for the customer.


If the benefit makes the customer feel good, then, for example, the effective furnace or natural gas salesperson’s answer might be “The customer will get warm, cozy rooms.” (The ineffective furnace salesperson thinks the customer is buying BTUs.) If your product solves a problem, then the answer to the question should be phrased in dollars and cents. For example, assume a software program enables a hotel to more accurately capture and bill any computer usage of hotel phone lines. If that’s the case, the reason the customer should do business with you is because your product will generate $2 per room per night in incremental revenue.


The Rainmaker answers the question “Why should the customer do business with us?” by calculating what economic benefits the product will give the customer and by calculating the consequences to the customer of not going with the recommended product. The Rainmaker determines how the customer is benefited directly and personally.


The Rainmaker puts himself or herself in the customer’s shoes and answers the question “If I were the customer, how would this product benefit me?”
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Obey Marketing’s First Commandment
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The first commandment of getting and keeping customers is to treat each customer as you would treat yourself. Do you like to be overcharged, underserved, put on endless hold, overbooked, told your room isn’t ready, falsely promised, shipped late, ignored, not thanked?


Always put yourself in the shoes of the good customer. Answer the question “What would I want if I were the customer?” The answer is what you should strive to provide.


This is important when dealing with the upset customer. When you are the upset customer, you want a full, uninterrupted hearing, you want to deal with someone with the authority to fix the problem, and you want a fair resolution. You don’t want to be sent a copy of the company’s warranty policy. You don’t want to be told to send another sample of your upholstery to the factory, get yet another professional couch cleaning, or be told the stains are of “indeterminate nature” and your claim is denied.


Remember, good customers are demanding. They may expect more from you than you believe is appropriate. What you want or how you want to be treated may not be good enough to satisfy your customers, but it’s a good starting place.


Deliver on your promise and you’ll bring rain.
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Customers Don’t Care About You
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In the selling arena, customers don’t care if you have a mortgage to pay. Customers don’t care if you need their business to win a contest. Customers don’t care why your shipments are late. Customers don’t care what you like, where you went to school, or what sports you play or played.


The only thing customers care about are themselves and their problem. You are in front of the customer only because the customer believes, if only a little bit, that you might be able to better his or her situation.


You are there by invitation only. You must concentrate on the customer. You must be on high receive. You do not talk about yourself; rather, you ask probing, preplanned questions. You listen to what the customer says. Clarify. Summarize. Determine how you can help the customer and how your product solves the customer’s concern.


Rainmakers say “you”; they don’t say “I.”
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Always Precall Plan Every Sales Call
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Appointments with decision makers are relatively rare events. Meetings with decision makers are crucial to getting the sale. Because of this, meetings with a decision maker must be carefully preplanned. Precall planning is particularly important when making the first call on a new customer and when making the last call—the one that concludes with an order.


Ninety percent of all sales calls are won or lost before the salesperson sees the customer. This is because so few salespeople actually plan the call. Too many salespeople believe experience is a substitute for precall planning; they think they don’t need to. Other salespeople do their precall planning on the way to a call. Others don’t even know how to precall plan. Some don’t know they should.


Rainmakers never waste a sales call: They always precall plan. It is typical for a Rainmaker to spend three hours planning for a fifteen-minute sales call. Planning and practicing for two days to two weeks for a single sales call is not uncommon.


One Rainmaker spent fifteen straight eight-hour days researching and planning a fifteen-minute sales call. The call was on the CEO of a leading company in a new industry. If this company adopted the Rainmaker’s product, almost certainly the other companies in the industry would follow. The Rainmaker made the sale and successfully used it as a case history to close other customers. This single sale saved the Rainmaker’s company and led to years of success.


A precall plan for a Rainmaker is like a preflight check for an airplane pilot. The great pilots never miss a single checkpoint before taking off or landing. If a pilot misses something, that pilot may be missing. If a salesperson misses something, the order may be missing.


A precall planning checklist should include:




1. Written sales call objective


2. Needs-analysis questions to ask


3. Something to show


4. Anticipated customer concerns and objections


5. Points of difference vis-à-vis competitors


6. Meaningful benefits to customers


7. Dollarization approach; investment return analysis


8. Strategies to handle objections and eliminate customer concerns


9. Closing strategies


10. Expected surprises




And plan to be flexible. If after sixty seconds into your two-hour painstakingly prepared presentation the customer says she will buy, stop talking, take the order, and gracefully leave. If the customer wants to do business with you, but in an entirely different manner than you expected, adjust to the change. Don’t be so intent on following your plan that you miss a customer’s cue. Be flexible.


A Rainmaker never calls on a decision maker without a written precall plan.
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Fish Where the Big Fish Are






[image: image]








When asked “What is the most important thing you need when you go fishing?” most people say “bait,” “pole,” “hooks,” and “beer.” Those are important, but the most important thing needed is fish! You can have the best boat on the prettiest lake with awesome tackle, but if there are no fish, you will go home empty-handed. If, however, you have only a raggedy old net but a little pond teeming with fish, your chances of a catch are much greater.


Where you cast your line is crucial to catching fish. This is also true for selling. Rainmakers fish where the big fish are. Rainmakers talk to customers who are familiar with their product, or who already use the product, or who have a high probability of using the product. Don’t waste your time trying to convince dairy farmers to buy horseshoes. And don’t waste your time selling hospital beds to hotels.


Big companies in an industry are generally better prospects than small companies in the same industry. Successful customers are generally better prospects than struggling customers. Customers who want your product are better targets than customers who need your product. (Customers who need your product may not know it. They must be educated, persuaded. This takes time and money. Customers who want your product are partially sold before they see you.)


To a Rainmaker, the big sale is the trophy fish on the wall.
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Show Them the Money!
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Customers buy for only two reasons: to feel good or to solve a problem. Going out to dinner, buying scuba equipment, or getting a new puppy fall into the “feel good” category. The prevailing purchase motivation for organizations is to solve a problem. The solution to the problem can always be expressed in financial terms—in dollars and cents. If a company invests $100,000 in advertising, they expect that advertising to generate $500,000 in sales. When a motor manufacturer replaces a cheap $.08 rubber o-ring with a $.10 viton o-ring, they expect to save $.30 per o-ring with reduced warranty claims. A tree surgeon uses a $900 saw because it cuts five times faster than a cheaper saw, saving him $50 a day in reduced labor costs.


Rainmakers don’t sell fasteners or valves or washing machines or double-paned windows or tax audits or irrigation systems or training programs or golf clubs. Rainmakers sell money! They sell reduced downtime, fewer repairs, better gas mileage, higher deposit interest, increased output, decreased energy usage, more wheat per acre, more yardage per swing.


Rainmakers help the customer see the money. Rainmakers turn benefits into dollars. The plumber who generates the most revenue doesn’t charge $50 for a service call, he sells a clean, dry basement for $100, saving the customer’s thousand-dollar carpet.


The lock salesperson doesn’t sell locks, he sells security for valuables. The pool salesman doesn’t just sell recreation, he sells an increase in home value.


The number one salesperson for a company that made cough medicine never sold a single bottle of cough medicine. He was by far the leading salesperson, but he never sold a cough drop.


The company made products for people with colds, sore throats, hay fever, and sinus conditions. The company made throat lozenges, cough drops, gargles, and sprays. The company trained its sales force on how the products worked, all about the product chemistry, and why their products were the best. The company’s success depended on how many cases of cough medicine and gargle it sold. That meant the company’s success depended on the demand for the product; the number of people with colds.


The company made its product available to the public by selling to pharmacies, to drugstore owners. In order to make its products more appealing to the drugstore owner than the competitors’ medicine, the salesperson’s company offered an incentive: For every five cases of products purchased the druggist could either get one case of product for free (to resell at retail prices) or a bank check for the equivalent purchase price of one case. (The free case or check were both worth $25.)


The salesperson realized that his customers were not people with colds. His customers were the drugstore owners. (People with colds were the druggists’ customers.) So despite all the technical product training, unlike his colleagues, the number one salesperson never talked about the products’ formulas, strength, or soothing aspects.


The number one salesperson talked to the drugstore owners about money.


The salesperson would explain the five-case purchase incentive, then immediately ask, “What do you prefer, the cash or the free product?” Almost always, the drugstore owners would opt for the money.


If the customer chose the money (in a bank check), the salesperson would then ask, “How much money do you want?”


The salesperson didn’t sell cures for coughs; he sold a rebate check of $25 for every five cases of product purchased. Getting more money meant buying more product, and that’s what many pharmacists did.


The number one salesperson sold money! All the other salespeople regaled druggists with facts on cough suppressant chemicals and breathe-free passages. They were far-distant followers in the contest.


Always show the customer the money. Always dollarize (see “A Rainmaker Extra,” here). Quantify the customer’s return on his investment in your product. Calculate the financial consequences to the customer—the cost of going without your solution.


Rainmakers don’t sell products; they sell the dollarized value the customer gets from the products.


Rainmakers sell money.
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Earthquakes Don’t Count
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You either made the sale or you didn’t.


No one wants to hear why you didn’t bring in the business. No one cares that “the peso was devalued,” or “the customer went bankrupt,” or “the economy is lousy,” or “a huge competitor opened next door.”


The hunter either comes home with the game or he doesn’t. His family eats or goes hungry. No one cares that “the rain washed away the deer tracks.”


A young brand manager captured the attention of his company’s sales force by offering terrific prizes for hitting defined sales quotas. The contest rules were easy: reach your quota, you win; fall short, you lose. Three weeks before the contest deadline an earthquake hit Los Angeles. The California sales office was badly damaged and business was interrupted. The California sales team did not reach its quota.


California was the largest market in the brand manager’s company. The California sales team had great influence in the company. The California sales team wanted the prizes, but the brand manager said no. The California sales team used all its muscle, and the powerful vice president of sales insisted the brand manager award California the prizes. The vice president argued that the California team missed its quota by “only a few percentage points” and “be reasonable… there was an earthquake.”


The brand manager firmly stood his ground, and replied, “Earthquakes don’t count.”


The next year there were record blizzards in Chicago, floods along the Mississippi, a brownout in New York City, a natural gas shortage, and political crises in Washington. The next year every region in the country hit its quota—California came in first—and everyone won a prize.


Rainmakers don’t have excuses.
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Rainmakers Love Tough Times
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There will always be recessions, economic downturns, pandemics, and tough times—somewhere, sometime—for individual salespeople, companies, and industries. Tough times are good times for Rainmakers. Tough times are opportunities to gain market share, to get new customers, and to get closer to current customers.


Rainmakers know that in tough times, others pull back, cut travel expenses, stop advertising, go into hiding, stop visiting customers, and stop selling. Rainmakers up their game. Rainmakers know the selling arena is less crowded. Rainmakers know they are outselling while the other person is fretting, hand-wringing. Rainmakers make one more call per day. They send out handwritten notes. They ask for referrals. They reread this book. They pound the Daily Point System. (See Chapters 40 and 52.)


Whereas others complain about dreary, rainy days, Rainmakers go out to dance and sing in the rain.
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Killer Sales Question #1
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One of the four events that are inherent in every sale is scheduling an appointment with the decision maker. You can’t get the sale unless you talk to the decision maker. Getting appointments with busy decision makers is often difficult. Phone sellers often make preliminary calls to set up a phone conference, the appointment. Field salespeople know there is no substitute for the face-to-face meeting.


Do the homework. Dollarize the reason why the customer should do business with you. Send a four- or five-sentence letter to the customer detailing the dollarized benefit of the product and promising a follow-up phone call. The objective of the letter is to get the customer to take the follow-up phone call. Good customers don’t ignore a compelling dollarization. They will take your call.


When you have the customer on the phone, suggest a meeting, and then ask, “Do you have your appointment calendar handy?”


This is a killer sales question because it leads to that precious appointment over 90 percent of the time.


Then ask, “Is Tuesday at three okay?” “No.” “How about Thursday at eight-thirty A.M.?” “No.” “How about next Friday at three?” “Fine.” “Okay, great, the meeting will take about twenty minutes. See you at three. Thanks.”


Rainmakers make appointments to make rain.















• 11 •



Stand Out! Send a Letter!
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First-class-stamp-bearing letters are vanishing. First-class mail is down more than 30 percent since the rise of email and other electronic communications. The trend is decidedly downward.


Most first-class mail consists of impersonal bills, checks, and legal notices. The volume of business letters has fallen below 1970 levels.


Business letters are so rare, they stand out. Business letters are a point of difference. One business letter has more impact than one thousand emails. A well-written business letter opens doors, gets appointments, and cracks new accounts.


Here is an example of a business-getting business letter:




Dear Prospect:


John Smith of ABC Company suggested we meet. He believes you could reap enormous benefits, as did he, from our new but proven sealing technology.


Based on experience and research, we have a high degree of confidence you can save more than $100,000 per month in reduced downtime.


It will take ten minutes to show you how this is possible.


If I don’t hear from you in a few days, please expect a polite follow-up.




Sealingly yours,


Rainmaker







P.S.: When we meet you will see specific case histories relevant to your company.








This kind of business letter means business for the Rainmaker. Send it by snail mail. Snail mail beats email. Send it by Pony Express. Your letter will get read.
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Always Take the Best Seat in a Restaurant
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If you take a customer or prospective customer to breakfast, lunch, or dinner, always take the best seat. You take the seat with your back to the wall. You take the seat that looks out onto the golf course or marina or street. You don’t want your customer’s attention to wander. You don’t want your customer to check out who is coming and going.


You want your customer to focus on you. You want your customer as involved as possible in answering your questions and evaluating your recommendations. You do not want his concentration or her considerations interrupted by someone or something more interesting than your software package or office machine or mutual fund or design proposal or refrigeration equipment.


Your customer has invested some of his precious time to meet with you. It is only polite for you to optimize his time investment, and not let it be squandered by distractions.


If the customer takes you to breakfast, lunch, or dinner, you still take the best seat.
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Don’t Drink Coffee on a Sales Call
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A sales call is a sales call. It’s not teatime at the Rainbow Room. You are not there to “wake up and smell the coffee.” You are there to do business.


The duration of the average sales call is eighteen to twenty minutes. You do not have time to go get the coffee, pour the coffee, stir in the cream, or drink the coffee. You have to maximize time and concentrate on your objective. Drinking coffee wastes time and interferes with your presentation. You can’t take notes with a coffee cup in your hand.


A sales call was scheduled three months in advance. It was difficult to get an appointment with the harried decision maker who was responsible for buying high-ticket (over $300,000 a copy) computer peripheral packages. The salesperson and a consultant to his company met for breakfast to preplan the sales call. When offered, the salesperson said he did not drink coffee.


The duo arrived promptly and was met by the prospective customer, the Computer Center Manager. The customer was friendly and graciously asked if his guests would like some coffee. “That would be great,” said the salesperson who did not drink coffee. So off they trudged to the coffee room, and began the ritual. They returned to the customer’s office. The salesperson put his coffee on the worktable but accidentally set the cup on a heavy-duty marking pen. The coffee spilled over the worktable. The customer scrambled to save the blueprints. Paper towels were needed.


The sales call ultimately restarted. Ten minutes into the call everything looked promising: The customer was in agreement, he had a need for the package, and he had the budget. There was a knock on the door and someone from the Computer Center anxiously told the manager that “one of the main servers is in a degraded mode!” The prospective customer jumped to his feet and, while politely excusing himself, invited the salesperson to phone in a few weeks to see if they could reschedule. And out the door vanished the customer… and the sale.


Coffee killed that sale.


If the customer asks if you want coffee, say “No, thank you” and get to work.


And don’t drink coffee on the plane, or in the car, on the way to a sales call. A spill can kill.
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You’re Not at Lunch to Eat Lunch






[image: image]








If you are at a cocktail party with customers, you are not there to party. If you are playing golf with a client, you are not there to play golf.


These are business meetings or sales calls or both. You do business at business meetings. Some salespeople forget the priority. They actually care what golf score they shoot. And at the nineteenth hole, instead of closing the deal, they are still talking about the thirty-five-foot putt they made on the front nine.


A luncheon meeting with a client or prospective customer is a sales call with tableware. You are there to ask questions, to listen, and to get a commitment. You are not there to sample the bronzed shrimp Creole or do research for a restaurant review. Don’t waste time perusing the intricacies of the menu. Don’t ask the waiter how anything is prepared. Don’t ask the waitress if a rasher of bacon is three strips or four. Food is not your focus—the customer is!


Order something easy to eat. Order only one course. Order something inexpensive.


It is okay if you don’t eat anything. It is rude to talk with food in your mouth. It is impolite to survey your dish when your customer is talking. And it is hard to take notes with a fork in your hand.


It’s not about lunch. It’s about getting the customer’s commitment, getting the bill, and getting on to the next appointment.
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