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Praise for Cold Calling Techniques (That Really Work!)


“If you want to master cold calling, read this book.”


—Anthony Parinello, Wall Street Journal bestselling author of Selling to VITO


“Steve has an uncanny ability to simplify each step of the sales process and make it sales-rep friendly. Using his proven techniques will get you to the top of the sales leader board … guaranteed.”


—Stephen C. Mueller, Managing Director, OneBeacon


“I HATE cold calling but I LOVE this book! Steve Schiffman presents numerous techniques and attitude adjustments to get you to embrace cold calling and excel at it. It’s easy to read and very practical to implement.”


—Dr. Tony Alessandra, author of Non-Manipulative Selling and The Platinum Rule


“This book is just one of many by Steve Schiffman that good salespeople and sales managers should keep handy as a constant refresher of the fundamentals of our profession.”


—Bob Fischman, Vice President of Stratus Corporation


“Every top sales producer uses strategies from this book—Schiffman relates timeless building blocks of sales success. You get a roadmap for fast and enduring sales productivity.”


—Scott Channell, author of Setting Sales Appointments


“Using D.E.I. [Schiffman’s company] changed the way we sell and do business.”


—John Weeks, Chairman of Mintel International


“Still the best book to make cold calling easy.”


—J. Peter Benet, CFP, CLU


“Steve Schiffman does not merely understand the selling process, he provides everyone who sells for a living with the confidence and motivation to succeed. All you need to do is follow his revolutionary techniques. I have built a multimillion-dollar business by employing the wisdom he taught me.”


—David A. Mersky, Founder & Managing Director, Mersky, Jaffe & Associates


“I read Cold Calling Techniques eighteen years ago at the beginning of my career in real estate. The book had a major impact on my career and, over time, I became a very effective telemarketer. I call upon the lessons I learned from this book practically every day as I work in commercial real estate. Many thanks for all of the insights and energy you gave me.”


—Ruth Colp-Haber, Wharton Property Advisors, Inc.


“D.E.I.’s techniques have played a significant part in our success as a company. I have not found a better cold calling methodology.”


—Peter Haigh, Managing Director, Mintel International


“I have used Steve Schiffman’s Cold Calling Techniques with sales teams at three different companies ranging from manufacturing to high tech. In every application, both the field sales force and telephone sales teams increased their sales by an average of 15 percent in less than six weeks. No other process is as rational and easy to implement as Steve Schiffman’s.”


—Rex Caswell, Vice President, LexisNexis


“Schiffman’s book Cold Calling Techniques leverages the unique aspect of the outside sales channel, the ability to go where it has not been invited. This proactive capacity utilized in an ethical fashion is the hallmark of this book.”


—John Monoky, PhD, Professor of Business, Michigan University
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Dedication


This book is dedicated to AFS.




Preface to the Seventh Edition


Why a new edition after six years?


Two reasons. First, and most important, because the economic climate of the United States is drastically different from what it was in 2007 when the last version of this book was published. Second, because the technology available to you as salespeople is drastically different. In short, it’s a new sales landscape out there.


As a salesperson, you are, of course, affected by the economic climate. There’s no question that when the economy is booming, it’s easier to get sales. But in down or up times, the fundamentals remain the same. You still have to get appointments. You still have to gather information and make strong presentations. You still have to know how to close a sale effectively.


And you still have to cold call.


In 2009 I wrote a book called Selling When No One Is Buying. In that book, I suggested some rules that are worth reiterating:



	
You have to cold call or you’re dead in the water. Cold calling gets you your business—not just immediately, but for the future. The cold calls you make today are creating the commissions you’ll earn six months from now.


	
You’ll have to do more preparation. This is different from what came before. In a challenging sales climate, you need to work that much harder to get the prospect on the phone and to get the appointment. You have to learn more about his company and what he does. But persistence and hard work will pay off in more appointments that can be converted into the next step in the sales cycle.


	
Be positive! A positive attitude will set you apart and because people tend to respond in kind, it’ll improve your changes for making a sale.




Those rules run through this new edition of Cold Calling Techniques. They’re essential to making sales, no matter what the economy is doing.


What about technology? It’s true we don’t have flying cars or transporter booths (yet), but a lot of other things are different than they were in years past. Today we have the Internet, e-mail, and smartphones. All those things have made communication faster, if not necessarily better. As salespeople, we have to adapt to them; they’re tools that can make our job easier. However, there’s a difference between using this new technology as a tool and making it part of the sales process. The first is good; the second, not so much.


As I’ll explain in this edition, you can use social media as a way to expand your networks and to find potential leads. You can use e-mail creatively to get in touch with prospects and to follow up on appointments. All this is valuable and important, but we still come back to the basics: To sell, you need to talk to people, and to talk to people, you need appointments. And to get the appointments, you need to cold call. There isn’t any way around it. As I say several times in this book, the object of each step in the sales cycle is to get to the next step. And cold calling is the first step in that cycle.


Cold calling is absolutely fundamental to the sales cycle, but it’s also something that a lot of you don’t like to do. I understand that, but it doesn’t change things. You must make cold calls, and you must keep track of your numbers. My book shows you the best, most productive way to do that.


So here’s the new edition of the book, updated to take account of the changed economy, as well as the continuing growth of technology. Throughout it all, though, remember that no matter what’s happened to the economy and no matter what fancy technologies have emerged, the core principles haven’t changed.


Happy selling.




Introduction


A number of years ago, I decided to take some golf lessons from a pro. (At that point, I should mention, I’d been golfing for quite a while, without ever having taken a lesson.)


During my first lesson, the pro showed me the proper grip for the club. It felt a little awkward, and I told him so. But my teacher assured me that the reason the new grip felt awkward was simple: I had been holding the club incorrectly for many years. Once I got used to the right way of doing things, he assured me, the right way of holding the club would feel just as “natural” as the way I had been holding it. And with that, he demonstrated not only the right grip, but also the right swing and follow-through. It was beautiful.


Well, what he had said sounded logical enough, and it was certainly hard to argue with when he showed off that swing. If only I could get my swing to look as fluid, as graceful, and as powerful as my instructor’s!


I had a similar feeling of awkwardness when the golf pro showed me how to stand, where to put my feet, and how to swing. It all felt very uncomfortable. But during my lesson, I swung, as instructed, from that awkward position, and I hit the ball many, many times while the golf pro watched me and offered suggestions.


At the end of the lesson, the pro told me to keep practicing exactly as he’d instructed me. If I did, he promised, the new ways of holding the club, standing, and swinging would soon become second nature.


Well, once I got back on my own, I tried to hold the club, and stand, and swing, as the instructor had told me to. But it still felt strange. I found that when I moved my grip to a “more comfortable” position, it just felt better. And when I stood the way I was used to standing, it just felt better. And when I swung the way I was used to swinging, it just felt better.


So I dropped the lessons and went back to playing golf “my way.”


I hit that ball with all my might. I hit it “my way.” I hit it so I was “comfortable.”


And my average score was 150. (By the way, if you’re not a golfer, let me just offer a little bit of background information: the higher the score, the worse the golfer. And 150 is an extremely high—that is, bad—score.)


I couldn’t understand why nobody wanted to play with me or why I wasn’t getting any better. In fact, I wasted a whole year wondering why my scores were so high.


After a year, I went back to the golf pro. This time, I followed his directions, stuck it out, and practiced the right grip, swing, and follow-through over and over and over again, until they became second nature to me. As the golf pro had promised, the correct way of doing things eventually—and the key word here is “eventually”—became “comfortable.” And my score dropped!


The thing is, I had to drill the right way of swinging until it became comfortable.


Why do I tell you a story about golf in a book about cold calling? Because we all have our “comfortable” ways of doing things: swinging a golf club—following through on the swing—and connecting with people over the telephone.


If we take the time to do what’s right—what really works—over and over again, until it becomes second nature, it really will feel comfortable. And it really will deliver the results.


If what you’re interested in improving is your golf swing, you should talk to a golf pro. If what you’re interested in improving is your phone-prospecting technique, you should read this book.


I’ve presented the techniques within these two covers to hundreds of thousands of salespeople in virtually every industry, all over the world, and to just about every kind of sales force. If the aim is to get a face-to-face meeting with someone you haven’t talked to before, so you can discuss your product or service and how it might fit into that person’s operations, this book shows you how to “hold the club,” how to “swing,” and how to “follow through.”


Even if what I suggest that you do in the following pages feels a little awkward at first, I promise you—it works. The only reason it feels awkward now is that you’re not used to it yet! Once you practice it enough, it won’t feel awkward at all. Just as my golf score improved when I learned the right technique, so your sales numbers will go up when you learn the right way to cold call.


Fifteen years ago, when I first came up with the idea for this book, I bought a book that was written by someone who had sold a whole lot of book proposals to publishers. It outlined a system for selling your book idea to a publisher. It broke the system down into simple steps. I followed the steps, even though some of them felt a little awkward at first. The system worked!


Cold Calling Techniques is now entering its seventh edition. It’s been translated into over a dozen languages. It’s shown up on bestseller lists. It’s sold many hundreds of thousands of copies. It’s been cited repeatedly as one of the most important sales-related books ever written.


Now, the reason you’re reading this book is, I assume, that you want to set more sales appointments. Well, if that’s the case, you’re in luck. You are holding in your hands a system written by someone who has set a whole lot of sales appointments. This book outlines a system for getting face to face with people to discuss your products and services. It breaks the system down into simple steps. If you follow the steps—the system will work!


Once you begin the book, do yourself a favor. Make a commitment to drill the techniques repeatedly until they become second nature. Don’t waste a year—or more!—of your precious time doing the “same old thing” just because it feels more comfortable than trying something new! Do what works … and stick with it. And you will certainly see dramatic improvements in your sales prospecting and your overall income level.


Good luck!


Stephan Schiffman


New York City





CHAPTER 1
Cold Calling Is Essential


A famous professor at Harvard Business School once asked his students to name the number one reason that businesses do not succeed. He got all kinds of answers, ranging from bad management and bad programs to bad products, poor concepts, and lack of capital. After reading all their answers he stood before his class and told them that the number one reason businesses fail is … “lack of sales.”


That’s it. It’s lack of real sales—the work you and I do on the front lines. And if I can’t get in the door to see people, I’m not going to sell.


In most selling environments, nothing can happen unless you’re able to get that first appointment. No matter how well you sell, if you can’t get in the door, if you cannot get an appointment to see somebody, you’re not going to sell. This is the central theme of this book, and you’ll hear it a lot over the next chapters.


To become a successful salesperson, you have to develop a solid base of prospects. This base will only remain solid if you continue to prospect successfully—and the cold call plays a large part in successful prospecting. Cold calling is the best and most economical way for you to develop prospects on an ongoing basis and to get appointments with them. This book is devoted to helping you get in front of your prospects in the most efficient, profitable way—and to overcome your number one competitor.


Your Biggest Competitor


Who is your number one competitor? Interestingly enough, you could name every company in your business—and you’d be wrong. No matter what company you mention, I’ll tell you you’re wrong. You could tell me that you are your own competitor. You’d be wrong again. You could say to me that your energy level is your competition. Wrong.


Your number one competitor today is the status quo. The status quo is what people are doing right now. If you understand that, you’re going to be successful. It’s rare that we’re really up against a competitor—we’re usually up against the incumbent, the status quo. Remember, most of your potential customers are happy with what they’ve got—otherwise, they would be calling you!


Once when I was doing a training session I stated that your number one competitor is the status quo. A sales rep raised his hand and said, “Steve, I’ve never heard of that company. Who’s Status Quo?” Don’t get sidetracked. Remember: you’re up against the way your prospects are doing business now!


Where Sales Come From


First, I want to discuss something that upsets many salespeople. The fact of the matter is you’re going to get one-third of all your sales no matter what you do. Let me repeat that: You’ll get one-third of all your sales no matter what you do.


In fact, you and I have seen people who shouldn’t be allowed to walk the streets without a leash who still make sales. The reason people like that are able to make a living is that their sales are based on needs for consumer-driven products. Eventually something breaks; eventually you’re going to need a new car; eventually you’re going to need more lettuce; eventually you’re going to buy a new television. That’s true even in a down economy. During the Great Recession of 2008–09, sales of consumer goods took a downturn, but they didn’t stop. People still need stuff, and companies need to sell stuff to them. Successful salespeople understand that they’ll get one-third of their sales no matter what, simply because they knock on enough doors. But is that enough?


The Sales You’ll Never Get


Then there’s one-third of your sales that you’re not going to get. For whatever reason, no matter what you do, you’re just not going to get the last one-third of your sales. Sometimes it’s because the other guy, the other salesperson, gets it. Sometimes there are internal changes at the target company that you can’t control. Either way, you’re not getting the business.


The Sales That Are Up for Grabs


The last one-third is up for grabs. That’s what we’re going to discuss here. I’ll show you how to develop your competitive edge, get more appointments, and get more of that last one-third, which is where the good salespeople separate themselves from the mediocre salespeople.


The interesting thing is that plenty of salespeople make their living by simply accepting the first one-third. They’re just taking orders.


In fact, there’s a guy in Times Square who sells a little wallet-like card case. He simply stands there and says, “Wanna buy, wanna buy, wanna buy, wanna buy, wanna buy, wanna buy, wanna buy, wanna buy?” You get the idea. That’s all he does!


That tells you something about the entire sales process. If you see enough people—figuratively, if you stand there saying, “Wanna buy, wanna buy, wanna buy”—you will eventually make a sale. In fact, as we mentioned earlier, you’re going to make a certain number of sales no matter what you do. If you knock on enough doors, it doesn’t make any difference what you do; eventually you’re going to get a sale.


Suppose I went to the busiest street corner nearest my office (it happens to be Times Square), and I simply put out my hand. Do you think anybody would put money in my hand? Of course, eventually someone’s going to do that. That’s my first third. Now if I held out a cup, do you think I might make more money? Of course. If I add a cup and a bell, bing-bing-bing-bing, would more people give me money? Of course. Add a cup, a bell, bing-bing-bing-bing, and a sign, “Please help me.” Would more people give me money then? Absolutely.


The point, again, is that you’ll eventually make a sale if you see enough people. But this story illustrates that it’s equally important to make the most of the opportunity. It’s not enough to just see people or talk to people on the phone. You have to use the right tools.


The other day I was walking in Manhattan near our office and I noticed a bank with a table right outside displaying a sign that read, “SIGN UP FOR PC BANKING.” Three bank employees simply approached every single person who walked past them and asked them to enroll with their PC banking program. I went up to one of them and asked, “How did you do?” They said, “It was incredible today.” In the last two hours they had signed up 200 people—people who had simply walked past the building. You and I could make sales that way. Simply going after the first third, and doing nothing else, however, is not the way to build a successful sales career.


Timing Is Everything


When we look closely at the prospecting process, we can see why the concept of time is so important. I know that it takes me about eight weeks from the time I first sit down and talk to a prospective client to the time I make a sale. So let’s play this out and see how it works. If I sat down with you on January 1st, I’d know that, if we decide to do business together, I’m going to see a sale not in February, but in March—say, on March 1st. January 1st to March 1st. If my sales cycle is eighteen weeks, it’s going to take me that much longer. The sale will be closer to May.


If, on January 1st, I’m busy because it’s a holiday and I don’t call anybody, and on January 2nd I don’t call anybody because I’m doing something else, I’ve pushed out the date when I can expect to see a sale. Say I don’t prospect on January 3rd, 4th, 5th, 6th, 7th, 8th, 9th, or 10th. Now instead of March 1st, it’s going to be March 2nd, 3rd, 4th, 5th, 6th, etc. I think you get the point.


Think about it like this: When you get paid for a sale, when did you really earn that money? Depending on your sales cycle, it could have been as long as three months or even a year ago. If you didn’t do some kind of prospecting a year ago, the odds are that you won’t see any income now. If you look at it this way, what you suddenly realize is that the appointments that you generate today are what create the prospects you meet, which ultimately give you your sale at the end of your sales cycle.


Now that you’ve read about how important time is, you’re probably jumping out of your chair saying to yourself, “I’ve got to get started!” Please finish the whole book before you try to implement the program.


Reducing the Sales Cycle


A couple of weeks ago I went on a sales call. It was a good one. How do I know it was good? Because while I was there, I set up an appointment to come back. By setting the next appointment on my first appointment, rather than waiting until later, I accelerated my sales cycle by three to five weeks.


Let me explain. Typically, on an appointment, a salesperson will tend to say to the prospect, “I’ll call you in a week.” Now we’ve added at least a week to the sales cycle. Then what happens? We might not get the person on the phone that next week. Now we have to wait. Finally, we get the person on the phone, setting an appointment for perhaps two to three weeks later.

OEBPS/images/logo.gif
Aadams





OEBPS/images/cover.jpg
SHREP ] A N
SCHIFFMAN

AAAAAAAAAAAAAAAAAAAAAAAAAAAAAAA

COLD

CALLING
TECHNIQUES

(That Really Work!)
7™ EDITION






