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PRAISE FOR TREASURE HUNT & MICHAEL HINKLE

“I value the past two decades of working with you as GHA communities sales account manager for the First American Title Company; as in most businesses, a core principle and what is said of business professionals “it’s who they surround themselves with” that is a direct reflection of their success, building strong viable relationships and creating a strong team … a team leader that you can rely on under any circumstance, as has been my experience working with you and my new home building company. Communication is the key to success, and you have mastered this.

It’s not what happens to you in your life that determines the outcome, it’s what you do about what happens.” This concept comes to mind when thinking of our past business relationship, as it exemplifies your positive attitude toward life, business, and, more importantly, people. This philosophy that is a reflection of your culture has contributed to the success of GHA, and I know for many, many other of your clients, and has led you to have a commitment to your customers that shows itself in attention to detail and follow through, of high-level customer service, and persistence to close the transaction with the client’s goal in mind, putting your customers first is so honorable and not commonly understood by many.

It has been a genuine pleasure to work with you, your passion, commitment of your time and your personal and professional levels over the past two decades that I have come to rely on. Your innate abilities have been unparalleled to myself and staff, an important part of our business team that will be missed. It is nice to know that you are committed to sharing your years of experience with others; there is nothing better than sharing this passion, for others to have the tools and direction to succeed. Thank you and good luck my friend for you and your “willingness to always go the extra mile.”

MARIO J. GONZALES

CEO AND PRESIDENT, GHA COMMUNITIES

“What Michael has brought to our business over the years can be put into many categories including excellent service, extensive knowledge of his field, the ability to navigate his corporate environment to benefit his clients, and the willingness to go to bat for us in difficult situations. Those traits are why we have continued our relationship to this day. They are not, however, why we initially gave Michael our business that then led to more than a decade of us working together.

Michael was persistent. He called on our company for years before getting any business, showing up at the office at least once per month to say hi, drop off collateral, and ask if we needed anything. We never did. We had perfectly good relationships with other companies and their reps, and we were not looking forward to making a change.

That is until one day those relationships had soured, and we had a need. By that time, we had gotten to know Michael. He was knowledgeable, worked for a reputable company and never gave us a hard sell, just asking if he could help us with anything. It was not a difficult decision to make the call to bring him in and sit down to talk about the next steps.

Those next steps were, in hindsight, an extension of Mike’s sales philosophy. All the hard work put in over the ensuing years putting deals together and working through challenges and obstacles was Michael continuing to sell us his services. Not selling the services of his Fortune 500 employer, but on HIS services and how he could benefit our company. His services continue to benefit our company today.”

DAVE BARISIC

PRINCIPAL, BRANDYWINE HOMES







[image: Image]


TREASURE HUNT










[image: Treasure Hunt: A Common-Sense Approach to Building a Successful Sales Career by Michael Hinkle.]









Copyright © 2023 by Michael Hinkle.


All rights reserved. No part of this book may be used or reproduced in any manner whatsoever without prior written consent of the author, except as provided by the United States of America copyright law.


Published by Advantage Books, Charleston, South Carolina.


An imprint of Advantage Media.


ADVANTAGE is a registered trademark, and the Advantage colophon is a trademark of Advantage Media Group, Inc.


Printed in the United States of America.


10 9 8 7 6 5 4 3 2 1


ISBN: 978-1-64225-739-7 (Paperback)


ISBN: 978-1-64225-738-0 (eBook)


Cover design by Matthew Morse.


Layout design by Matthew Morse.


This publication is designed to provide accurate and authoritative information in regard to the subject matter covered. It is sold with the understanding that the publisher is not engaged in rendering legal, accounting, or other professional services. If legal advice or other expert assistance is required, the services of a competent professional person should be sought.




Advantage Books is an imprint of Advantage Media Group. Advantage Media helps busy entrepreneurs, CEOs, and leaders write and publish a book to grow their business and become the authority in their field. Advantage authors comprise an exclusive community of industry professionals, idea-makers, and thought leaders. For more information go to advantagemedia.com.












Vicki, my bride of 33+ years and the one person who has supported me through so much of the journey that made this book possible. To Matthew, Bryan, and Candice, my children who gave me a reason every day to suit up and show up to provide my family with everything they needed.









[image: Image]


ACKNOWLEDGMENTS


A special thank you to Victoria Tabb, my life coach for the last seven years and the person who challenged and then inspired me to author this book. Without her pushing and assistance, all the life stories as well as the lessons learned over my career would never have come to light.









[image: Image]


INTRODUCTION


A long time ago, someone shared with me the best kept secret in sales:




SALES IS A TREASURE HUNT.


“Imagine you’re standing at the edge of a massive field,” they said. “And that field is littered with thousands of rocks of all shapes and sizes. Now, imagine a few of those rocks are hiding something of great value. Some have a huge chunk of gold underneath; others may have smaller pieces of gold or silver. But a large percentage of rocks have absolutely nothing underneath them at all. What would you do?”


Most people would say they’d develop a systematic approach to search under every single rock until they have found everything of value. Seems like common sense, right?


And yet, that’s not what ends up happening in reality.


Some treasure hunters start out hyped up. They might target a few massive boulders assuming there must be large pieces of gold underneath. But when the initial results disappoint them, they give up. Maybe they think they were misled, feeling bitter and discouraged as they abandon the search.


Others may dawdle at the edge of the field and look under a few rocks, at first attempting to use a system, but then they get bored with it and jump over to another system. And then another. And then, gradually, there’s no more system whatsoever, it’s just happenstance, picking up whatever rock draws their attention in the moment. They might get lucky a few times and find a few coins along the way but eventually, they become jaded and leave the field completely. They know the treasure is there—they just don’t have the endurance to keep searching.


The above-average treasure hunter, though, will set a course of action to turn over every rock in the field. They will literally leave “no stone unturned.” They won’t get discouraged by the many stones with nothing underneath; instead, they’ll adopt the positive attitude, “This just means I’m one stone closer to finding a piece of treasure.” Maybe they even find some rocks with treasure underneath, but it’s frozen in the ground—it’s the wrong time to collect. So they continue moving, but with a plan to come back when the ground has thawed.


Finding success in sales is really no different from becoming this third type of treasure hunter. Ever since this image was shared with me, it’s become the model for what I’ve done my entire sales career. And guess what? It’s served me really well.


It’s been my experience that not many people dream of becoming a sales professional—and I’m no exception. My first job was in public service, working for Riverside County in my home state of California as a real estate property agent. After several years sitting across from salespeople being pitched to, I realized I wanted to be the one delivering the pitch. With sales, I saw an avenue to give myself a raise without having to wait for others to decide what I was worth.


I’ll share more about my journey in the first chapter, but for now, it’s enough for you to know I’ve worked in sales in various markets, run my own company, learned new skills, and experienced setbacks in both my personal and professional life. All of this has helped me learn how to be a better treasure hunter.


But I’ve discovered that what I define as treasure has changed over time. My view of success has shifted from the monetary rewards of sales to helping others achieve the success they want. It’s my new Why—helping others become treasure hunters, too.







CHANGING THE LANDSCAPE


It’s past time to change the landscape in how sales is viewed. Despite all the new tools which promise larger and easier sales—from cloud-based CRMs, to social media strategies, to outsourced lead generation—the average sales rep turnover rate is a staggering 35 percent … nearly three times higher than all other industries.1 But why?


For starters, let’s state the obvious: sales is hard.


Being in sales means signing up to be told “no” over and over, facing rejection, and volunteering to be on the frontline of a client’s rage when something goes wrong. This can wear anyone down. I like to think I have pretty thick skin, but after three decades of experience, there are still days where even I get discouraged.




FOR STARTERS, LET’S STATE THE OBVIOUS: SALES IS HARD.





For the purpose of our discussion, though, the root for “sales burnout” is twofold:




	•  First, it’s a mindset problem. Sales professionals often approach their work with a completely wrong mindset. They’re focused on transactions when they should be focused on building relationships. Transactions are fleeting; the joy from them dissipates as quickly as it comes. Relationships last longer, are stronger, and produce more impact and reward.


	•  Second, it’s a tactical problem. Sales professionals are overdependent on tools and underdependent on skills. There’s nothing wrong with having tools like a CRM or a lead generator, but with the right skills, the specific tools don’t matter so much. Great skills transfer over to nearly any tool you want to use—and augment the effectiveness of those tools.





I’ve seen this to be true because my thirty years as a sales professional have seen a lot of change in the industry, especially with the advent of the internet and cloud-based technology. What haven’t changed a bit for me are the fundamental skills of sales, which I have seen time and again with my own mindset and tactical problems.


In this book, I want to tackle both of these problems side-by-side because they can’t be separated. Our mindset drives our tactics, that is, our actions. And our actions must be empowered by the right mindset.


Whether you’re just starting out in sales or you’re a tenured sales pro in charge of a sales team, it’s high time we reframe the sales conversation. Success in sales is fundamentally about how effectively you communicate with people—period. And successful communication requires both the right mindset and right skills working in tandem.


A lot of what you’ll find here isn’t too revolutionary—it’s almost all common sense. We humans just get easily distracted (especially this human here), and we don’t always see common sense at first. Most of what we discuss should be minor shifts for you. If you can make those minor shifts, they will have a major impact on your experience as a sales professional.








NO STONE UNTURNED


A few years ago, I was in a state of transition. I was adapting to life as an empty-nester while feeling like my career had plateaued. I found myself reevaluating a lot of what was happening in my life—what was important to me and where to go from there. Something I discovered in this process was my desire to have a life coach to help me gain some perspective.


In our conversations, we analyzed where my career had come from by looking at my past and talking through how my mind processes decisions, especially in the context of sales. Unlike other career plateaus, mine wasn’t so much about getting stuck—it was more about not knowing what else I wanted to achieve.


As we dived into this, I shared with her what had made me successful and some of my frustrations about the current world of sales. She felt like I had a unique way of looking at the industry and encouraged me to start jotting down my thoughts.


Following her advice, I noticed some themes in what I was writing down. I saw a pattern of how my approach to clients was different from my peers. I began to see how my take on sales had consistently set me up for success. It wasn’t luck at all—it was how I viewed sales and, specifically, my relationship to prospects.


Speaking of coaching, I got my first taste of being a coach when I was eighteen and just starting my life as an adult. I was part of a swim club and fell in love with coaching others and helping them get better at swimming.


This love for coaching opened the way for me to move past the career plateau I was going through. In 2012, I started up JBI (Just Buy In), so I could coach others in sales and pass on all I’ve learned. While I don’t expect the people I coach to do everything exactly the way I do, my philosophy is that if a strategy helps me, then maybe you can find a golden nugget to help you achieve the success you want.


With JBI, my job is to share these insights with the next generation of salespeople. The techniques and strategies I’ve used to be successful are not unique to me—they’re all teachable for those who are coachable. Everything I teach my JBI clients are in these pages—the principles and practices became the acorn for this book.


By reevaluating my own goals, I’ve found a new sense of purpose—to share my framework to help others reframe their view of sales and replicate the success I’ve enjoyed. After all, the analogy I shared about the field and hidden treasure wasn’t my own original thought—it was shared with me. That one idea completely altered my view of sales in the best ways and set me up for success. And now it’s my turn to do the same thing for others.


That said, my mission for the remainder of this book is to help you reframe sales—to shift from seeing it as a job you do to seeing it as a business you own. To move away from mediocre short-term strategies to long-term thinking, which actually produces results. To move from depending on chance to creating opportunities.


Sales is a treasure hunt. Time to go hunting.










	
1 Rachel Cravat, “Sales turnover: Why doing less costs more [+ calculator],” Spiff.com, April 21, 2022, accessed March 6, 2023, https://spiff.com/blog/sales-turnover-cost-calculator/.
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CHAPTER 1 THE FARMER AND THE HUNTER



The outdoors has always felt like a second home. Growing up in Northern California, I spent as much time as possible outside. I was in Boy Scouts my entire childhood, so you could find me hunting for rocks and natural minerals, camping—but never standing still. I always had to be on the move, seeking adventure.


Hunting is a way of life where I grew up—deer and dove, to be specific. Since my dad was a disabled vet who’d lost his leg in an accident, he wasn’t able to take me out hunting himself. Instead, he had several friends who would take me out hunting with them so I wouldn’t miss out on the experience.


I still remember my first time hunting when my dad’s friend came to pick me up in his Jeep. We spent a lot of time working ridge lines, searching the terrain for any evidence of deer. We were constantly moving.


As we walked, my dad’s friend taught me the signs to look for—how to recognize the types of groves and areas where deer normally bedded down, looking for water sources, spotting isolated stands in the forest with a clearing around them, boxed-in canyons, or hilltops. He taught me to first look for a doe, because “Wherever there’s a doe, there’s going to be bucks.”


Later on, I learned it was the same when you bird hunt. You’re out there walking, looking to flush birds out, eyes on the ground. When a dove takes off, you point the open end of your gun in his general direction, pull the trigger, and hopefully you’re a good shot. Otherwise, you’re a vegetarian, I suppose.


Being on the move is the only kind of hunting I’ve ever known. I’ve never hunted from a deer stand or any other stationary position. I’m a patient guy, but I don’t think I’d have the patience that style of hunting requires. Even when I’m sitting, I probably drive people batty because my leg’s always bouncing a hundred miles an hour.


The essential concept here is movement. Hunters are always on the move because their prey is on the move, too. Likewise, sales is not a static environment. It’s constantly in motion.


With more than thirty years in sales, I’ve seen a lot of changes in the industry. From the days of the rolodex and landline phone to the advent of social media and cloud-based sales management platforms. But one thing hasn’t changed: the most successful salespeople are those who create—or hunt—their own opportunities.




EVERYONE IS IN SALES


I spend a lot of my time helping people reframe their view of sales, making a shift in how they view the profession. When I talk with many other sales professionals, whether it’s through my sales coaching at JBI or a speaking engagement, the gist is the same. They see sales as a job, not as a career. There are a few problems with this thinking.


For starters, I’m a firm believer that everyone is in sales, whether you have “sales” in your job title or not. In both our personal and professional lives, we live in a world where we are constantly selling someone on an idea. If you apply for a mortgage, you’re selling the lender on the state of your finances and the idea that you deserve the home loan. If you’re at your annual physical, you’re selling your doctor on your lifestyle choices. If you’re asking someone out on a date, you’re having to sell yourself as someone they will enjoy spending time with.


Zig Ziglar once expressed this same belief when he said, “If the business you are in requires you to deal with people, you, my friend, are in sales.”2


What I particularly love about this quote is how he connects the idea of business with people. I’d be lying to say I haven’t had help from others in my long career. The heart of a successful business is rooted in people helping one another solve problems. Sales is just the switch you flip to transform a problem from unsolved to solved.




SALES IS JUST THE SWITCH YOU FLIP TO TRANSFORM A PROBLEM FROM UNSOLVED TO SOLVED.





I’ve always loved helping people solve problems, which is why I initially entered public service. At my first “real” job, I worked for Riverside County in California. Most of my time there was spent as a real estate property agent—leasing out county land for various activities, such as equestrian, recreational, and agricultural uses—in addition to leasing office and warehouse spaces. If someone needed space from the county, I was the one helping negotiate the terms.


I was young, and after a few years, I ran into a situation where I was told I’d need another six years or so before I could be seriously considered for promotion. In all of my negotiations at this point, I’d spent a ton of time sitting across from salespeople, learning what they did, learning how they earned their commissions. Suddenly, I realized, “Hey, I want to be on the other side of the table here. I want to be the one doing the selling.”


Given the real estate knowledge I’d gained, I felt the easiest place to start out was as a commercial industrial real estate broker where I was commission-only. This only lasted a year—partly because I was also going through a divorce. There’s never a good time for that, of course, but this one was particularly ill-timed.


When the smoke cleared, I jumped over to work for a mortgage company, which is when my career really took off. My personal life turned around too as I met my wife Vicki and remarried. By my second year, I was number three in the company and moved into a sales management position.


A quick word on sales management, though—too many successful salespeople move into management and then toss the sales book out the window. They think they no longer need to use their skills. Probably the smartest move I ever made as a sales manager was to eschew this way of thinking. Instead, I told myself, “If I want to be good at managing salespeople, then I better keep being good at sales myself.” So I kept on selling.


I saw plenty of ups and downs in the mortgage market, and eventually started up my own company selling residential real estate. In this process, I also started up an independent company for notarization. Not many others were doing this at the time—notarization wasn’t seen as a big deal. But this allowed me to carve out a niche for myself, catering to escrow and title companies who were closing on new construction properties.


Eventually, I was approached by a key executive my wife worked for. He was making a move over to a large, national title company and wanted us to come along. We took him up on the offer, spent a few years there, and in time, we all joined another Fortune 500 title company where I have happily spent the past twenty-plus years.




WHAT IF SALES COULD BECOME KNOWN LESS FOR THE TRANSACTION AND MORE FOR PROBLEM-SOLVING?





One of the inspirations for this book was my belief there are not enough people still practicing the art of creating a business from scratch. Since businesses are built on sales, sales shouldn’t be a dirty word. Once you accept the concept of everyone being in the business of sales, you can see the role of salesperson as the necessary position it is.







REFRAMING SALES AS A BUSINESS


The second problem with viewing sales only as an employment position involves the most important mental shift we’ll return to throughout this book: the idea of viewing your sales career the same as building a business.


Sales has gotten a bad reputation as the result of bad sales strategies—and bad salespeople. Even if you are a sales professional yourself, you’ve probably also been guilty of “putting up a wall” when approached by another salesperson. Why? Because no one wants to be talked into or feel forced into a decision—especially when it involves money.


But what if sales could earn a new reputation? What if sales could become known less for the transaction and more for problem-solving?


When I discuss sales with younger professionals, I encourage them to enter the field with the mind of a business owner—and to control every aspect of their career the same way a business owner would. Oftentimes, they overlook the big picture of sales. They don’t see their role is to generate revenue for the whole company, which is then used to pay all the employees. This is an ownership mentality.




EVERY BUSINESS NEEDS SALES TO EXIST. BUSINESSES THAT FAIL TO BE SALES-DRIVEN DON’T GET TO STAY IN BUSINESS FOR LONG.





Instead, sales professionals often only look at how much of the sale they get to keep, which leads to feeling underappreciated. But this is the mindset of someone who sees sales as a job and not as a career. If your focus is only on what you get for yourself, with no thought to the overall well-being of the organization, then you’re only seeing sales through the lens of an employee.


I see this commission-centered thinking come up a lot in my coaching clients at JBI. And to be frank, it was my thinking too when I was first starting out. Now, I don’t believe there’s any such thing as a purely altruistic individual. We all have to take care of ourselves and our families. But when you reframe sales as a business, it means you’re also focused on the success of the company, because that’s how an owner thinks. But the sales you generate don’t terminate with you. They are helping feed the families of everyone in the company. That’s how important you are!


Let’s acknowledge a fact: Every business needs sales to exist. Businesses that fail to be sales-driven don’t get to stay in business for long. Every successful entrepreneur knows this, and better yet, they understand there won’t be any sales without solving a problem.


To solve a problem, you have to first understand the problem. To understand the problem, you have to first get to know the prospect.


While most sales professionals implicitly understand these ideas and even teach them, somewhere along the line, the sales conversation consistently becomes more about hitting a number than about problem-solving. Seeing your sales career through the eyes of an entrepreneur is the pivot point.


I like to think of it this way: I operate as a sales rep like I’m running my own company. Even though I’m selling someone else’s product or service, my focus is on selling my reputation, building my brand. These aren’t conflicts.


You want to know the only true difference between a business owner and a sales representative? The business owner has to pay to create the product/service, pay for overhead, and sell the product/service.


Meanwhile, the sales rep has little to no startup costs involved. In fact, you’re getting paid to build your business by selling someone else’s product—a product you don’t have to create! But otherwise, the sales rep mindset should be an entrepreneurial mindset.


I’ve been fortunate to work for organizations that saw greater value in encouraging me to create my own opportunities rather than providing me with limited sales leads. Sales isn’t really so different from the rest of life—the biggest rewards go to the individuals who can create their own opportunities. If you look company to company, without exception, you’ll see this same story play out—the most successful salespeople hunt for their own treasure.


How do they do this? By solving problems.


Consider this: Would you take your car to a mechanic who asks you how to fix your car? Or would you take your car to the mechanic who asks you for the car’s symptoms—and then provides a plan for fixing the problem?


The answer’s obvious, of course. I suggest we all take the same approach in our sales careers. There are plenty of problems in this world, but the best-paid people—the best businesspeople—are those who can identify the problem and create a valuable solution.


The world is filled with people, which means it’s filled with problems. Salespeople play an essential role in solving those problems. While there’re many different types of people in the world, I’m a firm believer there’re only two types of salespeople: Farmers and Hunters.







THE SALES FARMER


Sales Farmers are salespeople who get introduced to a client already doing business with the company. Their role is to service an existing account with the responsibility to “tend the soil and take care of the crop,” if you will. They don’t venture off to find new deals.


This is the predominant version of sales I see today. Most salespeople want leads provided for them. There’s nothing inherently wrong with this—there’s definitely a place for Sales Farmers, especially for companies that have a continuous influx of inquiries which need to be addressed in a timely manner.


In the same way an agricultural farmer can generally predict their crop output based on the weather and seasons, a Sales Farmer can more or less predict how many accounts they can close within a specific sales season.


So don’t take this as me bashing Sales Farmers at all. They play an important role in the market by helping solve problems! I’ve known lots of good Sales Farmers with successful careers, and some have made very good money. It’s just never been my cup of tea. Frankly, I don’t have the specific brand of patience it requires because I don’t like waiting for prospects to come to me. For those who do, there’s an appealing consistency to being a Sales Farmer.







THE SALES HUNTER


Yet I’ve found the salespeople I’ve admired the most weren’t Farmers at all … they were Sales Hunters. These are the salespeople who go out and look for new clients. They seek out people who can possibly benefit from their product or service. They identify the client’s problems, figure out how the two could integrate into a partnership, and then develop a campaign to bring the client on board.


It’s a mindset built on long-term reward through building a relationship, not just conducting a transaction.


Sales Hunters combine two key qualities: patience and tenacity. It’s critical these two go hand-in-hand.


In the introduction, I shared the picture of being in front of a parcel of vacant land strewn with rocks—some have treasure beneath them, but most don’t. Patience combined with tenacity means you don’t get discouraged or dissuaded from searching the entire field just because the first few rocks have nothing underneath them. You systematically move through the entire field, turning over every rock until you find every scrap of buried treasure.


Maybe some rocks don’t have gold under them, but they might have a bit of wisdom, market advice, clues which can get you one step closer to finding the next piece of gold. The point is to keep moving rock to rock because there’s millions of dollars beneath some of them.


As I already mentioned, Sales Farmers have patience, too—but there’s less tenacity to their strategy. Their style of patience is rooted in the ability to wait. The brand of patience for Sales Hunters differs because they’re always on the move, looking for signs of business and moving toward the opportunity. This brand of patience is more about endurance.


You’ll typically see this sales strategy referred to as “cold calling,” but let me be clear here: we’re not talking about cold calling where you sit in a cubicle mindlessly “dialing for dollars.” That’s more like fishing—endlessly casting your line until you catch something. You’ve probably even heard “cold calling” compared to fishing. The thinking here is “The more times you cast out your line, the more fish you catch.” But hunting is not fishing.


Sales Hunting means creating a client where no client previously existed. Going out into the community and creating business opportunities where none existed before. It’s about knowing the signs to look for, building relationships, and solving problems as they arise. You tell me—what’s cold about that?


In the next chapter, we’ll get into some more of the details for what makes a successful Hunter in sales. But first, you need to understand there’re two types of Sales Hunters: Established Hunters and Startup Hunters.







ESTABLISHED HUNTERS


Personally, I’ve always been an Established Hunter. This is where my prospects already know the company and product I have to offer. For instance, if I sell Xerox machines, I’m not having to educate anyone on what it can do for them—they already know the value of a printer/copier and the problems it solves. Proof of being “established” is when your company name turns into a verb: “Can you Xerox this for me?”


You could see a similar analogy in comparing Coke and Pepsi. Both are soft drinks, but Coca-Cola was already a firmly established brand when Pepsi emerged on the market in 1965. With their nearly seventy-year head start, a Coke salesman in 1966 could walk into any business and everyone knew who he represented; all he had to ask was “How much do you need?” A Pepsi salesman, on the other hand, would have to first explain what Pepsi was before even getting into their sales pitch, not to mention fighting the battle of objections like, “Yes, but we already know we like Coke.”


For Established Hunters, the focus tends to be on why your solution is the best for the prospect’s specific set of problems since there is already a reputation preceding you. You’ll still run into challenges, especially when there’s more than one established name in your field, or the prospects who say, “I tried Coke once and didn’t like it,” but at least you’re not having to educate them on who you are.
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