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      Introduction

      This book is dedicated to unmasking the most damaging lies, misconceptions, half-truths, “urban legends,” and tall tales that have been associated with the world of selling over the last half-century.

      
        Sales Myths Cost You Money
      

      Each of the unfortunate myths, misconceptions, and unwarranted assumptions discussed in this book costs salespeople real-world dollars in annual commissions, year in and year out. My goal here is to make sure that you are not one of those salespeople.

      I hope that in setting the record straight with this book, I will be able to help you avoid the most common and dangerous myths about selling … and, at the same time, develop the routines and strategies that will put you in front of more of the right people at the right time than you're currently seeing.

      Here's hoping you enjoy what follows. It's intended to be both a serious examination of potentially expensive selling errors, and an amusing look at some of the extremely strange things people have managed to convince themselves that they're supposed to believe about business and sales.

      Please contact me with your questions, comments, or suggestions about the book — and about any additional myths that you think I may have missed. My e-mail address is contactus@dei-sales.com, and the direct line at D.E.I. Management Group is 1-800-224-2140.

      
        Stephan Schiffman
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      MYTH #1:

      
      “Always Be Closing”

      
        “What's my name? [Expletive deleted]! That's my name! You know why? Because you drove a Hyundai to get here, and I drove an $80,000 BMW. THAT'S my name … A-B-C — Always Be Closing. Always Be Closing. ALWAYS BE CLOSING!”
      

      — from David Mamet's Glengarry Glen Ross

      THE MYTH: You can succeed in sales by focusing obsessively on devoting all of your time, energy, and attention on closing the deal — regardless of the state of your relationship with the prospect or customer.

      This may well be the most dangerous myth of them all — so I'm addressing it in the very first chapter.

      You still hear a lot of self-appointed sales “experts” promoting the “Always Be Closing” philosophy. (There's even a full-fledged sales training course you can take that goes by this name.)

      The idea these trainers and writers usually promote — with enthusiasm — usually revolves around the notion that salespeople should focus their efforts on closing from the earliest possible moment of the relationship, and keep doing so as long as they possibly can.

      Here's a selling model that one of the “Always Be Closing” proponents advocates. According to this consultant, this is what the progression of the ideal sale supposedly looks like:

      
        The (So-Called) “ABC” Sales Model
      

      
        	Approach

        	Analysis

        	Active Presentation

        	Answer Objections

        	ABC: Always Be Closing

      

      Do you notice anything missing in this sequence?

      There's no stage at which we ask the other person anything about what's actually happening in his or her world! There's no point at which we ask, “What's the main thing you're trying to make happen here?” There's no place for us to say, “Tell me something — what have you done to deal with this problem in the past?”

      Look at the sequence closely once again. Approach leads directly to analysis, which leads directly to active presentation, which leads directly to answering objections, which leads directly to “always be closing.”

      Who's doing the approaching? The salesperson, of course.

      Who's doing the analyzing? Nine times out of 10, the sales “expert” will tell you that it's not the prospective customer; it's the salesperson. (Notice that analysis isn't information gathering — it's evaluation of what the salesperson believes the circumstances to be, probably based on his or her own existing predispositions and assumptions.)

      Who delivers the active presentation? You guessed it, the salesperson.

      Who “answers” the “objections”? (These are, truth be told, much more likely to be intuitive negative responses than reasoned, logically sound objections to what's being proposed.) Well, it sure isn't the prospect who deals with negative responses; so it's got to be the salesperson.

      And that brings us to the final item, the ABC item: Who's always — and the key word there is “always” — looking for a way to close the deal right away? Why, it's the salesperson.

      In this model, there's absolutely no step devoted to finding out what's important from the other person's point of view, for posing questions that show you what his or her priorities are. In fact, if for some reason the prospect wanted to volunteer relevant information to the salesperson, there's no step in the sales process to accommodate that! The guiding idea, in other words, is “Always Be Closing” throughout.

      All too often, salespeople adopt an “Always Be Closing” attitude because they believe that selling is simply a numbers game. (See Myth #16.) They tell themselves that this approach will work at least part of the time, and they're right. Everything works at least part of the time. So they ask themselves, “What's the worst that could happen?”

      Here's what is likely to happen if you make “Always Be Closing” a way of life:

      
        	People won't give you good information. (They will, very often, tell you whatever they think is most likely to make you go away.)

        	People won't tell you the truth. (They're far more likely to say things like, “I have to talk to my boss about this,” when they have no intention of doing any such thing.)

        	People won't give you referrals. (They're afraid you'll pull the same “Always Be Closing” techniques on their colleagues or friends.)

        	People won't listen to what you have to say (because you haven't listened to what they have to say).

        	People won't trust you. (Why should they?)

        	When people do buy from you — because you happened to connect with them while they were in active “search” mode — they'll be statistically unlikely to build a meaningful business partnership with you. (In other words, when someone comes along with a better deal, your customer will bolt. There's no loyalty and no long-term relationship.)

      

      In practical terms, “Always Be Closing” translates as: “Ask for the business at every possible opportunity, regardless of how much — or how little — unique information you've gathered from the other person.” All the entertaining macho posturing aside, this is a truly unfortunate foundation for any sales career.

      Even though a number of sales “experts” claim that closing all the time isn't what they mean when they promote the “Always Be Closing” model, it's hard to see what they are promoting. The reality is that “close, close, close” is precisely how most salespeople understand — and apply — this selling principle. If you doubt this, listen closely to the next telemarketing call you receive and see whether it fits the pattern I've described.

      For reasons that have, I hope, become clear to you by now, “Always Be Closing” is a fatally flawed sales philosophy.

      We'll be exploring an effective alternative to it in the next chapter.

      THE REALITY: Steer clear of the “Always Be Closing” selling philosophy.

    

  
    
      MYTH #2:

      
      Selling Requires “Can't-Miss” Closing Tricks

      
        “Which of these would you prefer — the blue model or the red model?”
      

      — The classic “preference close,” praised by hundreds of sales trainers over the years. The prospect is supposed to forget that he hasn't yet decided whether it makes sense to buy anything, and focus instead on whether what he doesn't yet want to buy should be red or blue.

      THE MYTH: You can build long-term relationships with silly closing strategies.

      Did you ever see the segment on David Letterman's television show entitled “Stupid Human Tricks”?

      Ordinary, everyday people come up on stage to show off their unusual performing talents. If you've ever played the piano with your hands tied behind your back, balanced a 16-foot canoe on your chin, or stopped a ceiling fan with your head — stop and think for a moment. Did you do these things on national television, in front of millions of people? If so, then you are almost certainly a participant in Letterman's “Stupid Human Tricks” segment. If not, don't despair: There's still time to find your special ability, contact Dave, and win a chance to humiliate yourself in front of a global viewing audience.

      These unique “Stupid Human Tricks” talents are hard to ignore, but they have, I would argue, very little practical application in everyday life. They remind me of a very similar category of activity I like to call “Stupid Closing Tricks.”

      Below, you will find some variations on real-life examples of “Stupid Closing Tricks” that have been advocated by some supposed expert or other. Each is, I would argue, an expression of the misguided “Always Be Closing” philosophy (see Myth #1), which places a premium on pressuring the customer from the moment the relationship begins, and which relegates information-gathering to a low, or nonexistent, place on the priority list.

      
        	After reviewing all the possible benefits of your product or service, look the prospect in the eye and say: “You've seen what ABC widgets have to offer, and I know you know what their value is. Heck, a half-blind chimpanzee could see that. So why don't you sign up?”

        	If your prospect is male and married, say, “Listen — I know you would have bought two of our widgets for your wife when you first fell in love with her. You love her at least half as much now, don't you? Come on, Mr. Prospect, sign up.”

        	Put your arm around the prospect's shoulder and say, “Mr. Prospect, I just want to tell you something — as one man to another. If I had the same challenges you had, and if I faced the same obstacles you do right now, there is absolutely nothing in the world that would keep me from signing up. What do you say?”

        	If you know the prospect has a family and cares about them, say, “Mr. Prospect, if you don't want to place an order for our widgets for yourself, you should at least give this a try for your family's sake. Remember, they rely on you, just like my wife and children rely on me. It's their future that's at stake, isn't it? Well, then, why don't you sign on, for them?”

        	If the prospect reacts negatively to any attempt to close, say, “Mr. Prospect, you may feel like I've been a little pushy with you today — and you know what? I have. And let me tell you why I've been pushy. It's because our widgets really are the highest-quality widgets on the market. If that weren't true, I guarantee you that I wouldn't be putting any pressure on you. Listen, I have a wife and kids just like you do, and believe me, I want them to feel great about me, just like you want your family to be proud of you. All I'm asking you to do is what X thousand others have done, and sign on with us so you can experience their quality for yourself. What do you say?”





OEBPS/images/Cover.jpg
o i, oo e
25 Most
Sales Myths
(and How

to Avoid
Them)

Stephan Schiffman
Author of Cold Calling Techniques





OEBPS/images/logo.jpg
A

Adams Me
Avon, Massachusetts






