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CONGRATULATIONS


You have made a great decision, investing in this book!


SELLING is more desperately needed than ever.


My friend Ari Galper, top coach on trust in selling, says:


“Email is where the sale goes to die.”


The armies of sales professionals that once visited every home, office and factory in America on behalf of our almost limitless production of inventions, ideas, products, and services have shrunk to Lilliputian size, as the hopeful fantasy of replacing all of it with the internet took hold. But the truth is that there are very, very, very few companies large or small succeeding at selling without salesPEOPLE and without, at some point, nose to nose, toes to toes HUMAN contact, or at least conversations by phone and Zoom. That HUMAN sales pro is needed now, in an inhuman world, more than ever. But a huge number of people simply do not know how to sell. During the China Virus lockdown years, they abstained from person to person selling, from in-person meetings, and the “use it or lose it syndrome” erased selling skills from their brains. People are afraid to sell. And some people are lazy with their laziness facilitated by tech.


Consequently, there is an unprecedented shortage of competent, capable, confident sales professionals and a related shortage of sales meetings occurring with customers, clients, patients and donors. That, and this book, can be very good news for you. If you will sell and can sell, there’s never been a better time to earn a 6-figure to 7-figure income, even to get rich doing so.


My co-authors from MeetingsTech® own a company, Medicare Express®, that generates prospects and sets in-home appointments for insurance agents assisting consumers with the confusing choices of Medicare and Medicare Advantage plans and providers. In 2024, they set over 46,000 kept appointments and that can double in 2025. The agents succeed at a first appointment sale 70% of the time. The obstacle to growth in their business is NOT generating enough prospects and booking more appointments; it is recruiting enough agents to accept appointments handed to them literally on a silver platter!


My speaking colleague of a decade, the late, great Zig Ziglar dubbed selling “THE proud profession” because, he said, selling is service, helping people meet their needs and desires or helping businesses improve. In many cases, introducing them to better ways of doing things they never knew existed until a salesman showed up. He said a lot of other groups could take a month off, but if all the sales professionals in America took a long nap at the same time, the economy would grind to a dead stop. I started adulthood making my living by selling, and over time, I made a fortune, a reputation, and a life by selling—and I am proud of it.


The classic, time-proven and the updated strategies and methods in this book have arrived to you right on time, for you to do the same: raise yourself to a top income, even wealth, a prestige reputation for bringing improvements to peoples’ lives or to companies’ productivity, and an exciting life—in a proud, needed profession.


All the technology in the world will never replace the highly skilled sales professional, carrying product knowledge, human psychology understanding and empathy, effective selling methods, and a willingness to sell. In fact, find a technology company living without sales professionals.


—DAN S. KENNEDY




 



FOREWORD


from the previous editions 
Getting Your “Standing Ovation” Everyday 
by America’s #1 Sales Trainer, 
Tom Hopkins


Every person who has chosen selling as a career must focus on getting the brass ring with every new contact they make. The brass ring for a salesperson is the closed sale. It’s hearing the words, “yes,” “we’ll take it,” or “how soon can it be delivered/installed/set up?” Those words, and a check, credit card or purchase order to go with them, validate the salesperson. They demonstrate in both physical actions and words that the salesperson is representing something of value to the client so much value that the client is willing to exchange their security (spelled M-O-N-E-Y) for it. It also demonstrates that the salesperson did a good job, using their skills and talents in presenting the product in such a way that the client saw how the benefits it would provide fulfilled a need. Having a client say, “thank you” tells you they’re happy the salesperson brought it their way. That “Thank You” is like getting a standing ovation.


There’s a lot of psychology behind what works and doesn’t work in selling. It has to do with mindsets (both yours and the client’s), attitude, fears, perception, body language, voice, vocabulary, style, grooming, expectations, preparation, and too many other aspects to list here. An entire encyclopedia of selling could be written if every little nuance of selling was to be taught. It might take you a few years to read such a series of books.


My questions to you is do you want to take the course in psychology to understand what’s behind the sales process, or do you just want to hear what works? If you’re like most salespeople, you’re looking for the shortest route between where you are now and increased sales. That’s the benefit of this book. Dan has literally eliminated the B.S. in explaining great ways to make more sales.


We can learn many things simply by reading, but we only benefit if we invest time in thinking about what we’ve read and how it applies to what we’re doing. We excel when we put the knowledge gained to use. This is a relatively short book. Invest your time wisely in reading it with thoughtfulness of how you can apply the strategies it contains. You’ll be glad you did.


—Tom Hopkins


Tom Hopkins is world-renowned as a master sales trainer. For more information contact him at info@tomhopkins.com. Receive free sales content, tips and closes by subscribing to Tom’s selling skills e-newsletter at http://www.tomhopkins.com.




 



INTRODUCTION


There are basically four types of salespeople: sales professionals with strong ambition who are eager to strengthen and fine-tune their skills; sales professionals who are jaded, close-minded, cynical, and stuck; non-salespeople who realize they need to be salespeople, such as doctors, auto repair shop owners, carpet cleaners; non-salespeople who either do not recognize they need to be or are resistant to the idea.


The current and evolving economy is unforgiving. The internet is proving a monster of commoditization. The consumer has easy, ready access to more information and misinformation than ever before. With a significant percentage of the population, a certain resistance to salespeople and interactions with them has developed, in part thanks to their conditioned preference for buying at a distance. However, the sales pro and direct selling is more vital than ever for business success. The consumer must be “forced” to compare more than price, persuaded of the superiority of a particular product or service most beneficial to him, led out of confusion and chaos. This is the job you must be up for. These are the conditions in which you must thrive. Only the most self-aware, self-disciplined, and highly skilled salespeople who view their selling as art and science, as a professional skill, and as a sophisticated process will prosper. Placing yourself in the proper mindset space here is predictive of your future prosperity in or forced exit from your business.
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Historically, this book has resonated with those in the first and third quadrant. Wasted on the others. I’ve spent 50 years working with people in both the first and third quadrant. And doing my level best to avoid the folks in the second and fourth. The first and third categories are dominating and will dominate, and all the income is going to move to them. In the old economy, the income divided, in a sales field, roughly 20 percent to the 80 percent of the population I’d define as Stuck Salespeople, 80 percent to the 20 percent of the group working as Ambitious Salespeople. Same in business: 80 percent of the money to business owners who might never define themselves as sales professionals but who were nevertheless eager to learn and use smart selling strategies—about 20 percent of the population. That looked like this:
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In the New Economy, 95 percent of the money gravitates to the Ambitious and Eager To Learn, and will separate and be shared disproportionately by the most ambitious and most eager. It is now essential to be smarter, sharper, more progressive, more aggressive, more organized … more “everything” in order to get to the top of this new pyramid, which looks like this:
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Incidentally, I’m cheered by all this. I detest salespeople and businesspeople who coast, who are intellectually lazy, who perform half-heartedly, who expect high rewards for low effort, and hope to see them starved out altogether. Rather than redistributing success to a broader swath of the business owner and sales professional populations in some socialist-leaning ideal of equity, I’m happy to see the success concentrated into the hands of a smaller-than-ever minority of people who choose to make themselves exceptional and exceptionally deserving others. To the rest, I say: let them eat crumbs. My friend Nido Qubein, President of the amazing High Point University (hpu.edu) has as the college’s slogan: CHOOSE To Be Exceptional!


This is a book intended to equip you to gain membership in—and keep membership in—that elite fraternity enjoying the top incomes, the greatest security, the most independence and power, and the highest status. If that is not where you sincerely, sincerely, sincerely want to be, it will be wasted on you; may be too blunt and direct and “No B.S.” for you; may suggest an “accept-nothing-less-than-the-sale-made” attitude you’ll find predatory or militaristic, that you just won’t like. If you prefer a more mamby-pampby approach, the bookstore shelves are full of books on selling featuring just that—feel free to trade this in. But if you want to be at the top of the New Economy Pyramid and are willing to do whatever is required to be there, this is the book for you.


This book summarizes the most important strategies I’ve developed over my 50 years—some originating from my own experience, some originating from my observation of super-successful sales pros’ behaviors, then converted to replicatable strategy, and all honed to perfection by my high 6-figure and 7-figure earning clients I coach and top sales companies I devise strategies for. These trustworthy strategies are placed in the context of the New Economy and its demands. It also includes key contributions from my friends and clients Andrew Allan and Rob Graham at MeetingsTech and its companies Medicare Express®, Wealth Express®, 100Insure, and others. They are leading the field of sales efficiency, merging sophisticated lead generation advertising and Info-First Marketing® to eliminate cold prospecting and raise the sales professionals’ income by achieving extraordinarily high closing success when meeting with prospects.


There are a great many things this book is NOT. It is NOT, for example, a textbook approach to selling. It is not about moral or spiritual philosophy (those matters are left to you). It is noticeably free of trendy new terminology, buzzwords, and psychobabble so many sales trainers and authors seem to be fond of. And it is not a motivational book either. If you need someone else to motivate you, you have far bigger problems than this book might tackle. Or any hundred books, for that matter.


This is simply, a straightforward, relentlessly pragmatic, “No B.S.” presentation of what REALLY works in selling.


Not what should work. Not the academic theories about selling. What REALLY works.


You may not thoroughly enjoy this book. It may make you uncomfortable. Confronting, challenging, and rethinking long-held beliefs and habits is provocative and often profitable, but rarely comfortable or enjoyable. But you can trust this book.


My aim is very simple: after reading this book, I intend for you to implement behavioral and procedural changes that will immediately and dramatically increase the income you earn from selling. This book is all about putting more money in your pocket, nothing loftier than that, nothing less than that. And if we have to break a few eggs to make that omelet, then that’s what we’ll do.


You might want to know, this book has had a former life and a long life. It was first published in 1994, continuously through 1996, a second edition published in 1999, then in print through 2001, then a thoroughly updated and substantially expanded new edition was published in 2004. A fourth in 2010. Of course, a whole lot happened between 2010 and 2024. I’m overdue with yet another update of this book. But, why is it important for you to know you’ve wound up with “the sales book that will not die” in your hands? Two reasons. First, as evidence you’ve gotten your paws on strategies that ARE really valuable and that DO really work. Successful salespeople recommend this book to each other, and even when a publisher has lost interest in it, the marketplace has insisted it be put back onto the store shelves and at Amazon. Second, no matter its most recent updating, you will still be able to find references in the book that are obviously dated, or references to my writing of its first or prior editions, and I didn’t want you to be confused by that, thus this explanation. Given the time lapse between writing and publishing, it’s impossible for a book to be perfectly current. Furthermore, great object lessons should continue being told, however much time has passed.


Now, to the important stuff: quick, practical actions you can take to make selling easier, less stressful, more fun and much, much more lucrative and rewarding.


Important Notices


1.) For anyone who is gender or political-correctness sensitive: I have predominately used he, him, etc. throughout the book with only occasional exception, rather than awkwardly saying he or she, him or her. I do not mean this as a slight to women, only as a convenience. I am not getting paid by the word.


2.) To clarify some terminology: throughout the book you will see me refer to some of the people used in the examples as Members. That means they are Members of NO B.S. INNER CIRCLE, the international organization of entrepreneurs, business owners, and sales professionals receiving my monthly No B.S. Marketing Letter and other benefits depending on membership level. You can look in on this Inner Circle at MagneticMarketing.com or refer to here for a special invitation.
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BEST NO B.S. STRATEGIES


FOR EXCEPTIONAL SUCCESS IN SALES, PERSUASION, AND NEGOTIATIONS




 


CHAPTER 1


STRATEGY #1: 
IMMUNITY TO THE WORD “NO”


by Dan Kennedy


My first sales position (and the only time I’ve been employed by someone else) was a wonderful training ground. I learned a lot from my experiences in that position, and you’ll notice throughout this book that I refer to it several times. I now have nostalgia for these experiences, warm feelings for them that I, of course, did not have when living them. The ones I choose to write about in this book are not just “war stories” told because they are good or amusing stories—these are experiences that had lasting impact and have colored my strategic approach to advertising, marketing, and selling for 50 years and continue doing so today. They are not diminished in significance by age at all. In fact, I find them more relevant than ever.


I was so wet-behind-the-ears I dripped when I was hired as the central states’ sales representative for a Los Angeles-based book publisher. I was assigned Ohio, Kentucky, Indiana, Michigan, and Pennsylvania. My job was to call on all the bookstores, department store book departments, discount stores, gift shops, and other retailers in that territory to service existing accounts and open new ones. Most of the company’s books were humorous, impulse-purchase items. In many stores, the line of books was merchandised on the publisher’s six-foot-high spinner racks, which I had to inventory and stock.


One minor fact that was not discussed when I was hired was that my territory had been “orphaned,” and the established accounts had received no service of any kind for eight months or longer. I soon discovered that some of the customers were a trifle annoyed at having been sold this line of merchandise, promised service, and then ignored.


I was furnished with a computer printout of all the accounts and their purchase history. The first one I visited, a drugstore, provided a clue that things might not be well. I walked up to the owner, introduced myself as the new representative from the company, and watched a mild-mannered pharmacist turn into a raving lunatic. He grabbed me by the arm and dragged me into the back room where he showed me a pile of rack parts that had been shipped in, but that he had been unable to assemble. Surrounding that mess was a stack of boxes full of books. He told me that he had been invoiced for books and racks and had been dunned by a collector for payment, even though he had never had a chance to get the books on the floor to sell. He literally threw the rack parts out of the back door while screaming at me to take it all away.


Walking in anywhere without an appointment is always difficult and can provoke hostility. It is difficult at best. The situation I found myself in was ten times worse.


In the next few weeks, I met with similar antagonism at almost every account I called on. I took a lot of racks and a lot of inventory out of stores. Besides being generally unpleasant and occasionally hazardous to my health, this situation was an economic disaster. I was being rated as a sales rep, and my bonuses were based on a “positive sales ratio” for the month. That means: sales less returns equal net sales.


The way I was going, I would have a negative sales figure for my first month—maybe my first year. I determined that something had to change, and I had to be the one to create the change.


That decision alone is an important tip about getting your own way. It doesn’t much matter whether we’re talking about selling, like the work I was doing, or negotiating business deals, or running a business. Anybody can look good and get good results when everybody else is cooperating and everything is going as it is supposed to. Under those conditions, just about anybody can have a good time and make a lot of money. And that is exactly what was happening, during the extended economic boom commencing with Ronald Reagan’s re-engineering of the near-Depression economy made by Jimmy Carter all the way through to President Bush #2, who, incidentally, presided over a record-breaking 55 consecutive months of job growth in this country, stock market rising to record highs, and all the rest. More recently, the boom of the first Trump administration. People frankly clueless about the businesses they were in; sales professionals who actually had no significant sales skills and even less dedication to either that craft or to effectively serving clients … they all found themselves rolling in easy money. When times are that good, the CEO looks like a genius and the sales reps look like superstars. But when the first rough waters come along, these same people suddenly look like bumbling idiots. The 2008’s crash did that. The China Virus years did that. The Biden Administration years did that. About investing, Warren Buffett says you can never tell who’s naked until the tides go out. Well, you can never tell who is naked of selling skills and system until the tides go out.


Whatever the environment and conditions of the moment are, the top sales pros creatively adapt and prosper. The great NFL coaches don’t surrender to lousy weather, muddy field, away games at noisy stadiums, loss of an injured player. I own racehorses, and over 20+ years have owned over 100. The great ones race to the best of their ability on sunny or stormy days, dry or muddy tracks, in rain, in snow. The blunt truth is this: if you insist on blaming anything but yourself for unsatisfactory results, you can’t exercise enough control to get satisfactory results. If you’re going to achieve high levels of success in selling, you’ve got to be able to produce positive results in any and all circumstances including those viewed by most as negative circumstances. You have to choose and decide, which kind of sales professional you are going to be: a fair-weather salesperson or an all-weather salesperson.
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Dan Kennedy’s #1 
No B.S. Truth About Selling


If you’re going to achieve high levels of success in selling, you’ve got to be able to get positive results under negative circumstances.








Anyway, back to the war story. I made up my mind that I had to sell these angry, neglected customers on keeping our line in their stores and even buying more. I had to get positive results under these very negative circumstances. I had to face customers who had been lied to, inconvenienced, billed for merchandise they couldn’t sell, dunned for payment, and otherwise abused, and somehow get them to “forgive and forget.” In order to do this, I had to take my ego out of the way.


In different selling situations, different things get in the way. You can never actually remove those placed in your way by others—be they the boneheads in Washington running the economy, a tough competitor, or in this case, my own company’s management that permitted this awful situation to develop. But you can remove whatever obstacles you place in your own way. Those are almost always reactions to circumstances, and those are entirely within your control. Make a note.


Through all the work I’ve done training salespeople and working with sales executives struggling to get productivity from salespeople, I’ve discovered that the number one secret reason for failure in selling is ego. The person with an inflated ego or with very fragile self-esteem (the two are connected) perceives refusal as rejection. When someone says no to such a person, he or she takes it personally.


Confusing refusal with rejection makes selling painful because more people say no than ever say yes. In a difficult economy, this can be truer; a “worse” ratio, as resistance to spending anything on anything sets in. In an emerging improved economy, that newly learned resistance will linger longer after actual recession has departed, just as it did for survivors of the first Great Depression. Today, the internet, an ally in many ways, is teaching consumers to commoditize everything. Today, customers demand clearer, better, more “on target” value propositions, so there will be more rejection, at least en route to the eventual sale. In my situation, of course, we were well beyond simple refusal to buy. Customers were calling me vile names, throwing things at me. I had to remember that it really had nothing to do with me. These people weren’t mad at me; they were mad at the previous rep, at the company, or at the situation—but not at me.


I’ve since learned that just about any time an individual disagrees with me, fails to accept an offer I present, says no to me, or otherwise interferes with my access to what I want, it very rarely has anything to do with me as a person. And since it isn’t personal, it doesn’t warrant any kind of an emotional reaction. Having control over your emotions gives you a very powerful advantage in selling.


One of America’s first made-from-scratch billionaires, industrialist Andrew Carnegie, who started out as a trans-continental salesman of railroad bonds, pointed to “control thyself” as the #1 success requisite. You must learn to control your natural impulses and emotional reactions to resistance and refusal.


As I approached these hostile customers, I took my emotions out of the situation. No matter what they said, I interpreted it as reasonable, justifiable anger at other people and at a negative situation. I listened. I was patient. I was concerned. And I never got angry. I never got defensive. Finally, when the customer had vented and had nothing more to say, I asked for permission to respond. I stated the obvious: I had no control over the past. I could only exercise control over the present. My job now was to make handling the merchandise so profitable and pleasurable for the merchant that it made up for all the past problems and justified a renewed relationship. Then I shifted right into selling—just as if the customer was new and had never heard of the company, the books, or me. I’ve since learned, by the way, that in every situation, there is a point when the opportunity to shift into selling presents itself.


It worked. But even while it was working, many of the customers questioned my integrity. They wanted to know whether or not I was telling the truth. They asked whether I would keep my promises concerning service. They were skeptical and suspicious. If I had wanted to be thin-skinned, I could have gotten angry with them. How dare they question my honesty?


Again, I had to understand that this, too, was nothing personal. I chose to work for a company that had “done them wrong” once. I had to accept the consequences, including guilt by association. Again, I had to set my ego aside.
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