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Praise for Stephen J. Harvill and


21 Secrets of Million-Dollar Sellers


“I’ve worked with successful financial advisors for decades and have partnered with all the industry’s top presenters and thought leaders. No one is better than Steve Harvill when it comes to dynamically delivering actionable, executable, and intelligent content. His presentations and sales ideas make sense and are uncomplicated.”


—Park Avenue Securities


“Steve will guide you on a journey that will show you how to hit the reset button for defining the ‘Relevance’ you can have in the lives of the customers you serve along with the ‘Value’ you can create that forms the lasting ties to those customers.”


—First Clearing


“Steve inspires our teams to go beyond their comfort zones.”


—JCPenney


“Steve’s passion is contagious, his message is powerful, and his presentation is entertaining and enlightening.”


—Better Business Bureau


“What Steve gave to us was so much more than consultation. His impact, without a doubt, is a lasting one that will reap rewards for our mission for years to come.”


—American Heart Association
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To Laura, who has always said,


“Babe, you can do anything”





INTRODUCTION








If you make a living selling anything to anyone, this book is for you. If you are already good at your job, the tips in these pages will make you better. If you’re great at your job, you may even rise to become one of the best.


But don’t take my word for it. The advice here isn’t stuff I made up. These 21 Secrets represent the real behaviors of some of the world’s best salespeople, those who consistently generate a minimum of $1 million in sales a year for their companies. In sales jargon, this rare, elite professional is called a million-dollar producer—or even, in some cases, a multimillion-dollar producer.








THE MILLION-DOLLAR CLUB


For my survey, I spoke with a wide variety of top U.S.-based sales producers: wily veterans and young Turks; men and women; people from various regions and of various ethnicities. Since the entire study was based on merit, I didn’t set out to find a broad crosssection of interviewees. I figured the mix of age, race, and gender would work itself out, and it did.


Some quick statistics on the salespeople in my study:


[image: Image] They work for companies of all sizes; some are self-employed.


[image: Image] They (or they and their teams) bring in at least one million dollars’ worth of business every year.


[image: Image] The biggest percentage works in finance or insurance, two industries with lots of salespeople and a wide range of products and services. The next largest percentage comes from the pharmaceutical industry, followed by real estate, automotive, advertising, and medical equipment.


[image: Image] About 75 percent are men and 25 percent are women, reflecting the demographics of the companies I worked with. (Women are more prevalent in real estate and pharmaceutical sales.)


[image: Image] About 70 percent are white (again reflecting the demographics of the companies I worked with); the remaining 30 percent are black, Latino, East Asian, or South Asian.


[image: Image] Most are middle-aged or older, as it takes some time to achieve the level of success I was looking for.


[image: Image] Their estimated annual compensation ranges from $300,000 to a million or more.








How do I know that million-dollar producers actually do these things? Because I asked them.


My name is Steve Harvill, and for more than thirty years, I have helped successful businesses do what they do better, smarter, more elegantly, and more imaginatively. Some of the world’s best-known companies in technology, finance, health care, and other industries hire my consulting firm, Creative Ventures, to present educational programs at conferences and key meetings. The idea is to energize workers and improve their performance: We teach businesspeople how to differentiate themselves from the competition by harnessing the power of story and by thinking creatively. Companies also hire us to come in, study how they do business, and improve their performance. They enlist us to simplify processes that have become unwieldy and to make their teams more effective. We help design and implement corporate strategies for sales forces and other departments of some of the biggest organizations in the world. Microsoft, AT&T, Frito-Lay, American Express, and Southwest Airlines are some of the corporations we have worked with over the years.


For a few years now, I also have been teaching corporate sales forces the secrets you’ll find in this book. These behaviors help salespeople do better in every aspect of their job, from wooing new customers to keeping regular customers happy to managing daily tasks. The 21 secrets of million-dollar sellers hit at the heart of every company’s lifeline: its sales process. Over a dozen of the biggest and most respected companies now use some or all of the 21 Secrets in their regular sales-training programs, and I have taught these secrets as part of business curricula all over the world.


Creative Ventures’ 21 Secrets program is the result of a project I embarked on a few years ago, after I got the idea to ask million-dollar salesmen and saleswomen how they achieved such stratospheric results. I spent more than a year personally interviewing 175 sales superstars in seven different industries and learned that top performers don’t fit any mold. They are introverts and extroverts. Some come off as go-getters; others as more laid-back. Certain personalities seem adept at the quick sale, while others thrive on the slow burn of a complex transaction. While some people do seem to be more naturally suited to the job than others, I have concluded that nature isn’t everything. What these top earners all have in common is what they do to be successful. Consistent, steady action is the universal trait among everyone I interviewed.


So, if you weren’t born with natural charisma, persistence, people skills, and thick skin, don’t worry. Top earners more than make up for any deficiencies they might have by practicing every day what it takes to do the job. Action makes the difference between those who think they should be the best and those who are the best. These behaviors can be replicated by anyone. Including you.


HOW IT BEGAN








My obsession with the behaviors of million-dollar salespeople started when a Fortune 500 pharmaceutical firm contacted me to ask if I’d help survey its global sales force about their process and practices. Was I interested in this assignment?


Ah … yes!


Saying yes so fast turned out to be a mistake. By engaging my mouth ahead of my brain, I violated one of my own cardinal rules of business: Speed should never outweigh thought. (For million-dollar producers’ interpretation of this idea, see Secret #13, Not So Fast.)


I didn’t ask a single question about the survey the firm was conducting—the methodology, the hoped-for outcome, anything. It was such an honor to be asked to participate in a project for this gigantic international company that the only thing I wanted to know was: When do you need me there? With my sketchbook in hand, I kissed my wife good-bye and set out from our home in Austin, Texas, to the client’s New York headquarters.








ABOUT THAT SKETCHBOOK


Some people think in words. Some think in numbers. I think in images. When I’m brainstorming new ideas, I draw constantly on a pad, scratch paper, or whiteboard. By the time my associates and I are done planning a program or talking through a project, we have generated hundreds of cartoons, stick figures, arrows, symbols, and diagrams. I often counsel my clients to try this “sketchnoting.” The process creates visual links that can help you understand and remember things better.








I arrived at my client’s Manhattan headquarters on a chilly December day. In a conference room with spectacular views of the city, I finally learned why they’d called me for assistance. To gain an edge over its competitors, the company was about to survey its 250 salespeople to find out how they worked. How did the sales force approach prospective customers? How did they retain established customers? How often and how well did they make use of the resources the company provided for them?


My new client hoped its survey would uncover information it could use to gain market advantage by eliminating techniques that didn’t pay off and encouraging those that did. The pharmaceutical company had already hired an outside contractor to create the survey, which would soon be distributed to the sales teams. Once the answers were in, I was told, my job would be to review and analyze the data and draw conclusions about how to improve the sales force’s future performance.


Then, in that conference room, they showed me the survey.


Here is what I wrote in my sketchbook: YIKES.


Even though I work in the business world, I studied science in college. In a different set of circumstances I might have ended up becoming a marine biologist. Thanks to that science training, I still try to approach problems the way scientists do: by observing, investigating, questioning the evidence, opening my mind, and sprinkling in the creative process of discovery.


The survey was the kind of questionnaire we have all seen at one time or another. It had obviously been developed with a lot of thought and consideration, but the questions were all closed-ended. Here are a couple of examples:


How often are you in contact with your elite clients?


[image: Image] Weekly


[image: Image] Bimonthly


[image: Image] Monthly


[image: Image] Quarterly


[image: Image] Biannually


[image: Image] Annually


How often do you access the sales intranet?


[image: Image] Daily


[image: Image] Weekly


[image: Image] Monthly


My first question for the company that had hired me was whether the survey could also include some open-ended questions so the salespeople could provide some subjective answers—their own opinions and thoughts on what worked and what didn’t. But I was told that the sheer size of the survey group would make that impossible. I sensed an immediate problem. This questionnaire didn’t ask anything that would reveal significant insight about sales behavior. To get sales insights they would truly be able to use, the corporation should have commissioned an in-depth, subjective study in which salespeople could describe their specific behaviors. Subjective studies are time-consuming and expensive, though, so corporations often try to replace them with objective, data-driven studies that provide plenty of metrics but little usable information. (For more on the limitations of objective data, see Secret #17, Make Your Own Metrics.)


I wasn’t sure what helpful conclusions I would be able to draw from the results, but it was clear that the company was already well on the road to conducting the study as designed. I was along for the ride.


Meanwhile, I got a second phone call. About a month after I began this sales-force questionnaire assignment, my largest regular client, an insurance firm, invited me to its national sales meeting. Over the years I had consulted with this mega-corporation in a number of areas. I helped its sales teams with skills training, strategic planning, and goal setting. For this assignment, I was to attend as many of the sessions and programs as possible during its multiple-day national sales shindig, after which I’d provide input on what worked well, what was horrible, and whether the entire event had had any real value for the sales force.


This time, I jumped on a flight to—where else?—Las Vegas, the Mount Olympus of sales meetings.


My insurance client is good at meetings, and over the years I had helped create some of its events. This year I was simply hanging out. I went to workshops, regional gatherings, strategy sessions, and all the social stuff. Then came the crowning event: the National Sales Awards Dinner.


Yeah, you guessed it: large ballroom, pre-plated salad and dessert, cold dinner rolls and rock-hard butter, a glitzy stage with an awards table full of crystal things and a lectern smack-dab in the middle. Awards were given for goals met, goals exceeded, and top performances in a wide variety of categories. People received crystal things and wooden things. Some got bonuses. All of them got their photos taken.


Then came the Moment. The highlight of the evening was the award for National Salesperson of the Year. After much fanfare, a name was announced—“Mary!”—and a woman from across the room stood up to thunderous applause and made the famous Academy Awards walk to the stage. Mary was given the biggest crystal thing and then a check—one of those huge Tiger Woods display checks that take multiple people to hold up.


The number on the check nearly knocked me out of my seat.


I turned to the guy sitting next to me. “How did she earn that?” I asked.


“She sold more than anyone in the company,” he said.


Duh. I’d figured that part out. “No, really,” I said. “What did she do that made her the top seller?”


No one at my table could answer that question.


THE PROJECT








On my flight home, I was struck by the fact that my work with two different clients had left me with two related observations. I didn’t believe my new pharmaceutical client’s sales-force questionnaire would yield the results the company was looking for. The company wouldn’t discover what made its sales teams successful or unsuccessful without probing into what the salespeople were really doing and thinking. The survey, as it stood, would reveal trends, perhaps, but nothing meaningful. Then there was the insurance client’s national sales meeting. No one there seemed to have a clue about what their top performer, their Salesperson of the Year, had done to make herself so successful.


I was dying to know both of these things! During that two-hour flight, I began to sketch out a plan to discover what I believed to be very important to every company’s success.


By the time the plane touched down, I had a project outline. First, I wanted to interview super-successful producers—as many of them as I could. Second, I wanted to ask only open-ended questions, so interviewees could tell me stories that would uncover their true behaviors. Finally, the focus wouldn’t be on a single industry. I wanted sales professionals selling a mix of products and services at companies with different cultures.


I suspected that across all industries, no matter what they sold, great sales producers shared many of the same behaviors and practices. I had seen more than a few of these behaviors in action over the course of my career working with sales teams and helping them develop their strategies. My hypothesis was that the study would uncover, identify, and classify specific actions anyone could replicate. I designed a study that would seek to learn exactly how top salespeople achieved their extraordinary outcomes.


To start, I picked five companies I already worked with, representing five robust industries large enough to supply me with a hefty sample of super-successful producers:


[image: Image] Financial services


[image: Image] Insurance (I eventually enlisted the company whose national sales meeting I’d attended.)


[image: Image] Advertising and marketing


[image: Image] Medical equipment


[image: Image] Pharmaceuticals


Because a good study isn’t static, after Creative Ventures began to work extensively with two more industries that fit the bill, I added them to the study, too. Both of these also include a lot of super-successful producers. As a bonus, while some of the other fields are heavily populated with male salespeople, real estate in particular includes a lot of women.


[image: Image] Real estate


[image: Image] Automobiles








NDA ALL THE WAY


When I began my research, I signed nondisclosure agreements and promised not to identify any company or its salespeople. The names in this book are pseudonyms, and I have changed some identifying details. (Because I never planned for this study to be a book, I didn’t transcribe interviews word for word, so I’ve reconstructed some of the conversations from memory.) Most companies are extremely proprietary of their sales processes and wanted to protect them within the context of my study. But the companies are real (you’ve definitely heard of most of them). So are the people, and so are their behaviors.








I then asked each firm if I could talk to their elite salespeople. In return for the access, I’d give each company in the study the results of the survey free of charge.


What a deal, right?


Well, not so much. Almost every company said no.


Huh? Why not?


To my surprise, all but one organization—the insurance company—thought that their top producers’ sales processes and behaviors were secrets. These secrets were so unique and powerful, my clients explained, that their release to the uneducated and unprofessional hordes would harm the company’s market position.


What? Really? The fact is, the traditional idea of sales—exchanging money for goods—has been around since the Romans introduced currency in about 200 BC. “Do you honestly think that anything is a real and true secret?” I asked my contacts. “Wouldn’t it be incredibly valuable for you and your sales force to know what works and what doesn’t? Wouldn’t you like to know which sales practices are so powerful that they cross industry lines—and that, no matter what they sell, the best of the best are doing these specific things?”


“Well, when you put it that way …” they said.


I eventually got approval from everyone. The study was a go.


The initial study took about fourteen months and involved trips all across the country, plus additional months of input from my Creative Ventures staff, who helped me sift through mountains of research to find the behavior patterns that turned into the 21 Secrets. Since then, I have continued to expand the research and regularly update the study with additional superstar salespeople whenever I find them. I occasionally add outliers from new industries—from mom-and-pop investment firms to one guy who has found sweet success selling pies. I personally interview each salesperson, including the original 175 men and women in the study. (One of them was Mary, my insurance client’s Salesperson of the Year, by the way.)


I ask each person the same ten questions to spur an in-depth discussion about their behaviors:



The Questions








1. Tell me about your key skills. Which do you think are directly related to your success? How often do you build on your skills through continuing education?


2. Tell me about your product and industry knowledge. How much do you know about what you sell, and how does that connect to your success?


3. Tell me how you manage your day. What tasks do you focus on in order to reach your sales goals?


4. Tell me how you use your support staff. How do your team members contribute to your success?


5. Tell me how you build relationships with current clients. How do you connect with them outside of the business transaction?


6. Tell me how you get new clients. How do you build your book of business? Do you find new prospects through referrals from existing clients or by some other method?


7. Tell me how you plan. How do you prepare to meet your sales goals tomorrow, next week, and next year?


8. Tell me how you set goals. Do you decide on them, or does your company do it for you?


9. Tell me about the metrics that matter to you. Which benchmarks, quotas, and statistics are helpful and which aren’t?


10. Tell me your biggest roadblocks to success. What, if anything, keeps you from making a sale?


Although these are all open-ended questions, I did build in some restraints. My interviewees could answer any way they wanted to as long as they did not ramble beyond the very specific topic I was asking about. If they did, I gently reeled them back in. Keeping these interviews focused was instrumental. It’s how we discovered the patterns we were searching for.








TELL ME


To discover shared behaviors, habits, and attitudes that lead to sales success, we used an age-old process, a modified Socratic method: Keep the questions straightforward and start each one with “Tell me …” When you use the “Tell me” technique, every response you receive will be a story, and stories were what I was looking for. It is through stories, not 1-to-10 scales or true-false binaries, that people reveal details and specific behaviors.


Respondents can answer a “Tell me” question any way they wish as long as the answer fits within the confines of the question. Most big-time salespeople love to talk, especially about themselves, so I used a technique I called “creative restriction.” I would allow the salespeople to talk as much and as long as they wanted to about the question on the table, but if they veered astray, I would stop them and bring them back to the question. It took a lot of concentration to make sure my interviewees stayed on message.


Since the study, Creative Ventures has become expert in this method of gathering information, and we have had the honor of applying it to many client projects.








Along with the sellers, I also talked to some of their clients—an idea I lit on much later in the study, when I met a saleswoman named Kat who regularly asks her customers what they like about doing business with her. (You’ll hear about her in Secret #6, Build Your “Like” Platform.) It wasn’t easy to persuade these salespeople to connect me with their best clients, but I was able to speak with about two dozen. What do these hotshots’ customers appreciate about their sales approach? The customers’ answers provided valuable input for the final list of 21 Secrets.


By the way, remember what I said a few pages ago about how no sales strategy is truly a secret? I still believe that. Some of the behaviors and strategies you’ll read about in this book will be new to you. Some may sound familiar. But none of this stuff is truly secret. That said, it turns out that the word “secret” sells books. So that’s why this book, and the knowledge within, is called 21 Secrets.








HOW LONG WILL THIS TAKE?


My interviewees are busy folks. Most are very typical type A personalities, and a lot of times when I spoke with them they fidgeted like they had somewhere else to be—no doubt out selling. They all wanted to know, “How long is this interview going to take?” I’d say, truthfully, that I was not sure but would do everything in my power not to keep them too long.


Early in the study, I interviewed a guy named Gordon who works in financial services. (His boss told him he had to speak to me; I’m guessing he wouldn’t have been there otherwise.) Before I met him, I was warned, “This guy is never going to sit and share information with you. He can’t go five minutes without looking at his phone.”


With that in mind, before I started the interview I asked Gordon, “How often do you really need to check your phone?” After some discussion, we settled on a time frame, and I set a timer to let Gordon have a phone fix every fifteen minutes. He turned out to be one of my most enlightening interviews. You’ll find some of his wisdom in later chapters.








Many months later, when I finished up the last interview and again was on a plane home—this time from Chicago—I began wondering how in the world I would make sense of all these stories. I had tape after tape of recorded answers and stacks of filled notebooks.


The solution was pretty old-school. With flip charts and whiteboards, office windows (which make excellent drawing surfaces) and huge rolls of butcher paper, my associates and I began mining all of these interviews for common themes. It wasn’t long until every square inch of wall, floor, and window space in the Creative Ventures office in Dallas was covered and patterns began to emerge.


When we started to recognize answers that seemed similar to those we’d read in other interviews, we moved these answers to the same space in the conference room. While interviewees described their behaviors using different analogies and metaphors, they were often saying essentially the same thing. I like to use a crayon analogy: Open a big box of crayons and you’ll find all the variations of one color grouped together. Periwinkle, aqua, and midnight are next to each other. They’re each different, but they’re all “blue.” Once we started grouping ideas together, we started to see common themes everywhere and the study started to make sense.


Now, this all may seem like a primitive way to sort information compared with the pattern-recognition algorithms out there that can comb through massive data dumps. But fancy computing and Big Data are only as good as what you can do with the information you get. Without creative insight, those numbers are just numbers.


The analysis yielded twenty-one distinct behaviors—twenty-one things these sales stars do that set them apart from the pack. Each interviewee expressed them differently, but all of these behaviors are part of everyone’s routine. What struck me about the 21 Secrets was that these were things anyone could do. There is nothing proprietary or magical about them, but they make a difference when consciously applied over and over again.


It was not my original intention to turn this study into a book. I embarked on my research planning to design, in the Creative Ventures vernacular, a strategic platform. I would present and teach the sales behaviors to my own clients and consult with them on applying the behaviors to their sales practices. That’s what did happen; in fact, the ideas that are now in this book have become the single most popular and profitable program in the three-decade history of my consultancy. For years, clients and salespeople would ask me, “Is there a book to go with this strategy?” And I would tell them no. I simply hadn’t approached the study the way I might have approached it if I had planned to author a book. But here it is.


• • •


There’s a point I want to make before we jump in: The underlying theme to every one of the 21 Secrets is discipline. To paraphrase Calvin Coolidge, nothing—not charisma, not talent, not innate intelligence—can replace persistence and dedication. Each and every participant in this study exhibited tremendous focus and self-control. These rock stars don’t mess around, they don’t procrastinate, and they don’t make excuses. They attend to their careers with purpose.


It is impossible to separate “discipline” as a singular element in this study when it runs through each and every one of these behaviors.


So keep that in mind as you read the 21 Secrets. They don’t work unless you do them.


One more thing you’ll notice: The vast majority of the salespeople in the million-dollar club deal in products or services that are of high value, cost a lot, and are often business-to-business (not business-to-consumer) transactions. There are no toaster or chain saw salespeople in this study. That makes sense if you think about it: The margin for profit per chain saw is kind of small, and chain saws last a long time. If you are the neighborhood chain saw salesman, you’d have to sell a chain saw to everyone you ever met, whether that person needed one or not, to become a chain saw million-dollar producer. You just plain couldn’t do it.


But if you move up to corporate chain saw sales and start selling truckloads of them to Lowe’s and the Home Depot, you might score yourself a seat at the million-dollar sales table.


This doesn’t mean that if you are new to the sales game, or if you deal in less expensive or lower-volume goods or services, you can’t benefit and learn from the secrets in this book. Even though you may not be able to apply all 21 Secrets to your current career, you can use many of them to move up to the level at which you can. Remember: Every one of the million-dollar producers in this book started off not being a million-dollar producer.


Even if you’re not officially “in sales,” you can apply the 21 Secrets to your career or business. After all, there’s an element of sales in almost every line of work, whether you’re an independent contractor bidding for jobs, a small-business owner looking to improve your customer relationships, or a cubicle dweller trying to market yourself as worthy of a promotion.


Are you ready? Here we go.







— Part I —



The Four Essential Secrets


Universal Behaviors of Million-Dollar Salespeople








ESSENTIAL SECRET #1








SIMPLE


It gets cold in Portland, Maine. I mean really cold. I was there to speak with Joan, who seemed unfazed by the arctic conditions outside her office window. She even took me to the L.L.Bean flagship store in Portland to buy a bunch of warm clothes after the airline lost my luggage.


Joan is in commercial insurance sales. She specializes in what her industry calls CAT coverage. CAT stands for “catastrophic.” So, if you own a hotel on the Gulf Coast and it seems to you that hurricane insurance would be a good idea, you track down Joan. Or, more likely, Joan already knows about you and has tracked you down.


Joan and I were chatting about the various ways good sales professionals can be of service to clients; in sales lingo, this is called “adding value.” Joan offered up that there was one key way in which she made herself indispensable to her customers.


What was that? I asked.


She said, “I make things simple.”


The million-dollar salespeople I spoke to during the course of my research brought up a lot of behaviors during our interviews. So did their clients. But there were four specific, very special behaviors that were mentioned by both groups—the salespeople and their customers. I call these the Four Essential Secrets. If you only make a few changes in your own sales practices, I recommend that you start with these four secrets. And the very first one is SIMPLE.


SIMPLE is the holy grail of sales.


The one philosophy that every salesperson I interviewed shares is the dedicated commitment to making things SIMPLE for their clients. Essential Secret #1 is about getting rid of any obstacles that might keep customers from doing business with you. It’s about making every interaction with you a breeze for your clients, even if doing so complicates things for you.


When I asked Joan what she meant by “I make it simple,” her answer made me shake my head.


She said, “I build barriers.”


“Build barriers? Don’t you mean tear down barriers?” I asked. I thought she’d misspoken.


“Nope,” she responded confidently.


Clients buying CAT insurance, she explained, have to slog through a lot of paperwork. They’re bombarded with data, rules, requirements, statistics, and risk-management strategies. The policies themselves can be zillions of pages long. “It is ridiculous, all the stuff my clients have to look at,” Joan said. “I keep them from getting overwhelmed by too much information.”


Joan makes her clients’ lives SIMPLE by screening and managing the paperwork and information, separating out the important data and regulations clients need to be aware of and tossing the rest. Once a client has signed on to an insurance policy, Joan turns herself into a human shield between the client and this avalanche of information. Along with the bazillion-page policy, for example, she will also send a simplified one-page summary of its main points—she writes the summary herself—so that her clients need not read the original document if they don’t want to. She also weeds through the extraneous e-mail or paper mail they don’t want or need—the insurers’ miscellaneous glossy brochures, marketing information, and other corporate fluff that would normally start coming to her new clients, cluttering up their in-boxes and complicating their lives. With her clients’ permission, she has all of that stuff sent to her instead of to them. Then she filters through it like a sieve and sends each client only what he or she needs or wants to see.


Joan not only provides the CAT coverage clients need, she also saves them time and energy. In slowing that “incessant flow of stuff,” she told me, she protects her clients’ time, just as her product protects their property.








SIMPLE IS NOT EASY


I often hear “simple” used as a synonym of “easy.” In actuality, “easy” means a lack of effort. “Simple” means a lack of complexity, and achieving that isn’t always easy. If you saw the movie Julie & Julia, you can sum up the difference between “simple” and “easy” in two words: boeuf bourguignon.


There is a scene in which amateur chef Julie Powell tries to make this classic beef, red wine, and mushroom stew. The recipe takes countless steps, so many steps that Julie falls asleep in the middle of cooking it. Boeuf bourguignon is a “simple” comfort food that is not at all “easy” to pull off.
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