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Foreword

I first ran into VITO Selling in 2003, when I was working as a sales–person—and I quickly realized that it was designed to deliver exactly what I was trying to make happen in my own sales career: high-level contact, a truly consultative approach, and aggressively shortened sales cycles. All three became realities in my own career. I did, well, eventually become a CEO … and built the VITO program into the sales “DNA” of Sterling Commerce.

Based on my own personal experience, and the results we've seen at Sterling Commerce, I believe the relationships you create by deploying the VITO tactics and philosophy can drive double-digit or even greater levels of sales growth. That's regardless of the state of the economy and regardless of the state of your particular industry. These kinds of dramatic increases played out for us consistently over a four-year period. They are solely the result of improved sales efficiency.

VITO selling can change your career, just as it did mine. And it can certainly transform your sales team. What follows works. Use it!

Bob Irwin, CEO, Sterling Commerce






Prologue: Altitude and Attitude

When I saw him, I was in northern Washington State, waiting for a ferry to take me across the water to Vancouver Island in British Columbia.

In the middle of a six-city speaking tour, I had decided to drive to the island rather than fly from Seattle. My ferry's departure was still thirty minutes away, and I was sitting on the dock, taking in the beautiful scenery and daydreaming, when I saw him approaching the shoreline: some kind of bird. Considering the distance this bird was covering, he didn't seem to be flapping his wings very often. As he sailed closer and closer to me, I realized that I wasn't just looking at “a bird,” but at a bald eagle in full flight.

He was huge, with a wingspan that seemed impossible. He was majestic. And for a moment, he left me literally breathless.

As he drew closer and closer to me, he dipped toward the water then banked upward gracefully, gaining altitude quickly as he landed, perfectly and without the slightest instability, flutter, or hesitation, on the top of a telephone pole in front of my car.

I grew up as an inner-city kid in Hoboken, New Jersey. I can spot a pigeon a mile away, but I had never, ever seen a real, live, soaring bald eagle until that day in 1993. As he sat on the top of that pole, the eagle scanned the water, looking for his next opportunity. Somewhere just beneath the surface, an unsuspecting fish was about to become breakfast.

I stared at him until it was time to get on the ferry. He never stopped scanning the water.

Lots of research has been done on the bald eagle, America's national bird. As it turns out, when eagles fly they almost always fly alone. You will never see a flock of bald eagles. When they land some-where, they almost always land on the highest available spot. It could be a branch, a perch, an outcropping, or, as in this case, a telephone pole. Do you know why they land on the highest spot? Well, first of all, they aim for it. And second, because that's the position from which they can see everything that matters to them: the landscape, their prey, and any predators they may have to deal with.

Bald eagles prefer to fly alone. They like the vantage point they get from the top. They maintain a certain altitude and a certain attitude. In fact, just from watching that one eagle at close range, I came to my own conclusion about the altitude, and attitude, of bald eagles.

That day, I realized that bald eagles not only enjoy being at the top … they feel they DESERVE to be at the top. That eagle reminded me of someone who was already very familiar to me—someone who is about to become very familiar to you, too. I call that someone VITO: The Very Important Top Officer.






Introduction

Hello! It's me, Tony Parinello, the creator of VITO Selling. As you know, this is the third edition of Selling to VITO: The Very Important Top Officer. I am proud to say that I've rewritten the book from beginning to end to bring it up to date for selling in the twenty-first century!

The sub-title of the book says it all: Get to the top. Get to the point. Get the sale. And that's exactly why you'll find the basic methodology of Selling to VITO is unchanged. Everything you'll read here is still based upon my own continued selling experiences with CEOs, presidents, and owners of small, mid-market, and mega F-100 global enterprises—as well as on my teaching and mentoring of more than 2.5 million salespeople representing every possible product you can think of.

Over the past years, I've gotten a lot of pressure from salespeople to water down my core principle that whatever you sell, you're better off connecting with the office of the president, CEO, or founder of the enterprise before talking to anyone else. I can't count the number of salespeople who have debated this point with me, insisting that people with those titles simply don't buy what the company sells—be it office supplies, cleaning supplies, copiers, computers, software, pharmaceuticals, whatever. Most of these sellers felt they sold a commodity or something of no interest to VITO, that VITO just didn't care about that kind of purchase. Over the past twenty-two years, I've held the line on my gut feeling and my personal VITO selling experience, which is that VITO cares about the results of anything and everything sold to VITO, Inc.

Guess what? I was right! After more than two decades of field testing, I've proven beyond a shadow of a doubt that VITO does care, VITO does decide quickly, and VITO does buy every single item whose results can help in the overachievement of VITO's goals. Not only does VITO buy—VITO buys big!

My job is to teach you how to position yourself as the dominant provider of value … VITO-style. To do that, I am going to ask you to change the way you look at yourself, your product, your market-place, your organization, and your selling style. If you're ready for a challenge—and the rewards that accompany meeting that challenge—you've come to the right place!

At this point, you may be thinking: “Wait a minute, Tony. Rewrite or no rewrite, by the time I buy this book, it's already going to be old! After all, it's ink on paper, and that means it was fresh when you wrote it but not while I'm reading it!” That's where technology comes in. As a reader of this book, you're cordially invited to participate in a special live weekly Internet broadcast called Club VITO, with yours truly behind the microphone. I'll keep you up to date on all of the VITO selling tactics, and I'll answer all your market-specific questions as they come up during your implementation of this program. To learn how to access your free initial subscription to Club VITO, just flip to the last page in this book.

So, if you find yourself getting stuck on anything that follows, don't give up! Instead, join in and participate in Club VITO, and I'll coach you through whatever challenge you're having.



It's time to Think, Sell, and Live Large,
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P.S. Before you move on, I'd like to make a promise to you. What you're about to learn in the pages and chapters that follow is what I use in my own sales process. The day I stop using my work myself to get appointments and sell to VITO is the day I'll stop writing books about it, teaching seminars about it, and hosting Club VITO. Rest assured that everything I teach you to do I also do myself. I also promise you that everything I ask you to do will be ethical and will not cost you any sleep at night.






Chapter 1
Meet VITO, the Very Important Top Officer

In your current sales approach, how high up the corporate “org chart” do you land on your initial call or contact? Are you typically starting at the very top of the organization chart or are you more likely to be starting on the first or second branch from the bottom of that chart, with the lower-level supervisors/buyers/managers/purchasing agents/ associates?

Most of the salespeople I work with are a little uneasy about answering this question directly at first. They hem and haw and talk about what happened when they once called on a CEO, president, owner, or other “C”-level executive. I'm not asking who you eventually meet; I'm asking who you typically start your sales process with.

I believe you must answer this question forthrightly if you are to benefit in any way from what follows in this book. Be honest with yourself: Who have you been calling on and selling to? Write the actual titles of the ten most recent new contacts you have called on in the space on the following page.



	Titles of People You’ve Called On



	Name
	
Title 



	  
	  



	  
	  



	  
	  



	  
	  



	  
	  



	  
	  



	  
	  



	  
	  



	  
	  



	  
	  




Where Are You on the “Org Chart”?

I want you to look very carefully at the titles of the people you've recently been trying to sell to, and then, if you dare, I want you to ask yourself one critical question that can literally transform your selling career if you are willing to ponder the answer carefully enough.

What kind of flooring were these people standing on?

When you met with these folks to talk with them about your product, service, or solution, were you standing on solid mahogany? Was there deep, comfortable plush carpet everywhere you walked? Was there imported, inlaid marble at your feet? Were you walking down the aisle of someone's private jet? Well, if you wrote titles like “Buyer” or “Admin” or “Purchasing Director” in the preceding spaces, I'm guessing the answers to these questions about flooring were “no.”

In fact, I'm going to guess that you were standing on linoleum.

Yep. If you're like most of the people I've taught over the years, you were standing on cheap flooring … with someone who kept putting off decisions. Someone whose life's mission was making you jump through hoops. Someone who always wanted to see more from you—more samples, more demos, more references, more advice, more meetings, more whatever.

I'm betting that no matter what you offered, no matter how many good ideas you brought to the table, that “buyer” (and notice the quote marks around that word) standing on linoleum with you did an awful lot of procrastinating and not much actual deciding or buying. The process dragged out. And if you ended up getting any business, you didn't get as much as you deserved.

Am I right?

I thought so.

Wasting Away Again in Linoleumville

You know how I knew? Because years ago, while I was a young(er) salesperson working for Hewlett-Packard, I used to start my sales cycle in Linoleumville—just like you're doing right now. I spent most of my day (heck, months!) talking to the “Seemores,” (I'll explain that interesting word shortly) who dragged out my sales cycle, put off decisions, and restricted my access to others in the organization. Sound like anyone you know?

Because I was full of ambition and energy and competitive spirit, I made that sales process work—for a while. I was named Hewlett-Packard's Rookie of the Year in my division. Then, after several years of being at the top, I got complacent. I stopped prospecting; I started coasting. And I woke up one morning to find myself miles and miles and miles behind quota, staring at a memo from my boss informing me that I was officially on probation. I had just six months to turn things around—or lose my job.

Well, I didn't want to lose my job, so I started thinking: What the heck can I possibly do to hit quota within the next six months? A little voice inside told me that if I kept wasting my time in Linoleumville, I didn't stand a chance.

I listened to that little voice, and thank God I did, because once I started listening, I started calling at the top of the organization. It was at this fateful point in my career that I started Selling to VITO.

You can probably guess the end of the story. I hit my yearly quota, much to the astonishment of my manager. And I started the next year with a new perspective. Now that I had figured out a way to close bigger deals, quicker, what was I going to do—go back to calling the “Seemores” of the world? No way!

I didn't realize it then, but in closing that gap by the end of the year, I had harnessed the power of something I now call the Network of Influence and Authority. This is a helpful structural breakdown that is a) common to virtually all enterprises and b) great for accelerating your sales cycle and increasing your average order size … if and only if you are willing to start at the top of the Network.

Take a look at the four players in the Network briefly right now. Don't worry if the labels seem strange to you initially; you'll be getting to know each of these four folks very well in the pages that follow. Notice who occupies the topmost perch!



The Influence and Authority Network

[image: illustration]

Meet VITO, the Very Important Top Officer

Remember that telephone pole my eagle landed on? How many tops did it have? That's right: one. If that telephone pole represented the corporate “org chart,” the very top of it is where you would find the main character of this book: VITO!

Why is VITO at the top? Because, like an eagle, VITO intentionally aimed for it! Because, from the top, VITO can see everything that's critically important! Because VITO has responsibility for all that lies below. Because VITO has the ultimate veto power over absolutely everything that happens in the organization.

Believe it: VITO is the one person who is the most interested in the economics of the organization, the growth of the organization, the compliance of the organization, the you name it of the organization. Heck, VITO is the organization!


							


	
VITO RULE 
        #0

	(The rule from which every other VITO Rule is derived!): VITO is the ultimate approver of everything that happens in the organization, including your sale.




VITO is the person I've been selling to for the past three decades. During that time, I have, met, wined and dined, vacationed with, written about, and interviewed more VITOs than almost anyone else in the free world!

Over the past two and a half decades, I've personally trained over 2.5 million salespeople, written eight successful books on the topic, and given over 3,000 VITO training seminars. I say this not to impress you, but rather to impress upon you that I know what it takes to sell to VITO. I also know how to tell whether a salesperson really possesses the mindset necessary to take what I teach and take action on it. As you'll find out in the chapters that follow, having the proper state of mind is an important part of what it takes to sell to VITO.

Are you ready to sell to VITO? Go on to the next chapter to find out.






Chapter 2
Are You Ready to Sell to VITO?

Sometimes, people tell me they don't think they're “ready” to sell to VITO. Fortunately, I've developed an effective, quick, and painless method for determining whether a salesperson really has what it takes to sell to VITO. You're about to take advantage of that method. For the next few paragraphs, I want you to absorb three “VITO Insights,” and then, once you've internalized what you've read, give honest answers to the questions that follow. Ready?


							


	
VITO INSIGHT 
           #1

	You have more in common with VITO than you think.





ALL ABOUT VITO

For starters, VITOs have big egos! A healthy ego is a defining trait of high achievers, and it's certainly a defining trait among VITOs.

What else? Power, control, and authority are important to VITOs.

VITOs are brief, direct, and to the point.

VITOs are self-assured, self-determined, driven to success, and goal and results oriented.

VITOs are highly accountable; they are used to accepting responsibility.

VITOs are passionate and highly competitive; they love to win and hate to lose.

VITOs are seekers of information that will give them an edge.

VITOs are constantly on the lookout for ideas that will help them over-accomplish their goals, plans, and objectives.

VITOs live in a time-compressed world. They have learned, from personal experience, the importance of investing their precious time with people they feel will help them quickly prosper.

VITOs are well read, well informed, and highly knowledgeable about the industry in which they're operating.

For the most part, VITOs have an “early adopter” mentality; they spend time looking for good ideas that no one else has yet embraced.

VITOs are risk takers and straight shooters. They like being asked direct questions and they like individuals who will give them direct answers to the questions they ask.





Take a moment and reread the material in that box carefully. READ RIGHT OUT LOUD all of the words and phrases that are in italics. Do this before you move on in this book.

Okay, here comes your first question.

How many of the VITO traits, characteristics, and attitudes you just read out loud do you have?

If your answer was two or fewer, give this book to someone else. Not only should you not be selling to VITO, you probably should not be in sales.

If your answer was three or more, you've found the right book! There's no real surprise here. According to current research (and my own personal experience), something like 85 percent of all VITOs were once salespeople! They made cold calls, faced rejection, probed for needs, got put off, lost deals, and maybe even got put on probation. They went for the close. They made the sale. They lost the sale. They did it all, just like you and me! The remaining 15 percent or so, who didn't come up through sales, know the importance of sales. The old “Nothing happens until something is sold” adage certainly applies in VITO's world—just as it does in yours.

You may not have the title of a VITO, but you are very much like VITO. Think about this: If we were to catalog the traits, characteristics, and attitudes of the people you are currently trying to sell to, how many traits would you have in common with those individuals? My guess is few or none. What does this tell you? Here's what it tells me:


	You're spending time trying to sell to individuals with whom you have little or nothing in common.

	You're trying to sell to individuals who are less informed, less empowered, and less likely to make any decision at all. Where VITO embraces intelligent risk and makes clear decisions when confronted with risk, many others in VITO, Inc. want nothing whatsoever to do with risky situations and consider virtually all decisions to be risky!

	While you're spending time with people other than VITO, assume that your competition may well be reaching out to VITO … and that's not a good thing for you or your organization.



Let's face it: Whoever gets to VITO first, wins—because VITO can say yes and make it stick, and say no and make it stick. That's what having the ultimate veto power is all about.


							


	VITO INSIGHT 
                   #2
	VITOs need what you have.




Picture VITO driving to work early in the morning in a high-powered luxury sedan. What do you suppose VITO is thinking about during that drive?

I know the answer to that question. I've recorded the key points from several decades of interviews with hundreds of VITOs in a series of personal journals. The more VITOs I sold to, the more journal entries I made about the goals, plans, and objectives that drove them. I analyzed the journal entries closely and made two critical discoveries:


	VITOs in similar industries have similar goals, plans, and objectives.

	VITOs in all industries share the same basic “short list” of critical goals, plans, and objectives.



Once you know what's on the “short list,” you can connect with a VITO in virtually any industry; that is, if you can offer something that appeals to an item on VITO's “short list.”



     Here is VITO's “short list:”


	Increasing revenues and exceeding the projected revenue plan

	Increasing efficiencies and effectiveness of:

	» Revenue-generating employees

	» Mission-critical employees

	» Mission-critical processes

	» Workflow and related operations

	» Procurement

	» Capital resources

	» Customer-facing services





	Cutting and or containing costs and moving away from unpredictable expenses and toward accurate, forecasted budgets.

	Staying in compliance; operating well within the corporate culture on critical decisions; staying on the right side of all relevant governmental regulations and the law.



With this list in mind, let's focus for a moment on the product, services, and solutions you sell, thinking more about the “hole” and not at all about the “drill bit.” What result(s) do you have a record of delivering or do you suspect your product, service, or solution can deliver that connects to each of the results listed above? Don't rush through this question. Take your time. Use the following “mind joggers” to help you get started:to help you get started:



Spend a minimum of ten minutes on each of these:


	How does what I sell impact top line revenues?

	How does what I sell impact the efficiencies of direct sales, online sales, brand awareness, marketing, operations, finance, manufacturing, customer service?

	How does what I sell help contain or cut costs?

	How does what I sell assist in compliance operations, keeping people and organizations out of legal trouble?



The big question: Of the four results where all VITOs want to overachieve, how many can your product, service, or solution help them with?

If your answer was, “None” or “Gee, I don't really know,” then you have a choice. Either look at this question a little more closely (I'll help you out with that in just a second) or give this book to someone else who can benefit from it.
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Still with me? Great!

If you said the answer to the big question was “None” or “I don't know,” you almost certainly did not spend enough time completing the mind-jogger exercise. No problem. All you have to do to rectify the situation is conduct the following simple mental exercise:

Picture the VITO of your very best account. Picture that person very happy. Whatever you've delivered is working flawlessly and life is good. VITO, Inc. continues to order all sorts of stuff from you.

Now imagine that at the stroke of midnight, a very strange situation takes place—every product, service, and solution you sold to Mr. Benefito does a sudden, mysterious disappearing act. Absolutely everything you ever sold into this account is vanished, gone, nowhere to be found. At 8:00 a.m. today, as the worker bees settle into their workstations, they have to go through the entire day without your stuff!

Now answer this question: In this situation, what would happen to Mr. Benefito's company? Write the answer to that question on your shower wall, carve it on your car's dashboard, have it tattooed down your right arm … whatever you need to do to constantly remind yourself of the contribution you make to VITOs' overachievement of their goals, plans, and objectives in the four short-list areas. Here they are again:


	Increasing revenues and exceeding the projected revenue plan

	Increasing efficiencies and effectiveness of:

	» Revenue-generating employees

	» Mission-critical employees

	» Mission-critical processes

	» Workflow and related operations

	» Procurement

	» Capital resources

	» Customer-facing services





	Cutting and or containing costs and moving away from unpredictable expenses and toward accurate, forecasted budgets

	Staying in compliance; operating well within the corporate culture on critical decisions; staying on the right side of all relevant governmental regulations and the law



Chances are you could answer yes (with specific examples) to at least three of the four elements. If you didn't, you may want to go to an online job site and submit an updated resume! If you're working for an organization that can't deliver in at least three of these areas, they will almost certainly be out of business within the next few months.

VITOs need what you have. VITO is waiting for you to show up with a letter, e-mail, fax, telephone call, voice mail message, Tweet, Facebook entry, or your old-fashioned smiling face in his or her lobby.


							


	VITO INSIGHT
                  #3
	You are VITO.




Every sales job comes with expectations. It's been my personal experience that most of these expectations tend to spin around such issues as territory development, quota performance, effective use of your resources, team playing and “professionalism,” and compliance with the sales process and the corporate culture of the enterprise you happen to be selling for.

If you stop and think about it, you will realize that the expectations you are responsible for boil down to these four:


	Revenue generation

	Effectiveness/efficiency/resource management

	Cost and time containment

	Compliance



Look familiar? It should.

You and VITO are measured in pretty much the same basic ways. Sure, you can argue about some small differences, but the big point is what's worth noticing: What VITO wants to accomplish at VITO, Inc. is what you want to accomplish for yourself and the organization you sell for.

Read it again.

What VITO wants to accomplish at VITO, Inc. is what you want to accomplish for yourself and the organization you sell for.

Ask yourself: Would you spend time with someone with whom you shared similar traits, characteristics, and attitudes … who had goals, plans, and objectives that were similar to yours … and who had the possibility of bringing ideas to the table that would help you overachieve your goals, plans, and objectives?

If your answer was, “No, not really,” then schedule a vacation. Clearly, you've been working too hard.

Let's look at where we are so far. VITO sits at the top or the organization and has the ultimate veto power. VITO's traits and your traits are quite similar. The results VITO wants to achieve with his or her organization and the results you want to achieve in your own sales career are quite similar, and the results your product can deliver are potentially in alignment with what VITO needs to ensure overachievementat VITO, Inc.

Once you've processed all that, say these VITO Rules out loud:




							


	VITO RULE
               #1
	VITO will like me because I am like VITO.





							


	VITO RULE 
               #2
	VITO will like what my product can do for him or her because it's in alignment with what VITO wants.





							


	VITO RULE 
               #3
	I am measured at my job as a salesperson in a way that's similar to how VITO is measured at the job of Very Important Top Officer.






You are now officially READY to sell to VITO.



OEBPS/images/p5-001.jpg
Rocommenders

Infivencers/
“Soemores”

Docision Makers

Spproven ViiY






OEBPS/images/sign.jpg





OEBPS/images/Cover.jpg
YOUR MASTER KEY TO THE
EXECUTIVE SUITE

3RD

EDITION

SELLING
10 VITO

the Very Important Top Officer

Get to the top. Get to the point.
Get to the sale.

ANTHONY PARINELLO





OEBPS/images/p51.jpg





OEBPS/images/logo.jpg
)

Avon, Massachusetts





