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PREFACE


I sometimes think that I have come a long way after fifteen years in telemarketing and management. Then I stop to marvel at how far North American companies have come in the past fifteen months!

There has been a literal explosion of interest in telemarketing, spurred by the nationwide television campaigns waged by various telephone companies. We are all “reinventing” the telephone and its uses in the day-to-day affairs of the office and community.

You Can Sell Anything by Telephone! is your guide to profiting from our brave new world of telemarketing, where great fortunes are being made and redirected through the power of this medium. This book is geared to providing you with the most intelligent approach to the telemarketing process available anywhere. Through it, you will learn how to distinguish your message and yourself from those who are less polished and less professional.

This book builds upon my other recent volumes published by Prentice-Hall: Winning by Telephone (1982), Reach Out & Sell Someone (1983), and Selling Skills for the Nonsalesperson (1984). If you have read these, I am sure you will find a substantial amount of new and useful information in You Can Sell Anything by Telephone! If you are a stranger to these titles, I am confident you? find this new book an appropriate introduction to my ideas.

I know you’re going to like this book. Every idea has been tested across all major industries, and I can promise you that you’ll be able to put these ideas to work right away.

You have my best wishes as you prove to yourself that You Can Sell Anything by Telephone!


CHAPTER ONE
 [image: Image]
FROM ROLLS-ROYCES
TO PINK ELEPHANTS


What do automobiles, fine art prints, instant pictures, service agreements, and fine wines have in common? They can all be sold by telephone, as many companies are proving each and every day in major cities and small towns across North America.

It has been common knowledge that stockbrokers, travel agents, and insurance underwriters have always had to rely upon this tool for their leads, but today the phone is becoming an indispensable link to commercial power and success.

Item: Jules Pollack, an entrepreneur living in beautiful Carmel, California, and now president of Creative Balloons, used to fight the daily battle of making a living in Los Angeles before calamity struck. As he was walking up the driveway to his house, he saw his young son’s skateboard and decided to give the device a flyer. As it turns out, it gave him a flyer, and he landed In the hospital for eight weeks. Several operations later, his ankle was sufficiently healed from its multiple breaks to permit him to return home.

No longer able to see people in person, as he did before by getting into the car and visiting various places of business, Jules reached out for the next best tool: the telephone. Reluctantly, he started closing business by phone, and he found, to his amazement and pleasure, that he could accomplish phenomenol things by phone. “It’s the best thing that ever happened to me,” Jules recalls. “We found that we didn’t have to get on airplanes and drag ourselves across the country to open new business—all we had to do was get people on the phone!”

Jules saw another benefit In the phone—he could find one anywhere, and wherever he did, that’s where his business was. He decided to move to “paradise,” on the beautiful Monterey Peninsula, and the rest, as they say, is history.

BETTER THAN BEING THERE

Phone companies used to have a television commercial that said, “It’s the next best thing to being there.” This slightly defensive claim is too conservative, according to some researchers. In many cases, according to experts, the telephone is better than being there.

When we try to sell people while looking at them “eyeball to eyeball,” several non-productive elements creep into the situation. Prejudice, for one. Prospects may not like us because we’re too young or too old for their tastes, or because we wear our hair in a trendy manner, or because we drive a sports car, or because we wear comfortable shoes that don’t sacrifice ease for fashion.

The proverbial first impressions that we hear so much about are really created by the picture someone receives from us. If they are looking at us, they will use their own usually narrow conceptions and stereotypes to judge us. Often, their first impressions, if negative, will yield to a more sensible image, but why should we go through the hassle if we don’t have to?

By using the telephone, we are in the marvelous position of projecting the image we wish, unfettered by what we look like. As long as we can develop savvy strategies for constructing sales appeals and shaping our voices in subtle ways, we can do even better than we can in person.

Research tells us that difficult customers are often better handled by phone. For instance, instead of getting visibly agitated with them, as we could if we saw the steam coming from under their collars, we can concentrate upon what they are saying and come back with cool replies. Negotiation can be better done by phone, because we aren’t giving ourselves and our positions away as we might inadvertantly do through eye contact and physical body language.

Selling, itself, can go much better by phone, for a number of reasons. In the current corporate world that we live in, selling takes on a “ritualistic” aspect. It appears as if things take a very long time to come to fruition. It may take us several visits to a site simply to determine whether we have a real, live prospect, or if we only have a “suspect,” who isn’t worth pursuing. We can waste our time wining and dining bozos who have no intention other than that of milking our company expense accounts.

By getting people on the phone, we find that we aren’t constrained by the civilities that prevent us from asking frank questions in person. It’s much easier to ask someone, “Do you have the authority to make a buying decision,” which is a very pertinent question, over the phone than while we are in the person’s presence. In person, we fear that we’ll cause the prospect to lose face, so we tend to procrastinate and avoid bottom-line qualifying questions such as this.

Believe It or not, it’s also easier to ask for big deals on the phone than it is in person. When we attach a great amount of ceremony to closing a deal, we make the matter seem very grave, and the buyer senses that there is a great deal of tension riding on his or her decision. When we ask for a yes or no by phone, it seems to be a much more simple matter, and we find that prospects are more inclined to take a plunge without the second-guessing that enters into sit-down meetings with us.

Recently, I spoke before a well-known breakfast club in Los Angeles on the subject of telemarketing, and my specific purpose was to inform the many businesspeople in the audience that they can accomplish great things by phone, if only they give themselves a chance. After the program, I received a call from a computer retailer who had heard my talk. He was bursting with enthusiasm as he told me that he tried closing a prospect over the phone instead of attempting this in person.

“I simply assumed that we were going to do business,” he said, echoing the mood he picked up from my speech. “I said, ‘What well do is put you down for one of our personal models,’ and he said, ‘Why not?’”

I asked the fellow why he hadn’t tried to close over the phone before, and he said, “I didn’t think you could!”

TELEMARKETING ISN’T NEW;
SOPHISTICATED TELEMARKETING IS!

Telephone selling has been around for a long, long time, although phone companies would like us to think that they invented it and called It “telemarketing.” The phone has been used for years to sell everything from newspaper and magazine subscriptions; to tickets for the policeman’s ball, to special retail sales of all kinds. Almost invariably, companies that have exploited the phone have found It an extremely profitable avenue. In fact, it has been so successful that, until now, firms could afford to use just about any sort of telephone “pitch” or technique, and a certain number of prospects would buy if the appeal sounded at all reasonable.

The reason people would buy is because out of any population of prospects a certain number are probably actively or passively looking for what you have to offer, and they’ll be glad you called. Even if your talk is terrible, some will nonetheless “take the sale away from you,” and reward you with a purchase.

This is also known as the Law of Large Numbers, which says: Do enough of anything, and some of it has to be successful. Because we can speak with so many people over the phone within a short period of time, we are bound to get some sales.

There is trouble on the horizon, though. With the explosion of interest that has occurred in telephone selling, the phone wires are buzzing with appeals from all kinds of companies. Most telephone salespeople are real turn-offs for customers, as well point out in a different section of this book. This means that people are getting more calls and are becoming more resistant by having more opportunities to practice saying “no.”

To be successful in the near future, we’re going to have to become much more sophisticated in penetrating customer resistance. This means that our appeals will have to be constructed upon unique principles that are customized to the population we’re calling. Along with reading the Wall Street Journal and various trade publications, we’ll want to look into such esoteric periodicals as the Journal of Social Psychology and conduct computer searches to determine where there is new knowledge appropriate to our sales mission.

Why bother with all of this? I’ll give you an example. There may be no industry more resented than the aluminum siding industry, if you listen to the scores of talk shows that I do across North America, where average citizens call in to gripe about telephone selling. I can usually count on receiving at least one or two calls from irate people who claim that aluminum siding people are trying to sell them, and they own brick homes.

To my knowledge, the aluminum siding industry is not using very sophisticated telecommunications techniques. If they were aware of certain communications research, they would select a two-sided message strategy in building their talks. A two-sided message takes into account the resistance that people feel toward a product or firm, with the sales strategy reflecting this fact. This means that I would develop a strategy that would have a salesperson acknowledge people’s resistance toward the message before proceeding to the heart of the sale.

Here is an example of a two-sided message:

Salesperson: Hello, Mr. Jones? This is Gary Goodman with Goodman Siding here in Glendale. How are you?

Jones: Not interested.

Salesperson: Well, I appreciate that, and you probably get a lot of calls like this. Am I right?

Jones: Sure do, and I usually end up hanging up on ’em!

Salesperson: I don’t blame you, because you probably hear the same pitch over and over, right?

Where does the salesperson go from here? He or she can become dissociated from the typical telephone solicitor by simply continuing the sales appeal or by pointing out that this call is going to be different. As you can tell from the exchange between Jones and the salesperson, the negativity coming from the prospect has been greatly reduced, if not altogether diffused. How did this happen?

From the beginning of the call the prospect was made a “partner” in the sales process. His feelings were “valued” enough by the salesperson to be discussed openly. A sense of control was given to the prospect, which said, “I respect that you have power, Mr. Jones, and that I only have the privilege of speaking as long as you allow me to do so.” The mood of the call was totally different than the typical, one-sided solicitation that is common in much of telephone selling, today.

A two-sided message strategy must be used in certain circumstances only, otherwise it can boomerang on us. If we use this appeal when there is no negativity fostered by the prospect, we can introduce problems where none existed before.

I recall purchasing a luxury car a few years ago when a salesperson really blew the deal by using a two-sided message when he shouldn’t have. I was calling various dealers to get prices on a particular model, and I ended up with a salesman who thought he was pretty sharp. I said I was interested in a car that had been quoted to me as costing a certain amount of money. He said, “That’s not possible.” I said, “It sure is, and if you can’t do better, I’m going to buy it.” He said, “You don’t mean the car at Alhambra Porsche-Audi, do you, because that already has two hundred miles on it!”

I said, “I sure do,” and I rushed off the phone with him and called Alhambra Porsche-Audi, who gave me a great deal You see, before this fellow had mentioned it, I didn’t know Alhambra Porsche-Audi even existed!

Where did I learn about two-sided message strategies, and the circumstances under which they work and fail? From communications research that I did when studying for my Ph.D. in communications from the University of Southern California. I bring it up here to show you that there is “nothing as practical as a good theory,” as a scientist Karl Popper once said, and this is especially the case when it comes to finding competitive advantages in the arena of telemarketing. Seat-of-the-pants wisdom, no matter how dearly paid for through years of experience in telephone selling, cannot approach the value of sophisticated, state-of-the-art knowledge in psychology, business, and communications, and for this reason we need to make our appeals stand out from the rest of the pack that is rushing into telemarketing.

DO YOU SPEAK “TELEPHONE”?

Telephone communication is unique. There are certain modes of expression that are appropriate for teleselling that have no place in face-to-face selling and vice versa. Walk into any successful phoneroom where numbers of salespeople are working and you’ll hear styles of communication that are refreshing and novel.

You’ll find that there is a great sense of intimacy and warmth created almost at the beginning of telephone calls. Some salespeople take the liberty to call presidents of companies by their first names, rather than waiting for a signal that this is okay. Some crack jokes and make people who are normally quite uptight feel at ease and have a good time.

Some salespeople use “phone-names,” just as actors use stage names. They do this for various reasons. Their real names may be hard to pronounce or may not be as memorable as, say, “Bob Parker,” or “Mary King,” or “Sally Stewart.” Many of those who use pseudonyms say that they feel a sense of role distance in what they are doing. This makes them bolder and less fearful of rejection. If people say “no” to Mary Stewart, they are rejecting a message and not someone’s real identity.

In some phone rooms, you’ll see salespeople standing on top of their desks while making their pitches. Ask them why they choose this perch and they’ll tell you that they feel they are in command of the selling situation and feel “on top of things.”

Some phone rooms use bells to signal when people have gotten sales, so when you hear a lot of chiming, it resembles the sound of old-fashioned cash registers at work. Pavlov would feel right at home amidst all of these reinforcements!

Many of the most successful salespeople use very casual language when selling because it sounds “like the way people talk.” Though not completely grammatical, this sort of language gets the job done in making prospects feel that salespeople are sincere and spontaneous. For instance, salespeople may compose presentations that ask, “How ya doin’?” instead of the more formal, “How are you?” which can sound stilted and non-genuine.

Telephone language is also interesting because it is condensed. It packs a lot of wallop into very few words, because listeners tend to be impatient when using the phone. We have to say it fast, or run the risk of becoming involuntarily disconnected. A five-minute telephone sales pitch can sound like the equivalent of an hour-and-a-half personal presentation. Perhaps the ideal length of a telesales call is about three and a half minutes. This means that to be successful, our language needs to be snappy and graphic.

THE ROLLS-ROYCE OF TELEMARKETING

If it sounds like telemarketing operations must have a circus-like quality about them, this isn’t so. Many of the most elegant products and services in the world are being sold by phone, with all of the decorum that one might expect from traffic in such trade.

Charles D. Schmitt is the St. Louis representative of Rolls-Royce Motors, and he has brought a unique style and flair to selling this most prestigious line of motorcars. In addition to using aggressive pricing practices, which rankle his fellow dealers, Schmitt breaks with automotive tradition by selling fully 20 percent of his vehicles by telephone. He keeps a beeper with him at all times, and he uses a 24-hour answering service to make sure he doesn’t miss any serious customer inquiries. (the Wall Street Journal, May 24, 1983).

Schmitt seems to recognize that it doesn’t matter if you are selling a $150,000 luxury car or a $15 book. If you are clever, motivated and informed, you can sell anything by telephone.

IF THE PHONE IS SO EFFECTIVE,
WHY ISN’T EVERYONE USING IT TO GET RICH?

Most people are ignorant of the power of the telephone. Just as we have mentioned that there is a certain telephone language, there is also telephone illiteracy.

Most people have been insufficiently trained in the use of the phone for commercial purposes. Ask average people if they have ever had formal training with this tool, and you’ll find that their “lessons,” if they had any, stopped with the indoctrination received from Mom and Dad. When parents were telling us about this marvelous tool, they pointed out the need to “get off it as soon as possible,” lest we run up a big bill. I believe we have come to equate telecommunication with punishment, because so many of us were chastised for spending too much time on the line, and for failing to do “important” things.

We have also come to think of talking on the phone as “a piece of cake” that any child can do effectively. This thinking overlooks the fact that there are very subtle phenomena occurring in telephone calls about which most people never have an inkling.

Take the beginning of a phone call, for instance. This is a crucial time at which the power relationship between participants in the conversation is forged. Many of us ignore the tone of voice that another person uses at the beginning of the call. That is, we ignore it on a conscious level. Unconsciously, we are tracking the tone very closely, and what we tend to do is match the tone we are hearing. While this can be very effective in a number of places in the call, it can get us into trouble if the tone of the voice we are hearing is depressed.

If someone sounds as if he or she is on a “bummer,” we should pull the other person out of the blues by contrasting our voices with his or hers. This is accomplished by making our voice tone go up at the ends of certain words and lines, instead of down, where most depressing-sounding sentiments go. If addressing the person by name, don’t flatly say, “Hello, Bill.” This sounds conclusionary and gives the voice a downcast quality. Phrase the greeting as a question, instead. “Hello, Bill???” This will pick up your voice and his.

What happens next is one of the greatest little telecommunications events around. Bill will usually respond, “Yes!” His enthusiasm will be immediate and audible to you, and you’ll find that instead of your call having to be an uphill battle to win his positive regard, you’ll be able simply to sustain a pleasurable tone that was created in the first few seconds of the call.

Dale Carnegie used to say, “Act enthusiastic, and you’ll be enthusiastic.” Stanislavsky, the great acting teacher, used to coach his students in the fine art of preparing for the stage. He’d tell them essentially the same thing. Project your imaginary body onto the stage before your physical body gets there. Imagine the scene you are playing before you utter a word and see the whole event as being extraordinarily successful.

By inducing the prospect to sound enthusiastic, we cause the person to feel the same way. Social scientists explain this interesting shift in attitude as resulting from our need for cognitive consistency. If we sense ourselves acting in a certain manner, we tend to “explain to ourselves” that we must feel that way, too.

In a later section we’ll look at how voice tone can be used in many different ways to control conversations unobtrusively and accomplish our goals. Tone tells us, though, that teleselling is a subtle craft that requires conscious refinement.

PINK ELEPHANTS
LOOK BETTER OVER THE PHONE

If you are looking for needles in haystacks, it always makes sense to bring a magnet along to help you. The same thing applies if we are trying to sell “oddball” goods or services. We need to use the best tool around, and there is no better one than the phone.

The phone helps to make immediate and significant contact with potential customers. It compels people to make decisions and make them fast. If you want to unload merchandise to just the right kind of person, the phone promises to be the most economical way of achieving your goal.

Carl was in the audiotape business for a few years and times turned tough for him. Customers were thinning out, and the ones who were buying, weren’t paying on time. Add to this the fact that he was being assaulted by competition, and you have a perfect recipe for failure.

He had invested in very expensive tape-duplicating equipment for which he had to find a willing market. He struggled to come up with a potential buyer for his “pink elephants.” After a number of unsuccessful personal visits to contacts in the recording industry, he decided in desperation to turn to the telephone. He figured that if he had to sell some pink elephants, he’d better parade them before as many potential customers as possible.

He found an industrial directory that listed the names, addresses, and phone numbers of likely prospects. Within ten hours of calling, he sold two duplicating machines at a price of $25,000 a piece. His troubles were over, and he learned a lesson about the power of the phone.

PRESIDENTIAL PERSUASION

In the 1960s, a fellow living in a small town in Texas was known for his boasting. He’d tell his friends around the crackerbarrel near the old post office how he was going to do this and that to make his fortune. His buddies, who really liked the guy, learned to discount his wild claims and promises and simply enjoy him for who he was, and not for who and what he promised to become.

If there was one subject that was this fellow’s “religion,” it was his beloved Dallas Cowboys, who could do no wrong, especially because they were going to be playing in the Super Bowl within about a week and a half. True to form, he started telling his friends that “I’m going to go to that Super Bowl, somehow!” This was equivalent to saying he was going to sprout wings and start airline service, because the game had been sold out, and scalpers were getting a ransom for tickets.

His friends felt that he had gone too far with this claim, and they tried gently to let him know that they wouldn’t be disappointed if he couldn’t make it to the game after all. In the meantime, the boaster was looking through the newspaper for a clue as to how he might get to the event. Suddenly, as he was reading a bland report about President Lyndon Johnson, he came up with his grand idea.

The president was scheduled for a round of tests at Bethesda Naval Hospital, which the article said would take about two weeks to complete. As Johnson’s loyal constituent read this item, his mind did a few fast calculations.

“If he’s going to be there for two weeks, there’s no way that he can get to the Super Bowl, and presidents always have tickets, so why can’t I have his?”

With so little time remaining until the game, he decided to pick up the phone and call the hospital. Speaking to one of the president’s aides, the fellow explained his idea and asked that a ticket be mailed to him, if possible.

Within a few days, a crisp Super Bowl ticket arrived in the mail, and our friend was as elated as his friends were stunned. He demonstrated that you can not only reach out and sell someone, but sell the one person who has the power to reward you with what you are looking for, even if the person is a president of the United States!

IS THE TRAVELING SALESMAN
COMING TO THE END OF THE ROAD?

According to recent data, the average cost of an industrial sales call is between $160 and $300, whether a sale is made or not. This means that more and more companies can no longer afford the luxury of sending out their minions to press the flesh with potential customers.

Monsanto, among countless other companies, is experimenting with the substitution of telephone salespeople for field salespeople. Representatives in its plastic bottles division are assigned to marginal accounts or to customers who are in remote locations. The company has found that it is still able to convey a personal touch through its telemarketers by setting up regular times each month for telephone appointments. Through this device, they have a chance of delivering a higher standard of service to customers than before, by virtue of increased contacts.

This company has overcome customer resistance to the change in method by introducing the program through a series of letters touting the benefits of telemarketing, which include greater savings for the buyer. Moreover, Monsanto printed the picture of each representative on all pieces of correspondence mailed to customers, which gives the feeling that one is working with someone who is flesh and blood, and not simply a disembodied voice

2001: A PHONE ODYSSEY

One of the newest devices in telemarketing seems like something straight out of the movie 2001: A Space Odyssey. It is a computer that automatically dials certain programmed sequences of phone numbers and proceeds to make pitches to “live” humans.

One of these robots has been named “Hal,” and what it has been designed to do is ask a series of questions, after having greeted the person on the other end. It pauses long enough for the responses to go “on tape,” which are examined at the end of the day by the sponsoring company. This way, the robot does the prospecting while humans need only listen to the beautiful music of people who responded favorably and want further information.

While some folks are shocked to receive a computer-generated call, it seems that most are at least a little intrigued. You’d be amazed at the number of people who carry on very pleasant “conversations” with the computer, as if it were human.
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