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THE
EVERYTHING®
GUIDE TO BEING A
SALES RIP

Dear Reader,

I grew up in a family of “shoe dogs,” as my dad is fond of saying. Both my mom and dad sold shoes at a family-style store for most of my childhood. I remember going there after school and watching my parents talk, smile, and laugh with their customers. Even though they worked hard and were tired at the end of the day, their job seemed fun to me. I don’t ever remember my parents saying they didn’t want to get up to go to work.

True to my family, I was always selling something. In grammar school I sold salted peanut s for Blue Birds. In high school I sold holiday fruitcakes for the orchestra so we could go on out-of-town recital trips. As an adult I sold all manner of tickets for fundraising events.

Today, I am still in sales, but in addition to fundraising tickets I also sell my clients’ products and services in terms of marketing and PR. Above and beyond all else, I know that successful selling is really about selling yourself first and your products or services second. It is about developing and maintaining relationships and reaching your goals by living your values. It can be a fun, fulfilling, and pur poseful lifestyle-and it is worth pursuing.

I hope this book shows you something of what I have learned from a lifetime in sales and improves your bottom line. But most of all, I hope this book gives you a sense of enjoyment in your sales career. You’re in a remarkable business.
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I dedicate this book to all the entrepreneurial-spirited men and women
that make up the sales engine of our world economy. Here’s to you,
your professionalism, and positive spirit!
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Top Ten Things Every Sales Rep Should Know


	Your primary specialty is solving problems.

	Follow consumer and lifestyle trends to help you understand your prospects, and customers’ deeper needs.

	Develop a team of people or businesses that can fill in for you in case of emergency.

	Invest in your education, appearance, and helpful technology.

	Use a month-at-a-glance calendar to plan your schedule.

	Keep your desk clear to maintain a clear head.

	Identify at what point in the selling process you hear “no” so that you can practice turning these nos to yeses.

	Excellent customer service is the admissions ticket to the two best types of advertising: word-of-mouth and word-of-Internet.

	Use visualization daily to practice your sales skills and reach your goals faster.

	Planning and organization are directly tied to your profits.





Introduction

How would you like to wake up every morning ready and willing to go to work? In fact, what if your work was more like play? What if you enjoyed your workday so much that you did not view it as work at all? What if you arose every day knowing that you were going to solve people’s problems and build relationships while doing so?

All of these options are available to you now—in a sales career.

A career in sales is fascinating. Perhaps it’s because the sales process, buying habits, customer service, and consumer trends all feed into a passion for understanding the intricacies of human behavior. Sales involves trust and basic relationships between people, as well as a grasp of what consumers need and want, and it’s endlessly absorbing. You’re always learning new things.

Sales is also ancient. It began with the trading of goods among prehistoric tribes in Africa, and we’ll never know where the first markets were or who first felt the call of sales. But full-time sales professionals were uncommon before the Industrial Revolution. Most merchants ran small shops and both made and sold their wares. However, with the rise of large companies and the specialization they enabled, sales became a serious profession. Indeed, the world could not be what it is today without sales professionals fueling the growth of the myriad products and services all around us.

Anyone can be a successful sales rep if he or she wants to be. The knowledge you’ll gain from this book will help to make you an effective sales professional. You will learn ways to tap into your buyer’s motivations, creative and effective strategies to go beyond consumer expectations, how to put all twenty-four hours a day to work for you, and basic tools of time management. You will learn several ways to understand the sales rep success formula in your personal and professional life, and why a sale never really closes.

To do well in sales, you need a desire to succeed, a genuine desire to help solve others’ problems, a positive attitude, patience, a clear focus and direction to your efforts, a supportive work environment, persistence, consistent follow-up, and time management skills that validate and support who you are. If this list seems long, realize that each item on it is available to you if you simply try.

Introverts often say that they do not like sales; that they do not like to be “pushy” with clients. People often think that if they were more extroverted they would be better at sales. But both extroverts and introverts can become successful sales professionals. If you enjoy talking with other people, you have what it takes to get started. Extroverts typically find sales exciting and like chatting with several people at a time. Introverts, on the other hand, may find sales intimidating and prefer chatting with just one or two people at a time. But the fundamental factors in sales are building genuine relationships and helping to solve another person’s problems, which anyone—introvert or extrovert—can do successfully.

Technology can help make the job of a sales professional easier and make the use of one’s time more efficient. Embrace what technology has to offer you in your sales career. The Internet and computer technology coupled with personal honesty and genuineness make for a winning lottery ticket in sales.

There will always be others who sell what you sell, but there will never be another you. Your uniqueness is your brand. It is your responsibility to find that uniqueness and communicate your brand in a clear and honest way.

After reading this book you will wake up in the morning grateful for the opportunity to be in one of the best, most profitable, and fulfilling professions on earth.
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Chapter 1

Selling Is Everywhere

It takes sales to move products and services. Period! That’s why successful sales reps are worth their weight in gold. You just need to go to companies that depend on them and ask one question: What is a sales rep worth to you who increases sales every quarter with a minimum of cost? Across the board, companies get excited just imagining such a person in their company.

Observing Sales in Daily Life

In the mornings you may enjoy a soy latte at your favorite coffeehouse while reading the Wall Street Journal. As you gaze outside the large window you may see a sign in the bank window across the street: “Visualize income—5% interest.” Next door is a large awning that reads: “Flowers here.” Down the street you may see a banner at the Chinese restaurant: “Now Open.” Within the coffeehouse walls a big poster reads: “Be Bold, Try a Latte.” All these signs really say a single thing: “Please buy what I am selling.”

Look around. Everywhere, someone is selling something. Even professionals such as accountants, attorneys, and financial experts, who may not claim to be in sales, are selling something. If you are representing a product, a service, an idea, or a vision, you are a salesperson. In other words, everyone is in sales.

Sales reps have a lot in common, and these common threads run through many different industries. That is what this book is about: uncovering the common denominators of top sales reps. Every successful undertaking has a formula within certain parameters, however tangible or intangible it may be.

In summary then, a sales rep is anyone who is representing a product, a service, an idea, or a vision and wants someone to “buy” it. This doesn’t have to always mean an exchange of money. You may be trying to get someone to “buy into” your idea, show their support, take some action. For example, management sells its internal culture and ways of doing business to its employees.

Here are some of the ways you are selling. When you try to get your kids up in the morning you’re trying to sell them on the idea of how important school is to their education and how much it matters for them to show up to class. Chances are good that you are sharing with the children the benefits of going to school and how education will help them reach their goals.

When you suggest an idea to your spouse and hope he or she “buys into” it, you’re selling an idea. You not only share your idea but you listen to what the other person wants and how your idea will match up so that they “buy” your idea.
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Every time you open your e-mail, you see businesses and others trying to sell you something in the subject header. The subject header of an e-mail is one of the most important selling sentences in the entire sales promotion. Use your subject header to get your message across quickly and get customers interested enough to open the e-mail.



When you try to get your children to eat breakfast in the morning, you’re selling them on the idea of eating well so they have more energy for their minds and bodies to forge ahead on the day’s activities. If your kids play sports you may tell them that eating a good, healthy breakfast will give them more energy to excel in their sport.

When you’re in a meeting at work, you’re selling when you want an employee, a coworker, or the executive team to accept your idea. Selling between colleagues goes on all day long.

When you call a client to check up on the progress of the deal you’re in, you’re in the process of follow-up and customer service, two crucial aspects of selling. Each time you make a follow-up contact you have the opportunity to cement the deal.

Every time you write a report you are selling your ideas, credibility, and findings. You take the time to write a report in a way that is organized and has enough “punch” to sell the information represented in it.

When you use statistics to help support your point of view or product, you’re selling. One of the main reasons you take the time to find and present statistics is that you know that outside, third-person credibility speaks volumes to help sell your ideas, products, and services.

Everyone Is in Sales

Once you recognize that selling goes on everywhere every day, it is easier to accept that you too are selling. If you truly believe that you are in the selling business, the negative emotional blockages that many people associate with “selling” evaporate and change into a strong, positive belief system toward selling. This paradigm shift makes a huge impact on your bottom line, your ability to achieve your goals, and your energy levels. This positive attitude is covered in more detail in Chapter 5.

You’re dying to go on a trip with the guys or the girls. If you’re married, you may need to sell the idea to your partner. If you’re single, maybe you have to sell your friends on the idea of going on a trip and spending money at a time when they’re wanting to save more money—you’re selling.

If you drive along a commercial stretch of road, there probably is a lot of selling going on around you—the cleaners have a sign up promoting a special; the bank is advertising a new interest rate it is selling; the radio commercial is describing the benefits of a product; a parking lot has information about a service emblazoned on a back door or window or awning; the coffeehouse is selling a variety of drinks and foods; the newspaper in the clear plastic stand is selling its stories with attention-grabbing headlines on the front page and teasers for inside sections.
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Blogs, or Weblogs, are Internet sites that the sales rep creates and shares with his or her prospects, clients, and anyone else who wants to read them. Blogs have become very instrumental in reaching new prospects and customers because anyone can access them at any time.



When you arrive at your office, suppose you go directly to your first meeting for the day. The person leading it may be selling you on the idea of increasing sales with a new product, a new service beginning next month, or an idea that management wants your support on. As you go through your workday, people inside and outside your office are probably selling you on ideas, even though it may be as mundane as where the two or three of you will eat lunch or where to dangle a line on your next fishing trip. It’s all selling!

Subliminal Selling

Subliminal selling involves using a third party to do the selling. It is a very creative and persuasive method of selling. People are always looking for creative and new ways to “show and tell” to get the message out about their product or service. Here are a few ways subliminal selling is used:


	Product endorsements by celebrities or experts (word-of-mouth selling)

	Product placement in movies

	
Publicity-driven endorsements that use people in the public eye to “test” their products

	Editing of movie trailers for films to bring out the excitement, romance, or humor of the experience



Subliminal selling focuses on promoting a product or service without the customer realizing it consciously. It is a very powerful tool in getting others to purchase your product or service.

Your Office Is a Subliminal Selling Point

Holding an event at your place of business can be a great subliminal selling point. Companies benefit from events at their places of business in several ways. First, they provide clients and prospective clients a chance to establish the habit of going to your business. The prospects know where you are and how to get there. You want to make things easy and convenient for your customers in every possible way. Second, your office reflects your hobbies, family, your business philosophy, your organizing style. These are all selling points that say volumes about you. Imagine a financial consultant who works for a large financial firm hosting a cocktail party at his office building. His walls feature positive, motivational quotes framed prominently, and he finds out that a new client—who was only a prospect before attending his cocktail party—had decided to work with him because of the positive statements on his walls. This is a form of subliminal selling.

Subliminal selling can take many forms. If your services include meeting people the old-fashioned way, face-to-face, someone’s compliment of you may be the subliminal message another person needs to decide to start working with you. You may enter a small sandwich and coffee shop planning just to buy coffee. If there are posters on all the walls explaining how different vitamins help your body, and portions of articles from national magazines about health are placed on the wall asymmetrically, and nutritional information is stenciled on and used as wallpaper, the walls may end up selling you a fresh juice!

Even if you don’t have regular face-to-face contact with your customers, you can add a small but high-impact touch that helps sell yourself and your products: With every order you send out, include a little thank-you note.

How to Identify Profitable Selling

Of course you’re in business to make a profit. Even if you’re in the nonprofit world, you’re still in business to make a profit. Without a profit, you wouldn’t be able to help people or provide services and products to your audience. People in the nonprofit world often think, “We’re a not-for-profit business.” However, it is important to keep this question in mind: If you don’t make a profit, how do you help the cause you’re trying to serve?

In business, profit is the extra cash made after paying for the goods, operating expenses, and any other business expenses. A parent may say that the profit, or payoff, that they receive from their investment of raising their children is bringing good and loving adults into the world. The dictionary says a nonprofit organization is one not run for the primary purpose of making a business profit. Profit is not the ultimate goal, but it is still essential: a means toward other ends that are the organization’s goals. Perhaps profit in this case is helping more people.
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Dale Carnegie said about profit, “The successful man will profit from his mistakes and try again in a different way.” This speaks clearly to the point that part of business is trial and error, and this is a healthy business practice. Don’t let one mistake discourage you.



Money is only one type of currency for which you exchange goods and services. Other kinds of currency include a feeling of acknowledgment, experience, increased credibility, and emotional satisfaction.


Ways to Determine Profit

How is profit calculated? The formula remains the same no matter what the currency: Profit is what remains after paying for products, services, time, knowledge, and expertise. It can be called the currency flow after expenses and time. There are several types of profit. Let’s look at a few to understand the motivation behind selling.

Money

Businesses need profit in the form of currency—money—to stay alive. No matter how talented or skilled you are, you must make enough money to pay all your expenses, including paying yourself. You may have excellent and well-made products, but you have to make enough money to pay the bills, pay your own salary, and have enough to invest back into the business to succeed. Making good products alone is not enough. Communicating to your customers the reasons they should buy your products and services is an essential part of any sales rep’s business arsenal.

The Reward of Helping Others

Nonprofit organizations’ profit may take the “feel good” form of emotional currency that they get from aiding others. But this good feeling can’t be their only form of profit. In other words, it still takes money to run the organization and meet their goals. Their main goal as a nonprofit may not be to make a monetary profit, but money makes it possible for them to do the wonderful things they do for their members and others in society.

The Satisfaction of Contributing

Selling an idea to your client or business is profitable in terms of emotional currency. All people in sales know how emotionally rewarding it is not only to see sales goals reached or exceeded (and thus knowing they are contributing to the health of the company), but to see their goods and services being used and helping people.


Quality or Brand

Some people buy because of the perceived quality of the product or service. Their main priority is to get good quality, and money does not play an important part in closing the deal. The currency of brand is very strong, especially among certain demographic groups. For example, a young person may buy only a certain brand of athletic shoe because he believes that when he’s wearing these particular shoes, he’ll do better in sports. A woman who loves home entertainment toys may do extensive research and realize that she wants the very best. She’s willing to spend as much money as it takes to get what she feels is the best.

Knowledge, Validation, and Satisfaction

Going the extra mile and getting an advanced academic degree is profitable and yields further benefits in the form of increased credibility and higher salaries. People who do volunteer work often do it out of a personal passion for a particular association or cause because of their own experiences that have led them to want to help others. For example, people who have watched family members suffer from a particular disease may feel strongly about helping to find a cure or to provide support to other people going through the same thing. Parents who invest in their children’s education and emotional stability with their time, love, and respect may consider their profit to be the feelings of peace and joy they get.

Helping Other People Sell

The best way to start a relationship with a prospect and to maintain a strong relationship with existing customers is to introduce people who you think can use each other’s services. The more you help others to succeed, the more successful you will become. When you genuinely help others to become successful, they will look for ways to help you in turn. This is an ideal referral system.

This system is known as networking. For sales professionals, networking means making it a priority to meet and talk with as many people as possible. This includes people you come into contact with in person, on the phone, and through e-mail.
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 A smile is an instant networking tool—it helps put you and the other person at ease and be more receptive to conversation. Your ability to sell is based on the quality of the relationship that you establish with a potential customer. Most people are more forthcoming with information if they feel that the sales rep they’re talking to is friendly.



Networking also involves introducing one group of people to another. The best and most comfortable way to do this is over a meal. At breakfast, most people are emotionally present to listen and may have more energy than at other times of the day. From a psychological point of view, morning is a prime time for gatherings of small groups with only a few people present. This way you don’t bombard their morning with loudness and too many conversations to follow easily.

Lunch is a good time of the day to introduce several people at once. From a psychological point of view, most people have gotten in several hours of work and interacting with others by that point, and they’re in a “busier” mode than during breakfast.

Dinners are similar to breakfasts in that they require a less noisy environment and should demand less energy of everyone present. People are tired and looking for an opportunity to unwind. They are usually emotionally available, if you can work within this framework. Try to choose a restaurant that serves lighter food, as you do not want your attendees to fall asleep after eating a heavy meal.

Throwing parties allows you to introduce a number of people to each other from several different industries and walks of life who may not ordinarily meet one another. It does not matter whether the party is small or large. The important point to remember at parties is to keep a sharp eye out for anyone not interacting or who looks bored. Giving parties is real work, but “profitable” as well, because you can build valuable and lasting business relationships with individuals whom you may not otherwise have had much contact with.

Affiliation programs are widely used online for networking. These allow you to point your customers to other people who might be able to offer something to them. It’s an easy way to make a referral. If you have a Web site, then you have the opportunity to provide links to the Web sites of other sales professionals you admire and respect for their expertise and professionalism. You can create a “Resource” section on your Web site or brochure where you list your affiliates.

Giving oral or written testimonials of positive experiences with other sales professionals is another form of networking. No amount of paid advertising is as influential as word-of-mouth advertising such as testimonials. Successful sales professionals understand the importance of keeping clients happy and asking for a comment or a letter that they can use in their advertising, on their Web sites, and in their brochures.
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Be careful with alcohol during networking sessions. Having a glass of wine with dinner may be appropriate, but don’t encourage alcohol consumption among your guests or overindulge yourself. This is a business meeting for you, and being drunk or even a little tipsy can lose you the sale and the customer.



Engaging Your Prospect

It is important to engage your prospect. You want your prospect to ask for more information. You know you have a good “grab” when your prospect says, “Tell me more; I may be in need of your services,” or “Tell me more about that. It sounds interesting.” Now you’re ready to move forward with building a genuine and trusting relationship with your sales prospect.

When communicating your sales pitch, there are two areas to focus on: verbal and nonverbal communication. Verbal communication is the actual words you use. Nonverbal communication is communicated more subtly, by body language. In effect, body language is how you say the words—including making eye contact, using hand gestures, the position of your body, the tone and pitch of your voice, and so on. (You’ll read more on nonverbal communication in Chapter 14.)

[image: ]


If what you say is inconsistent with how you say it, the other person will believe the nonverbal communication 80 percent of the time. If you say you want to help a prospect make a purchase but you have a negative attitude toward the person, he or she is more likely to react to your nonverbal communication and respond by not buying.



Are you speaking with enthusiasm? With genuineness? Or are you just saying the words because they’re what you’re supposed to be saying? All of these nonverbal communication factors can be picked up very clearly by your prospect. Don’t believe it? Consider this: In most cases when you call someone on the phone whom you know well, you can detect enthusiasm, boredom, stress, or hurriedness in their “hello.” So can your sales prospect.

Highlight Your Uniqueness

What differentiates you from your competitors? This is one of the most important areas to develop and then focus on in your sales career. The answer to this important question will help establish you as an expert in your area. It gives you the edge in your field or in your office. Everyone’s uniqueness can be differentiated, just as fingerprints are easily identifiable although everyone’s hands look similar. Finding your sales rep fingerprint will give you an advantage over your competitors.

Reinforce Your Brand

There are many ways to reinforce your brand and highlight your uniqueness. One of the most important aspects of reinforcing your brand is to establish a “look” that is instantly identifiable as yours. Use the same logo, colors, and style for all of your supporting material, such as business cards, stationery, Web site, and blog. You want to give your prospect and customer the opportunity to get to know you and become familiar with you outside the selling process—your external look and feel is your brand. When you see the Coca-Cola logo you instantly know and recognize the brand as something familiar, even if you don’t drink Coke. That is branding.

Communicate How You Can Help Solve a Problem

People buy things because they feel a particular product or service will help them solve a problem. (Why people love to buy is explored in detail in Chapter 11.) It’s all about WIIFM: What’s In It For Me? On occasion, a buyer may make a purchase to help you out, but those occasions are very rare. Come up with a ten- to thirty-second spot that tells the prospect upfront how you can help to solve one of his or her problems.

Reflect Your Genuineness and Passion

It is important to love what you are doing and really believe in what you are selling. If you are only selling half-heartedly, no amount of guidance or positive thinking can help you be a top producer. So much of what makes a great salesperson is having a genuine passion for what you’re selling. In other words, you fully believe in the benefits and want to be selling it.

Here are a few sample sales introductions that take ten seconds or less to convey:


	Daniel, a musician: “I play music that brings you to a place of reflection, calm, and magic. I do this for parties, for performances, and on my CDs. I also teach this magical music to children and adults.”

	Lydia, a stockbroker: “I help busy people make more money in an industry that over the last ten years has averaged a return of over ten percent.”

	
Jim, an insurance agent: “I help you keep your hard-earned money and help you make money while you sleep.”

	Moe, a real estate investor: “I help you own and afford a piece of the American Dream.”



When do you use these short sales pitches? Any time you get a chance. You may need to develop a few slightly different sales pitches that you can use in different mediums. Look for places you can promote yourself and your product. Some of the areas to think about are:


	In conversation when someone asks what you do (whether it’s in a business or social setting)

	In a tagline for your brand

	In magazine, newspaper, or journal articles that you write

	In credits of interviews that you give

	On your Web site

	On your blog

	In your e-zine



If you listen to the radio or watch television, you will find that they often give “sound bites” of upcoming news stories. These sound bites are developed and used to create interest among the listeners or viewers to keep them tuned in to hear the full story and get the rest of the information. This is the same thing you want to do with your short sales pitch. Your sound bite or sales pitch may need to be slightly retooled for social and business situations, but always be thinking of how you can spark interest in what you’re selling.
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Chapter 2

Preparing Yourself in Sales

Some people may be born to sell, but most great salespeople must still take the time to prepare specific strategies for selling their products or services. You may wish for a magic wand to wave through the air that will increase your sales and keep a steady stream of customers coming down the pipeline. Unfortunately, no magic wand does this. There are, however, effective preparation skills you can practice to build a successful business in sales.

Building Credibility and Income

The more focused and committed you are to building your business, the more you will hone the skills you need to make it work. These eight tips and tricks are just as appropriate for top producers as they are for beginners. The primary difference is that the top sales producers follow these techniques all the time, and most have created detailed systems for following up on them daily.

You Are Selling You

An ice cream company once thought its increased sales were due to hot weather, until it realized its bestselling store was in Anchorage, Alaska. Said the CEO, “We thought it was sunshine or warm weather that sold ice cream, but we found it’s just the right people.”
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