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      Foreword and Acknowledgments

      FIRST, A FEW WORDS ON THIS BOOK'S HISTORY and the purpose of this new edition. Over the decade since this book was first published, it has received positive reviews and has sold quite well. Everything changes, however, including the way that people sell over the telephone. New technologies, improved communication methods, and the Internet have all transformed the way we connect with each other. This book reflects some of the most important of those changes, and I think it will advance your thinking on how to use the telephone more effectively to develop and retain customers. Although the telephone is an everyday part of the business world, it is still seen as an interruption. In fact, the very first stage of growth for a salesperson is that of the “interrupter.” That is to say you, the salesperson, are constantly interrupting people with sales calls. The telephone can be the most intrusive medium of all, since a completed call requires an immediate reaction. With the huge number of voicemails and e-mails that we all receive, it is not surprising that many business people feel overwhelmed by the number of messages they must process during a given day. This book shows you how to cut through all the clutter of today's sales world and create a sense of urgency with each and every one of your telephone contacts.

      In seminars that I conduct, I often hear salespeople say how well a telephone conversation with a prospect went, or how confident they are that a sale will be forthcoming after a single call. A word of caution on this point: If you have not closed the sale on the initial contact, the real test of how well the call went is not whether or not you got through on the first call, but whether or not you will get through on the second or third call. In a telesales environment, prospecting often does not begin with the first “good” call or initial contact; it begins only when you are able to reach the person on the second call. You'll find that basic principle laid out at various points in this book; it's an extremely important point.

      I'd like to take the opportunity here to thank some of the people whose dedication to this project has made it possible. First and foremost, my gratitude goes out to Bob Adams, President of Adams Media Corporation, who has worked with me for the past fifteen years. Without Bob, I probably would not have written my very first book, and I owe him a debt of thanks and gratitude.

      Thanks also go out to Walter Gibbs, who has been my editor for a number of years, and who helped me to succeed even with this publication. It goes without saying that my staff at D.E.I. has helped tremendously by putting together various aspects of this book, specifically Brandon Toropov, Martha Rios, and, especially, Lynne Einleger, Steven Bookbinder, and Michele Reisner.

      As always, thank you Daniele, Jennifer, and Anne.

    

  
    
      

      
      Introduction to the New Edition

      WHEN I WROTE THE FIRST EDITION of this book, D.E.I. Management Group had shown dozens of sales teams in the metropolitan New York City area how to improve their telesales campaigns. We'd gotten results that made us feel quite proud. The book reflected what we'd trained.

      Some years later, when I was asked to prepare a revised second edition, D.E.I. Management Group had shown thousands of sales teams all over the country how to improve their telesales campaigns. We were getting results that even we hadn't expected. (See the case study discussed in Chapter 43.)

      Over the years, we learned a great deal first-hand from salespeople who actually made sales over the telephone for a living. We also refined our own training content for salespeople in all business environments (including people who sold for our own company). We did this by:

      
        	Establishing effective benchmarks for tracking personal sales activity,

        	Identifying, once and for all, the true definition of selling,

        	Determining a strict — but workable — set of criteria for tracking that all-important group of people known as “active prospects,”

        	Implementing the Ledge, a powerful new communication strategy designed to turn around initial negative responses, and

        	Discovering why someone who uses what we have to offer is far more important than any preconceived notions we may have about “closing the sale.”

      

      You will learn about each of these points in the pages that follow. In developing this edition of the book I had two choices. I could:

      
        	Update and revise specific chapters without changing the original volume's basic structure, or

        	Completely rework the text to reflect the new outline of our telesales program, which I believe to be the very best offered by any sales training company anywhere.

      

      Because so much of our training message now relied on the information I've outlined above, and since none of that information was covered in the first edition of this book, I decided to rewrite the book from scratch.

      The result is a considerably longer book, one that draws on a much deeper level of experience than the first edition. This new edition will be of significant practical help to people who make a living by selling over the phone. It features all the key points of the telesales program we've shared with some of the country's biggest and most prestigious companies. To put the matter bluntly: I'm proud that the first book helped so many salespeople — but I'm even prouder of this one.

      I'd love to hear your opinion about what follows. Please share your impressions by writing to me at the address below or by visiting our web site, which is  www.dei-sales.com .

      Stephan Schiffman

      President

      D.E.I. Management Group

      888 7th Avenue, 9th Floor

      New York, NY 10106

      1-800-224-2140
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      Getting Started

      CONGRATULATIONS! SIMPLY BY PICKING UP THIS BOOK, you've automatically set yourself apart from the vast majority of salespeople.

      A few years ago, our company conducted a survey to find out how many salespeople pursue even a minimal professional development strategy. Unbelievably, we found that nine out of every ten salespeople do not even bother to read a sales-related book over the course of a year! What's more, the majority of companies offer little or no formal training whatsoever for their salespeople. For salespeople in general — and for those who must sell over the phone in particular — self-improvement is simply not on the agenda.

      So congratulations are in order. You are part of the elite. By opening this book and beginning to read this chapter, you've taken a major step toward assuming control of your own professional destiny. You've demonstrated that you're interested in improving your performance and your career prospects. You've made it clear that you want to learn more about what works, that you want to get rid of what doesn't, and — perhaps most important of all — that you're determined to change familiar (but unproductive) patterns of selling. My hat is off to you.

      Let me give you a little background about my company, D.E.I. Management Group, and the ideas contained in this book. D.E.I. Management has trained nearly half a million sales reps since 1979. The program you're about to follow has helped countless telesales professionals to improve their sales approach, take control of their numbers, and increase their incomes. It can do the same for you … if you read everything carefully, keep an open mind, execute the to-do items that appear near the end of each chapter, and them implement the program for at least twenty-one days after you complete the book.

      That last part is important. In selling, or anything else, it takes at least twenty-one days of conscious effort to replace less than productive habits with productive ones. If you take the steps I've just laid out, at the end of twenty-one days, you will find that this book has helped you to:

      
        	Develop an effective, personal and professional approach.

        	Turn around negative responses.

        	Secure more sales.

        	Maintain ratios and track your success.

      

      A few more thoughts about this book are in order. We did some research on our audience for this book and found that most salespeople have very little time to spare. We also found that the free time sales professionals do have at their disposal typically tends to come in very small chunks. That's why we designed this book to be an extremely easy read … something you can look at during your coffee break for, say, ten working days, and complete without having to turn your schedule upside down.

      The chapters you'll be encountering are all comparatively short. They're designed to be read in full — and they're also designed to be concise, direct, and to the point. Each incorporates an Action Item near the end of the main text. This is a specific task you need to do in order to get the best possible results from this book. Here comes your first Action Item:

      
        Action Item
      

      Set a target date by which you hope to finish this book.

      Get out your calendar. Mark this date on the calendar, then highlight the next twenty-one calendar days following. Make a commitment before you proceed with this book to execute the ideas that follow for twenty-one days after you've read the final chapter.

      Now that you know what the ground rules are, you're ready to learn what a good sales performance looks like and sounds like, day after day. Guess what? It's not luck, it's not getting the “right breaks,” and it's not having a silver-toned Hollywood voice. In fact, one of the most successful telemarketers I ever met was a first-generation immigrant with an extremely thick accent. She had to struggle throughout her career to make herself understood by the people who answered her calls, but she posted numbers that made everyone sit up and take notice!

      So don't worry about the externals. The key to superior performance over time in telesales is understanding and managing your own activity. Let me illustrate what I mean by walking you through …
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      A Typical Day

      EVEN THOUGH I RUN A GOOD-SIZED BUSINESS, I still pick up the phone myself and sell, day in and day out.

      I don't generally close sales over the phone, but I do initiate most of my new business relationships over the phone. In fact, I make cold calls every day that I'm not training. The telephone is the primary tool I use to generate business. Every single day I'm in the office, I pick up the phone and make fifteen dials; that means I will call fifteen people I have never spoken to before. Now, I realize that's a fairly low number from a telesales standpoint. You may make many more calls over the course of a day, but bear with me. The point is not whether fifteen calls is a lot or a little, but what role those calls play in my own sales plan.

      Out of those fifteen dials, I'll usually complete the call to about seven of those people. In other words, I get through about half the time. Out of those seven completed calls, I will wind up setting one new appointment. (This appointment might be analogous to a scheduled follow-up call in a telesales environment — a call that concludes with both sides agreeing to set aside a specific date and time in order to discuss matters in depth.)

      I do this every single day, so by the end of the week, I will have set up five brand-new appointments. In a typical week, I have eight total appointments — the five new appointments that I've set and three follow-through appointments that have carried over from previous weeks. (In telesales these could be people I'm calling for the second or third time to discuss how we may be able to work together.)

      Out of these eight appointments that I average every week, I will typically make one sale. Now, if I do that every single week of the year and take two weeks for vacation, I will sell something like fifty new accounts.

      It's no coincidence that opening fifty new accounts is my annual sales goal.

      
        Action Item
      

      Identify how many sales you will make over the next nine months if you continue at your current pace and change absolutely nothing.

      Get a blank notebook. (You'll be using this notebook a great deal as you move through the chapters of this book.) Use your past three months' activity as a starting point, and forecast your sales numbers based on what actually happened in your account base over the past ninety days.

      So what does all this mean? It means the reason I make the fifteen calls in the first place is not that I have nothing better to do on a Monday morning. I make the calls in order to generate the fifty sales at the end of the year!

      Now that you have seen an example of the management of daily sales activity and done an initial forecast of your own income, you're ready to …
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      Understand Your Ratios

      DURING MY TELESALES SEMINARS, I usually begin the training session by asking the participants, “Who here has made outbound sales calls over the phone in a previous job?”

      Most of the hands in the room will go up. Then I'll call on one of the people who raised a hand and ask, “On average, how many calls did you make in a given day?”

      It's amazing how similar the responses are from program to program. First, the person called on will say something like, “Well, it's hard to say. It varied; the total calls really depended on what was on my plate that day.” At that point, I remind the person that what I'm looking for is an average —so it's perfectly all right that the numbers vary from day to day!

      Eventually, someone will come up with a number. It might be twenty calls a day, or forty, or fifty, or some other number. Then I'll ask the most important question of all.

      
        “Okay — now why did you make that number of callsin a day?”
      

      At that point, the participant will stare at me in bewilderment, as though I'd suddenly started speaking Swahili. What on earth do I mean, “why” that number of calls? Is it really that bizarre a question?

      Think back on the last telesales job you had. On average, how many calls did you make? How many sales did you close a day? What was the ratio of calls to sales on the average day? In other words, how many calls did it take you to generate a single sale?

      If you didn't know the answer then, wouldn't you like to know the answer now, as it relates to your current job? Think about what happens on the average working day for you. Exactly how many calls will you need to make to close a sale on a given day?

      Why should you bother figuring out the answers to such questions? Because your career depends on these answers! Just as my fifty new accounts depend on my fifteen calls a day, your income goal depends on your own activity and ratios!

      
        Action Item
      

      Make an estimate of your average daily number of dials.

      In your notebook, estimate the average number of times you speak to a decision-maker each day and the average number of sales you close each day. Then determine your ratios. Do you make two dials for every decision-maker you speak to? Do you close one out of every sixteen decision-makers?

      Once you've developed your best estimate of your current ratios, you're ready to begin …
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      Tracking Actual Daily Numbers

      SOME PEOPLE SAY THAT “SALES IS A NUMBERS GAME.” I don't believe that statement tells the whole truth. It encourages too many people to simply “pile up the numbers” without realizing what the various numbers (and corresponding ratios) are telling them. Only by tracking all the relevant numbers and comparing one number to another can we gain any meaningful insights into our own selling process.

      Consistency is one of the keys to telesales success. The only way I know of to guarantee consistency is to know your ratios and act intelligently on what you see there. Why is it so important to monitor your activity in this way? So you can avoid the classic “ups and downs” of the sales cycle. You know what I mean: Good month, okay month, horrible month, good month, okay month, horrible month, and so on.

      Let's look at a typical day in telesales. Consider the case of Bill, one of the managers at my own company. Bill started out in 1983 as a telemarketer. Here's what he had to say about his own early days as a telephone salesperson:
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