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A sign in countless sales offices reads:


“Until someone sells something, nothing happens.”

This book is dedicated to the millions of salespeople


who make something happen and on whom our economy


and prosperity depend.
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HOT PROSPECTS






BOOK ONE

The Good Way to Prospect










A Working Book



This is a book for salespeople, sales managers, and business owners who want to improve their sales results in today’s changed sales environment.

Make no mistake: we are in a new sales era. This era officially began in July 2003, when the “Do Not Call” Registry was implemented by the Federal Trade Commission.* While it is still possible to call people at home, when tens of millions of people flocked to sign up, they told sales professionals and their management teams in no uncertain terms: Do Not Call Me at Home! If you listen carefully, they really don’t want you calling them unsolicited at work, either.

Part of my intent with this book is to help you work through these challenges and achieve sales success despite the anticontact movement currently under way.

This is not a motivational book. I don’t have parables about mice moving cheese. These fables might make you feel good for a few hours or days, and there is a time and a place for these, but not here. If you want one of the “feel good” books, log on to Amazon, search for “Motivational,” and you’ll find more than fifty-five thousand choices.

This is a working book.

You don’t improve your skill just by reading about techniques and ideas. You improve it by working at it; hence the idea that this is a working book.

Now, let’s get to work.

This is really more than a book. On the website at www.hotprospectsbook.com, you will find supplemental documents and resources to help you build your business to the next level.

How about:
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To gain access to the website, follow the registration procedure at www.hotprospectsbook.com.

Once you register and fill out your data sheet, the letters you download will be customized with all of your information: your name, your company, your phone number, your address. Save them to your hard drive, and you can go to work, undoubtedly with a little editing on your part. The same goes for the scripts. Instead of “This is FNAME LNAME with COMPANY NAME,” it will say, “This is Barb Barking with the Acme Company here in Cleveland.”

Use the letter templates to help you develop powerful letters, faxes, and emails.

The web resources page will direct you to our current recommended web pages, which will help you get your job done better and faster.

The sales profile is a complete set of documents to help you build your own extremely powerful sales profile.

I have buried passwords throughout the pages of this book. Each chapter has its own password to access the chapter-specific content on the website. There is also a master password that gives you access to the site itself. When you register on the website for the first time, you will be able to create the master password.

The passwords in this book are not boldfaced, boxed, or otherwise set off. They are just part of the text. You have to read the book to find them.

See what I mean about this being a working book?

You’re working already.
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Hot Prospects

A Millionaire Sales Strategy




Suppose your goal is to become a millionaire—an objective already achieved by countless small-business owners and savvy sales professionals.

According to Tom Stanley, a millionaire himself and author of The Millionaire Next Door, 32 percent of millionaires are business owners; 16 percent are corporate executives; 10 percent are attorneys; and 9 percent are physicians. The rest are accountants, sales professionals, engineers, professors, etc. Stanley notes, “A disproportionately high percentage of millionaires, multimillionaires, and decamillionaires are self-employed business owners and entrepreneurs or self-employed professionals.”

Since others have done it, why not you? (If this is not your goal, gently slide this book back on the shelf and order a copy of Your Retirement: Scraping By on Social Security.)

Okay. You’re still with me. You are not buying Scraping By….

Obviously, the reason you struck out on your own as a business owner or sales professional is that you want a measure of success beyond what you can achieve as an office worker. While you may not have current plans to retire immediately, and hopefully you enjoy what you do, sooner or later you will either hang it up or slow it down. Wouldn’t it be nice to have the freedom to choose how and where you will live and be able to maintain the lifestyle to which you’ve now grown accustomed?

To accomplish this goal, you must implement three broad strategies:


	Make more money (which means make more sales).

	Control spending.

	Invest your surplus wisely and systematically.



Make it. Save it. Grow it.

This book is about making it.

If you are in sales, this book is for you.

If you manage salespeople, this book is for you.

If you own a business that employs salespeople, once again, this book is for you.

I will focus mainly on sales success in this book. But first I want to say a word about saving money and growing it.

In his book The Automatic Millionaire, David Bach—a client of mine before he became the bestselling author of Smart Women Finish Rich—created a plan almost anyone can use to create a seven-figure net worth. I suggest you read The Automatic Millionaire and consider it as a companion volume to this book. What’s the point of making it if you don’t invest and grow it correctly?

Reading The Automatic Millionaire, you will discover two related factors working against you: time and the amount you invest.

If you start early, create the surplus, and then systematically invest, you will make it. But start late—as many readers are painfully aware—and it’s tougher, a lot tougher. You have to make and invest a lot more. Otherwise, Scraping By on Social Security will be your companion volume in the last third of your life.

If you are a late bloomer, you need to make a lot more money so you can save and invest it. You should probably start with David Bach’s Start Late/Finish Rich.

START WITH A DOUBLE

My goal for this book is help you double your business.

Pie in the sky?

Hardly. In the past twenty years, the professional staff at my company, Bill Good Marketing, and I have coached countless salespeople to and beyond—way beyond—a double. Some liked the “double” goal so much that they repeated it a third time and some even a fourth. The success we have enjoyed has allowed us to confidently position ourselves as “number one in sales and marketing systems in the financial services industry.” If you question what I just said, and if you have a financial planner or broker, just ask him or her, “Do you know Bill Good?” The answer will be “Yes.” While we have achieved that top position in financial services, the sales market in countless other industries is not all that different. My more than twenty-five years of knowledge and experience in financial services are applicable to any sales professional or business owner who has a decent size market, sells a relatively high-priced product or service, and needs more clients and prospects.

The ideas in this book are the foundation for a product we have sold since 1986. I immodestly named it the Bill Good Marketing System. We position it as a computer-based, client-marketing, prospecting, and office-management system. I designed it for companies whose product is relatively expensive and therefore must be sold. It would not be appropriate for a dry cleaner or a hardware store. The primary products or services must be sold as opposed to bought (as through a retail store).

Its mission: to enable our clients to create the time and money to pursue other goals in life.

Reflect for a moment on what you want to accomplish. Whatever you desire requires time and probably money. Time and money sit on opposite ends of an energy spectrum. To accomplish your important goals, you might need more time. You might need more money. Most likely you need some of both.

Our system and the ideas in this book are dedicated to helping you double your income or work half as much with the obvious understanding that there are countless waypoints between these two goals.

The mission is ours; the goal is yours.

YOU ARE NOT A FINANCIAL ADVISER; DOES THIS APPLY TO YOU?

Challenges with marketing, prospecting, selling, and organizing are common to most companies.

While I am not and never will be a financial adviser or planner, I learned most of my craft in that industry. Whether you are in financial services, commercial real estate, or run the sales and catering division of a hotel, the skills are all essentially the same.

Although Bill Good Marketing is not a financial planning firm, internally we use the same tools we teach financial planners, and these are the same tools you need.

Same skills, different market.

Although many of the examples I use are from financial services, don’t even think for a second that these examples may not fit you perfectly.

While I’ve worked mostly in the financial services industry, the methods I use have been applied to people as far from financial services as you can get. We have had stunning success stories from people in software sales, real estate, auto sales, and even a stay-at-home mom who was able to employ some of the same techniques from my first book and get her income to the point where she could stay at home and live well.

Years of experience have taught me that if you implement the strategies outlined in this book, you can double your income in two to three years. If you keep spending under control and invest systematically, time will be on your side.

So if having a great career, building a wonderful business, and retiring well-off are what you see for yourself, you have come to the right place to learn “The Good Way.”

THE FORK IN THE ROAD

What is our strategy to help you increase your sales and income?

Yogi Berra once said, “When you come to a fork in the road, take it.”

You are there now, at the proverbial fork in the road.

One fork we could take leads to the hilltop, a fortified castle called “power selling.” Take that route, eat bowls of rusty nails each morning, and each day ride out and close the sale.

The other fork takes you to a township of “hot prospects.”

This route focuses on getting you in front of more hot prospects. I will give you an exact definition of this term later, but you know hot prospects. You live for them. With hot prospects, you don’t really need all that “power selling, champion closing, dynamic” blah blah blah preached so passionately by countless sales trainers.

Perhaps there is a time and a place for power selling. But in this book we will be taking the other fork in the road, toward the township of hot prospects.

THE ROUTE TO POWER SELLING

In my sarcastic rejection of the trip to power selling, I exaggerated a bit. Now let’s tell the truth.

Selling skills—the ability to create desire to have the benefits of your product—and closing skills—the ability to get people to make a decision about buying your product—are vital to success as a sales professional.

From my experience, a “newbie” salesperson learns to sell quickly (or doesn’t get it at all). Within the first couple of years, he or she must learn presentation skills, how to handle objections, and how to close.

By failing to master these vital skills, the new salesperson takes a sharp detour off the road to sales success and winds up thrashing around in the jungle of employment opportunities elsewhere. Sometimes one takes this cutoff voluntarily, but oftentimes not.

Without selling skills, there is no sales career. However, once the newbie gets it, and the selling skills improve, the increase in commissions will only be incremental. You won’t get a two-to-three-year double just because you have merely improved your selling skills. And we’re not interested in incremental improvements.

We’re interested in quantum leaps.

The first jump comes from mastering the skills that will help you create more and better prospects.

I will assume that your selling skills, while always capable of improvement, are adequate enough that you can persuade a decent percent of the people you talk with to buy your product.

The goal, however, is more hot prospects.

This translates to closing more and bigger sales, and doing it faster.

More. Bigger. Faster. That’s our mission.
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The Old Way vs. the Good Way


The lack of money is the root of all evil.

—Bill Good, age nine







Until this very moment, you were not aware that I, Bill Good, am the creator of many of the world’s most famous statements. In some cases, just for fun, such as the above statement, I took an earlier famous statement of mine and reversed it. For many, discovering the origins of my famous statements can be a “bitter pill to swallow” (also one of mine). To make this enlightenment easier, I will gently reveal the escapades that prompted me to make many of the statements you thought were probably made by others, perhaps Ben Franklin or even Shakespeare.

The origins of the above statement began with “Money is the root of all evil.” This was first uttered by me at about age seven, during a brief socialist period, when my then five-year-old brother was routinely beating up a neighborhood kid who kept stealing his lunch money. After one bare-knuckle round was over, I commented, “Ed, that just shows you that money is the root of all evil. If we lived with no money, people would not fight.” Well, someone overheard it, mentioned it to someone else, and within months it was worldwide.

About a year later, when my statement was already worldwide, my third-grade teacher instructed me to write an essay on “Money is the root of all evil.” I was out of my brief socialist phase. So in thinking through this, I realized that without money I could not buy a new bicycle or clothes from some store other than Sears, where my dad got a 10 percent discount. Sears was not a cool place for a fashion-conscious boy to buy stuff.

So in my paper I wrote:

“The statement ‘Money is the root of all evil’ was obviously written by a wealthy person who wanted to discourage others so he could have it all. The truth is that the lack of money is the root of all evil.”

My teacher must have mentioned my statement at a faculty meeting, because by the time I was thirteen, it, too, became known worldwide.

From ages seven to thirteen I was, frankly, precocious. Many of my comments on life were even made into advertising or political slogans. I never received credit or money. By age fourteen I realized that others were profiting from my commentaries, and so I shut up for a long time. With the publication of my first book, I decided to come out of the closet of anonymity and accept the credit for these statements. You will find many of my other statements in Bartlett’s Familiar Quotations.

Look in the author section under “Anon.”



You came into sales to sell, but it’s not working out that well.

Perhaps you wanted to be a financial adviser and help people make their fortune (as well as your own, of course). You probably didn’t think that most of your time would be spent searching endlessly for people with money. And worse, you had no idea that people with money wouldn’t welcome your call, at least those few who haven’t already signed up for the “Do Not Call” list. After all, you have ideas that should help people with money get a better return on their investments than they currently enjoy.

Or perhaps you sell business equipment. You have a degree in business and an outgoing personality, so you were drafted for sales. You would be taking home much bigger checks if only you had more face time.

Or you sell life insurance. If you can help one or two families each month protect their assets and provide for their families, you could make a very good living in the process. You found out in a hurry that most people don’t want to talk to a life insurance agent. Not even in your most pessimistic brooding about your future did you realize it could be as bad as it really is.

The problem was driven home at your spouse’s company Christmas party. You had been warned not to talk business, but in the back of your mind, you had an idea that people would at least want to know about some of the new life insurance products on the market.

Drink in hand, you bided your time. Then, as expected, someone asked what you did for a living.

“I’m a life insurance agent.”

You might as well have said, “I stir the waste products at the sewage plant.” The room couldn’t have emptied out any faster.

Now, you certainly didn’t come into sales to frighten or offend people.

THE PROBLEM WITH SALES IS PROSPECTING!

Where did all the prospects go? Are there just too many salespeople? Did something happen to scare them off?

Even worse than the shortage of prospects is that the longer you’ve been in sales, the more you hate prospecting. Why? They turn you down, reject you. Because they reject you, and because prospects are so hard to come by, you try harder and harder. And the harder you try, the more scared they get and the more you fail.

The major problem in sales is not really a problem with sales. It’s a prospecting problem. The problem is scarcity. Most salespeople think there are not enough good prospects.

The reason you are reading this book is that you don’t have enough prospects. If you had all you could handle, you certainly wouldn’t be looking at a book on prospecting. Yes, I am very well aware that 99 percent of the salespeople in this country believe that rejection is the biggest problem. But that’s not it. If you really believed that there were enough prospects for you to talk to, would you really care if some jerk hung up on you? Of course not. You’d move on to the next prospect. But since you and most other salespeople believe—consciously or subconsciously—that prospects are scarce, then rejection threatens survival. And that hurts.

Rejection is not the problem in sales. Nor is closing, a lack of product or service knowledge, too high a price, the “competition,” or poor company advertising. The problem is scarcity of prospects. We live in a country of more than 300 million people. How can prospects be scarce?

In Julius Caesar, Shakespeare says, “The fault, dear Brutus, is not in our stars, but in ourselves, that we are underlings.”

I say, “The reason for a scarcity of prospects lies not in the market but in our method.” And that method is the one I call the Old Way.

THE OLD WAY OF SELLING

Every sales trainer I’ve ever had, plus all the books read and lectures heard, have focused on overcoming objections and on closing. J. Douglas Edwards, perhaps the best of what I call the Old Way trainers, preached that “half of your sales will be made after the prospect has said no six times.”

In writing this book, I did a Google search for “overcoming objections.” This particular Google search turned up 78,300 hits. I found this gem in the November 18, 2002, edition of The Business Journal, whose masthead says, “Serving Jacksonville and Northeast Florida”:

“Psst—hey—com’ere. I’ve got a secret to tell you. Sometimes prospects will stall you, sometimes they will lie to you, sometimes they won’t tell you the real reason they won’t purchase. When a prospect gives you some lame excuse (stall) about why they won’t buy now, he’s really saying, ‘not yet.’”

At www.entrepreneur.com, in “Overcoming Objections,” March 27, 2003, we find these treasures:

“The prospect wants to say yes, but has limited funds.”

Hmmm. What if the prospect actually wanted to say no?

“The prospect doesn’t understand what you’re saying.”

Really? What if she does?

“The prospect has a difficult time making decisions, large or small. You have to help her decide.”

Perhaps the prospect has in fact made a decision.

If we switch over to Amazon’s search engine www.a9.com and search the text of books currently for sale, we find 535 books that include a discussion of “overcoming objections.”

Regrettably, the Old Way is alive and well.

Concentration on closing and overcoming objections has defined a lifestyle for countless millions of salespeople.

This is not another book in that tradition, but I do think we should spend a few minutes highlighting the Old Way. Then you will understand what my system is not.

A wise young friend of mine named Bryan said, “It’s just as important to know what you don’t want as it is to know what you do want. Then you’ll know what not to do in life.” (Hey, I only hung out with smart kids.)

OLD WAY TEACHINGS

If you have been around sales more than one day, I am certain you have heard one or more versions of the three principles summarized below. I personally have no idea where I first heard them and doubt if anyone should be given credit. Here are the philosophical foundations of the Old Way.


	All buyers are liars. (Think I’m kidding? Do a Google search for “buyers are liars.”)

	Don’t believe the prospect until he or she has said no three, six, twelve, or twenty-seven times.

	Every no gets you that much closer to a yes.



As you can well imagine, if you believe these principles, they will affect the way you live. If you sell insurance, when you receive what the prospect thinks is a final no, you will press ahead anyway, thinking you are that much closer to a yes. If you are a financial adviser or planner and the prospect tells you he doesn’t have any money now, you won’t believe him but will charge forward anyway, ruining the prospect’s day and your own when the prospect tells you which portion of the anatomy should receive your offer.

Most Old Way salespeople, consciously or otherwise, believe and act as if there is a war between buyer and seller. Your job as seller is to win! “We Shall Overcome” was not just the theme song of the civil rights movement. It’s a song the sales movement has been singing for generations. It’s one reason your approach usually isn’t welcome. Too many generations of prospects have been overcome.

APPLYING OLD WAY PRINCIPLES

If you work in insurance, real estate, most financial services (except, of course, where my company does the training!), appliances, automobiles, or just about anything else, you have most likely been trained in the Old Way—if you have had any training at all. If you have had no formal training, you’ve still received the Old Way message. Like a powerful undertow, whenever you put a toe in the sales water, it’s tugging on you.

Let’s assume, for the sake of argument, that you are a salesperson in a financial services company. Perhaps you sell mutual funds and insurance. As I am sure you will recognize, the yarn I’m going to spin for you is all too typical. If you don’t recognize yourself as the key player, I’m sure you know someone to whom this applies.

Assume you are fairly new in the business. Since you don’t have any customers and therefore nothing else to do, it is abundantly clear that you have to prospect. Since you don’t have much money to invest in mailings or seminars, you spend at least five hours a day on the phone. You would much rather wait for someone to call you or at least be provided with twenty or thirty direct-mail leads each week. But—as you quickly learn to your dismay—it doesn’t work that way. Instead you decide to take the plunge one day when no one is listening. You sit down at your phone and start calling dentists, because after all they are people with money, right? After a half hour of struggling with receptionists, Dr. Jones answers his own phone. (As you know, this rarely occurs.)

Now, you happen to know that Dr. Jones has a huge practice. He and his spouse, Dr. Smith-Jones, drive his-and-hers Mercedes. This couple would, of course, be highly desirable customers.

Here’s how the usual conversation goes:


YOU: [Ring, ring.]

DR. JONES: Hello.

YOU: May I speak with Dr. Jones please?

DR. JONES: Speaking.

YOU: Dr. Jones, this is Fred Smithers with Beam of Light Financial Services—

DR. JONES [interrupting]: Excuse me, but I am really not interested.



Before continuing with this now classic conversation, let’s review your Old Way training.

First, you will undoubtedly have been trained to persist. In sales school, you probably heard countless anecdotes about how various superstar salespeople (also called “champions”) have persisted and triumphantly returned with the prized order. In addition, your sales manager or your peers will have surely relayed some or all of these Old Way gems of wisdom:


	“No is a stepping stone on the way to yes.”

	“No means yes later.”

	“No is simply a misunderstanding by the prospect and is just a way of saying that he or she requires additional information.”



With these philosophical pearls jangling loose in your purse or pocket, let’s pick up on your conversation with Dr. Jones, who was saying:


DR. JONES: I am really not interested.

YOU: Of course you’re not interested. If you had been interested, you would have called me, right?

DR. JONES [angrily]: I guess I would, but I didn’t. So what does that tell you?

YOU: I understand you are not interested, Doctor. But let me just ask you this: what are you not interested in?

DR. JONES: I’m not interested in you. I’m not interested in Beam of Light Financial Services. But I’m very interested in getting back to my patients. I’m busy.

YOU: I understand you’re busy. I find that most of my clients are busy, and it’s for that reason that—

DR. JONES: [Click. Dial tone.]

YOU: [Sigh] [Addressing room at large] I wonder what I did wrong?



From the Old Way point of view, you certainly must have done something wrong. Weakness? Wimpy tone in voice? Failure to persist? Insufficient goal orientation? Bad phone breath? Sadly, you recall the words of Old Way trainer J. Douglas Edwards, who said that half of your sales will be made after the prospect has said no six times. So sitting there with a long face and a fly buzzing obnoxiously about the pizza crust on the table, you reflect on the magic number six.

“If only I could have gotten Dr. Jones to say no six times,” you say to the fly, “I might have gotten his business. But,” you say to the coffee cup with bits of creamer curdling on the surface, “Rome wasn’t built in a day.” (My statement, of course.)

And so you grind through another eight or twelve calls, and not one sale or appointment do you get. At the end of an hour, you feel as if you have been passed back and forth through a paper shredder. You’re tired and discouraged.

Walking toward the door, you turn and make a rude gesture at a Post-it note on your phone reminding you to call Dr. Jones tomorrow and grind a few more nos out of him.

As you lock up, a terrible thought strikes. There was that videotape you saw in training. What was it the trainer said? Was it: “Don’t believe the prospect until he has said no twenty-seven times”? It couldn’t have been!

Poor you. You couldn’t get Dr. Jones to say it even six times.

WHAT A WAY TO MAKE A LIVING!

I submit that the Old Way is one hell of a way to make a living. If you happen to be brand-new to sales and think I exaggerate that people are trained this way, go out and pick up most any sales book or attend a sales meeting almost anywhere.

If you would like to conduct your own tests of Old Way methods, by all means verify the following:


	It is very hard on the salesperson. If you don’t already hate prospecting, you probably will shortly by sticking to Old Way methods.

	It is very hard on prospects. Why do you think the room empties out when a life insurance agent introduces himself? It’s not the product. The product is really just a contract to deliver a known amount of money at an unknown future date. The problem is the sales method. After decades of nail-pulling selling skills, people have finally come to believe that a session with a life insurance agent will be unpleasant. And so it is.



But lest you think that this approach to sales is entirely without redeeming social value, it did serve its purpose at an earlier time in this nation’s history. Undoubtedly it came of age in an era in which the old-time peddler could not make more than one call a day or even in a week. And in the old days, if you didn’t sell on that one call, you didn’t eat.

Today we live in an entirely different era of sales. Instead of being limited to one call a day, by using web conferencing software you can make a sales presentation in Bangor, Maine, at 9:00 AM and in Boca Raton an hour later. You can cover more territory by phone calls, letters, faxes, and emails in an hour than the old-time salesperson could in a month. In seconds you can blast out an email broadcast to prequalified clients and prospects. While you are wrapping up a sale or setting up an appointment, your personal computer can be cranking out twelve letters a minute. And who knows how many people can check your latest price quote on your company’s web page?

It is a different world. And yet unfortunately, somehow, the old methods still persist.

This book is most definitely not about this Old Way style of selling.

It’s about what I’ll immodestly call the Good Way.

THE GOOD WAY

The system of prospecting that I’m going to outline relies on three very basic assumptions:

The first assumption is that your product or service is sold, not bought. Millions and millions of people are obviously prospects for Frosted Flakes. But they don’t get a personal sales presentation when they stroll down the cereal aisle. However, most people don’t buy cars, financial services, real estate, insurance, computer systems, office products, or machinery often enough to buy these products without some help. Your job is to help people who might need complicated, sophisticated, or often expensive products, and for that, you need sales leads.

The second assumption is that there are enough prospects in your market area who are interested and qualified today to make it worthwhile to look for them and ignore the rest.

Let’s take a close look at “enough.” What would be “enough”? At least a few hundred. Suppose you sell promotional items to movie studios and there are less than a hundred of these. You would use a different strategy than I’m suggesting here. Each prospect is too valuable to take a chance losing.

By “interested” I mean interested. Ask a child, “Are you interested in ice cream?” The child’s yes is the one I’m talking about. Ask the child, “Are you interested in going into the backyard and weeding the garden?” That no is the one that Old Way salespeople grind away on in their misguided efforts to convince the child that there is some remote benefit in weeding the garden.

By “qualified” I mean “has the capability to buy now.” Your definition of being qualified will, of course, be different from mine.

Unless you have an extremely limited market, you can develop a simple way to look for those who are interested and qualified now. That’s what a good part of this book is all about.

As you will see, in this book we’re going to assume you don’t have any customers. You don’t know anyone. You’ve been thrown into a territory or a job, and it is gladiator-style fight or flight. (Mine, age eight.) You will use direct mail, web registration, phone, or some form of direct-response advertising to generate that lead.

There are ways to prospect other than those I will outline here. I’m referring, of course, to “relationship marketing,” and it’s clearly the subject of another book.

But now we’re going to assume you are flying blind, that there are some people in your marketplace who need your product or service, and that it is possible to find them. You need to know how to find prospects who are interested and qualified now. Later I’ll discuss whether you, the salesperson, should do the prospecting or whether you should get someone else do it for you.

The third and final assumption of the Good Way relies on the basic principle that not all buyers are liars. In fact, we’ll assume the exact opposite; buyers tend to be truth-tellers.

The idea that buyers are liars is the fundamental assumption on which the Old Way is based. Old Way practitioners believe that if someone tells you they’re not interested, what they really mean is “I need additional information.” Or when buyers tell you “I don’t have any money,” what they really mean is “I don’t have any money for that idea, but if you come up with another idea, of course I could raise the money.”

I call this “translating English into English.” And it assumes the prospect doesn’t know his own mind or is spinning a lie.

If you treat people as if they are lying or don’t know their own mind, you shouldn’t be surprised if they don’t respond well to your sales message. Undoubtedly, many people will lie to you, will create a smoke screen to tell you they’re not interested when they are, or will rely on some other subterfuge to mislead you. Yes, their lies and smoke screens can be penetrated by Old Way selling. But do you want a customer list full of liars?

Remember the Golden Rule: do unto others as you would have them do unto you. Treat other people how you want to be treated. This rule works. It’s been time-tested a lot longer than the Good Way. The Old Way ignores the Golden Rule.

You can build a selling system on one of two assumptions. First, you can assume, along with the prophets of the Old Way, that buyers are indeed liars. If you make that assumption, you must follow it with all of the various techniques to overcome opposition. You must be prepared to suffer endless rejection, and you must continue the endless process of translating English into English.

Or you can shed the Old Way and join the Good Way and make life almost infinitely easier.

THE GOOD WAY CAN CHANGE YOUR SELLING LIFE

How you will live your sales life is about to change.

Remember Dr. Jones, who got the call from Beam of Light Financial Services? Here’s how a practitioner of the Good Way would have handled it.


YOU: May I speak with Dr. Jones please?

DR. JONES: Speaking.

YOU: Dr. Jones, this is Fred Smithers with Beam of Light Financial Services—

DR. JONES [interrupting]: Excuse me, but I am really not interested.

YOU: Thankyouverymuch for your time. Have a great day. [Click. Dial tone.]



Thankyouverymuch, uttered as a single word, becomes the modern equivalent of Hi-yo Silver as you disappear into the electronic sunset of the telephone system in search of another prospect.

So let’s abandon the Old Way and its tired, old methods and go in search of the Good Way.

You have been spending a lot of time and money on the Old Way, applying old philosophies of “throwing good money after bad.” (Mine, perhaps one of my most inspired.)

But now it’s time to adopt the Good Way of prospecting and “pick the cherries, not the pits!” Following this method, you will only throw good money after more good money.

Thankyouverymuch; it will be worth your time.
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The Three Phases of Selling


The more things change, the more they remain the same.

—Bill Good, age eleven







On the face of it, this is an absurd statement. But when you understand its origin, you will see how it can be effectively used.

Beginning at about age seven, I was considered a slob, at least by my very proper, neat, orderly, Southern-raised mother. According to her, my slobbiness kept getting worse, not better. One day when I was eleven, she ordered me to clean up my sty, as she called my room. I was greatly annoyed by this order because I knew exactly where everything was. Instead of cleaning, I just moved stuff around. Stuff that was under the bed I put on the closet floor, and the stuff from the closet went under the bed.

When she made her inspection, she was furious. “Until you have a place for everything and everything is in its place, you are grounded.”

I knew I had only once chance. “Mother,” I said calmly, “the more things change, the more they remain the same.” I could tell the wheels of her brain got no traction on that one. Of course it was absurd. But she started thinking about it. And then thought and thought and then left my room forgetting, as I had anticipated, to follow through on the grounding, whereupon I just put everything back where it was in the first place. And that is the true origin of yet another famous statement for which I received no credit.

I quote myself here because selling has been around at least since the second-oldest profession. And speaking of change, with this chapter, I am introducing some big changes for your selling life.



A completed sale will go through three phases before it closes:

Lead generation. In this phase, an individual, family group, or company is identified as having some degree of interest and possible qualification.

Once the lead has been generated, it must then be developed.

Lead development. This is the process of taking prospects with some degree of interest and perhaps uncertain qualification to the point where they are ready to seriously discuss purchasing your product.

Once an appointment is set with the salesperson, the sales process has begun.

Sales. In this phase, the salesperson goes through a series of steps intended to increase the prospect’s desire to own the benefits of the product or service and reduce the fear of change. (Now, that’s a really good definition of sales, isn’t it?) When the desire finally seems to outweigh the fear of change, the salesperson ends the selling process with a close. Selling is the process of questioning, educating, persuading, overcoming obstacles, and then finally closing. Sometimes the prospect buys; sometimes not.

For the most part, this book will focus on lead generation and lead development.

LEAD GENERATION

Leads are generated principally from two very broad categories of marketing activity: relationships and mass marketing.

The only relationship marketing most companies undertake is to occasionally harangue their salespeople to ask for referrals. Salespeople, who hate asking for referrals almost more than they hate periodontal surgery, occasionally mutter, “You don’t know anyone I could call, do you?”

This book focuses on marketing to people you don’t know. We’ll use the telephone and direct mail, and show you how both of these tools interact with a website designed for lead generation.

The point here is that lead generation is its own subject, its own skill set. It’s the first part of what is commonly called “prospecting.” Salespeople should not get anywhere near it, as you will see.

Once a lead has been generated, it must be developed.

LEAD DEVELOPMENT

As a rule, people who respond to a lead generation campaign or even those who are referred to you require some period of time getting to know you before they are willing to start the sales process.

These are your “pipeline” prospects.

Your pipeline (hopefully) consists of people who are moving toward a sale. Some pipelines are long. Some are short. “Pipeline time” could be defined as “the average length of time needed from the date of the first contact until a prospect becomes a client.”

The lead developer manages most of the pipeline. The position requires someone with decent product knowledge, good communication skills, and the ability to answer many basic questions. The focal point of lead development is the point at which a lead is ready to be given a sales presentation. The tools that enable a lead developer to accomplish this are an important part of this book.
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