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Preface to the 20th Anniversary Edition


I sometimes wonder how salespeople dealt with innovation 100 years ago. Did they see the telegraph and telephone as significant advances that would change the nature of sales? Did they jump on the new technology or were they afraid of it?


In many respects the introduction of the telephone and telegraph more than a century ago aren't really very much different than the introduction of e-mail and faxes in our time.


Both the telegraph and telephone changed the way and the speed with which people communicated, they didn't change what was communicated. The fact is that while the tools of the sales process often changed over the years, the process itself has not. You still have to find and validate prospects. You still have to gather information to figure out what it will take to get your prospects to get up off their, uh, desk chair, and change the way they do business. And then you have to present your findings in a way that convinces them and their colleagues to sign on to whatever product or service you're selling.


Certainly, every once in a while there is some quantum leap in the technology that makes a salesperson's life easier. The laptop computer is a good example. Sales force automation software can be a significant help in keeping track of things.


Cold Calling Techniques


But more often than not, these so-called great leaps forward are more small steps in nature.


Do you remember the excitement about teleconferencing? It was considered Star Wars technology. It would eliminate the burden and expense of travel. Road warriors would be able to spend more time with their families.


Did that happen? Or did this revolutionary Star Wars technology just lead to the Return of the Redeye?


So if nothing has changed, if sales is sales is sales the same way it was twenty years ago, why a new edition?


The most obvious reason is on the back of the old edition. Have you seen my picture? I've gone through high school and college and had a successful career since that was taken.


But also since the last edition we've seen more quantum leaps — i.e. voice mail, e-mail, and the ubiquitous cell phones. One of the things I've noticed is that too many salespeople are making these new devices part of the process instead of using them as tools to speed the process along. You cannot make a cold call on a cell or via e-mail.


So that is why I decided to go with a new and updated edition of this work. As with all the other books in this series, I hope you find it helpful. And if I may paraphrase the late Roy Rogers:


Happy sales to you!




Introduction


A number of years ago, I decided to take some golf lessons from a pro. (At that point, I should mention, I'd been golfing for quite a while, without ever having taken a lesson.)


During my first lesson, the pro showed me the proper grip for the club. It felt a little awkward, and I told him so. But my teacher assured me that the reason the new grip felt awkward was simple: I had been holding the club incorrectly for many years. Once I got used to the right way of doing things, he assured me, the right way of holding the club would feel just as “natural” as the way I had been holding it. And with that, he demonstrated not only the right grip, but also the right swing and follow-through. It was beautiful.


Well, what he had said sounded logical enough, and it was certainly hard to argue with when he showed off that swing. If only I could get my swing to look as fluid, as graceful, and as powerful as my instructor's!


And yet I had a similar feeling of awkwardness when the golf pro showed me how to stand, where to put my feet, and how to swing. It all felt very uncomfortable. But during my lesson, I swung, as instructed, from that awkward position, and I hit the ball many, many times while the golf pro watched me and offered suggestions.


At the end of the lesson, the pro told me to keep practicing exactly as he'd instructed me. If I did, he promised, the new ways of holding the club, standing, and swinging would soon become second nature.


Well, once I got back on my own, I tried to hold the club, and stand, and swing, as the instructor had told me to. But it still felt strange. I found that when I moved my grip to a “more comfortable” position, it just felt better. And when I stood the way I was used to standing, it just felt better. And when I swung the way I was used to swinging, it just felt better.


So I dropped the lessons and went back to playing golf “my way.”


I hit that ball with all my might. I hit it “my way.” I hit it so I was “comfortable.”


And my average score was 150. (By the way, if you're not a golfer, let me just offer a little bit of background information: the higher the score, the worse the golfer. And 150 is an extremely high — that is, bad — score.)


I couldn't understand why nobody wanted to play with me, or why I wasn't getting any better. In fact, I wasted a whole year wondering why my scores were so high.


After a year, I went back to the golf pro. This time, I followed his directions, stuck it out, and practiced the right grip, swing, and follow-through over and over and over again, until they became second nature to me. As the golf pro had promised, the correct way of doing things eventually — and the key word here is “eventually” — became “comfortable.” And my score dropped!


The thing is, I had to drill the right way of swinging until it became comfortable.


Why do I tell you a story about golf in a book about cold calling? Because we all have our “comfortable” ways of doing things: swinging a golf club — following through on the swing — and connecting with people over the telephone.


If we take the time to do what's right — what really works — over and over again, until it becomes second nature, it really will feel comfortable. And it really will deliver the results.


If what you're interested in improving is your golf swing, you should talk to a golf pro. If what you're interested in improving is your phone-prospecting technique, you should read this book.


I say that because we've presented the techniques within these two covers to hundreds of thousands of salespeople in virtually every industry, all over the world, and to just about every kind of sales force. If the aim is to get a face-to-face meeting with someone you haven't talked to before, so you can discuss your product or service and how it might fit into that person's operations, this book shows you how to “hold the club,” how to “swing,” and how to “follow through.”


Even if what I suggest that you do in the following pages feels a little awkward at first, I promise you — it works. The only reason it feels awkward now is that you're not used to it yet! Once you practice it enough, it won't feel awkward at all.


Twenty years ago, when I first came up with the idea for this book, I bought a book that was written by someone who had sold a whole lot of book proposals to publishers. It outlined a system for selling your book idea to a publisher. It broke the system down into simple steps. I followed the steps, even though some of them felt a little awkward at first. The system worked!


Cold Calling Techniques is now entering its sixth edition. It's been translated into over a dozen languages. It's shown up on bestseller lists. It's sold many hundreds of thousands of copies. It's been cited repeatedly as one of the most important sales-related books ever written.


Now, the reason you're reading this book is, I assume, that you want to set more sales appointments. Well, if that's the case, you're in luck. You are holding in your hands a system written by someone who has set a whole lot of sales appointments. This book outlines a system for getting face to face with people to discuss your products and services. It breaks the system down into simple steps. If you follow the steps — the system will work!


Once you begin the book, do yourself a favor. Make a commitment to drill the techniques repeatedly until they become second nature. Don't waste a year — or more! — of your precious time doing the “same old thing” just because it feels more comfortable than trying something new! Do what works … and stick with it. And you will certainly see dramatic improvements in your sales prospecting and your overall income level.


I would love to hear your reactions and results once you have implemented the strategies in this book. Please e-mail me at contactus@dei-sales.com , or call 1-800-224-2140.


Good luck!


Stephan Schiffman


New York City





CHAPTER 1
Cold Calling Is Essential


A famous professor at Harvard Business School once asked his students to name the number one reason that businesses do not succeed. He got all kinds of answers, ranging from bad management and bad programs to bad products, poor concepts, and lack of capital. After reading all their answers he stood before his class and told them that the number one reason businesses fail is … “lack of sales.”


That's it. It's lack of real sales — the work you and I do on the front lines. And if I can't get in the door to see people, I'm not going to sell.


In most selling environments, nothing can happen unless you're able to get that first appointment. No matter how well you sell, if you can't get in the door, if you cannot get an appointment to see somebody, you're not going to sell.


To become a successful salesperson, you have to develop a solid base of prospects. This base will only remain solid if you continue to prospect successfully — and the cold call plays a large part in successful prospecting. Cold calling is the best and most economical way for you to develop prospects on an ongoing basis. This book is devoted to helping you get in front of your prospects in the most efficient, profitable way — and to overcome your number one competitor.


Your Biggest Competitor


Who is your number one competitor? Interestingly enough, you can name every company in your business — and you'll be wrong. No matter what company you mention, I'll tell you're wrong. You could tell me that you are your own competitor. You'd be wrong again. You could say to me that your energy level is your competition. Wrong.


Your number one competitor today is the status quo. The status quo is what people are doing right now. If you understand that, you're going to be successful. It's rare that we're up against a competitor — we're usually up against the incumbent, the status quo. Remember, most of your potential customers are happy with what they've got — otherwise, they would be calling you!


Once when I was doing a training session I stated that your number one competitor is the status quo. A sales rep raised his hand and said, “Steve, I've never heard of that company. Who's Status Quo?” Don't get sidetracked. Remember: you're up against the way your prospects are doing business now!


Where Sales Come From


First, I want to discuss something that upsets many salespeople. The fact of the matter is you're going to get one-third of all your sales no matter what you do. Let me repeat that: You'll get one-third of all your sales no matter what you do.


In the United States nearly 1,000 copiers are sold every single hour of every single day. It's estimated that nearly 2,000 cellular numbers are installed in the United States every hour.


What do numbers like that tell you about sales? They should tell you that there are people who need your product … just like you need to go to the supermarket to buy milk. That's a consumer-driven sale.


In fact, you and I have seen people who shouldn't be allowed to walk the streets without a leash who still make sales. The reason people like that are able to make a living is that their sales are based on needs for those consumer-driven products. Eventually something breaks; eventually you're going to need a new car; eventually you're going to need more lettuce; eventually you're going to buy a television. Successful salespeople understand that they'll get one-third of their sales no matter what, because they knock on enough doors. But is that enough?


The Sales You'll Never Get


Then there's one-third of your sales that you're not going to get. For whatever reason, no matter what you do, you're just not going to get the last one-third of your sales. Sometimes it's because the other guy, the other salesperson, gets it. Sometimes there are internal changes at the target company that you can't control. Either way, you're not getting the business.


The Sales That Are Up for Grabs


The last one-third is up for grabs. That's what we're going to discuss here. We'll show you how to develop your competitive edge, get more appointments, and get more of that last one-third, which is where the good salespeople separate themselves from the mediocre salespeople.


The interesting thing is that plenty of salespeople make their living by simply accepting the first one-third. That's really more of an order-taking situation.


In fact, there's a guy in Times Square who sells a little wallet like card case. He simply stands there and says, “Wanna buy, wanna buy, wanna buy, wanna buy, wanna buy, wanna buy, wanna buy?” You get the idea. That's all he does!


That tells you something about the entire sales process. If you see enough people, you will eventually make a sale. In fact, as we mentioned earlier, you're going to make a certain number of sales no matter what you do. If you knock on enough doors, it doesn't make any difference what you do, eventually you're going to get a sale.


Suppose I went to the busiest street corner nearest my office (it happens to be Times Square), and I simply put out my hand. Do you think anybody would put money in my hand? Of course, eventually someone's going to do that. That's my first third. Now if I held out a cup, do you think I might make more money? Of course. If I add a cup and a bell, bing-bing-bing-bing, would more people give me money? Of course. Add a cup, a bell, bing-bing-bing-bing, and a sign, “Please help me.”Would more people give me money then? Absolutely.


The point, again, is that you'll eventually make a sale if you see enough people. But this story illustrates that it's equally important to make the most of the opportunity. It's not enough to just see people or talk to people on the phone. You have to use the right tools.


The other day I was walking in Manhattan near our office and I noticed a bank with a table right outside displaying a sign that read, SIGN UP FOR PC BANKING. Three bank employees simply approached every person who walked past them. I went up to one of them and asked, “How did you do?” They said, “It was incredible today.” In the last two hours they had signed up 200 people for their PC banking program — people who had simply walked past the building.


One of the telecommunications giants in the country started years ago by setting up tables outside of major office buildings with a sign that said, SAVE MONEY ON LONG DISTANCE. And people would sign up. You and I could make sales that way. Simply going after the first third, and doing nothing else, however, is not the way to build a successful sales career. I doubt even that telecom giant could survive today if all they had were a couple of tables and a few homemade signs!


Timing Is Everything


When we begin to look closely at the prospecting process, we can see why the concept of time is so important. I know that it takes me about eight weeks from the time I first sit down and talk to a prospective client to the time I make a sale. So let's play this out and see how it works. If I sat down with you on January 1st, I'd know that, if we decide to do business together, I'm going to see a sale not in February, but in March — say, on March 1st. January 1st to March 1st. If my sales cycle is 18 weeks, it's going to take me that much longer. The sale will be closer to May.


If, on January 1st, I'm busy because it's a holiday and I don't call anybody, and on January 2nd I don't call anybody because I'm doing something else, I've pushed out the date when I can expect to see a sale. Say I don't prospect on January 3rd, 4th, 5th, 6th, 7th, 8th, 9th, or 10th. Now instead of March 1st, it's going to be March 2nd, 3rd, 4th, 5th, 6th, etc. I think you get the point.


Think about it like this: When you get paid for a sale, when did you really earn that money? Depending on your sales cycle, it could have been as long as three months or even a year ago. If you didn't do some kind of prospecting a year ago, the odds are that you would not see any income now. If you look at it this way, what you suddenly realize is that the appointments that you generate today are what create the prospects you meet, which ultimately give you your sale at the end of your sales cycle.


Now that you've read about how important time is, you're probably jumping out of your chair saying to yourself “I've got to get started!” Please remember to finish the whole book before you try to implement the program.


Reducing the Sales Cycle


A couple of weeks ago I went on a sales call. It was a good sales call. How do I know it was good? Because while I was there, I set up an appointment to come back. By setting the next appointment on my first appointment, rather than waiting until later, I accelerated my sales cycle by three to five weeks.


Let me explain. Typically, on an appointment, a salesperson will tend to say to the prospect, “I'll call you in a week.”Now we've added at least a week to the sales cycle. Then what happens? We might not get the person on the phone that next week. Now we have to wait. Finally, we get the person on the phone, setting an appointment for perhaps two to three weeks later.


By setting the next appointment during the first one, we can save all this wasted time. We really can reduce the sales cycle by three to five weeks!


Gerbil Selling


Let me share another story. Recently a sales call of mine went very well. The presentation was great! Since the presentation had gone so well, I asked for the sale:




Steve: It makes sense to me. What do you think?


Prospect: We can't do it now.


Steve: Why not?


Prospect: I gotta talk to my boss.


Steve: (Because time is so important) Okay. Let's go see him now.


Prospect: Well, we can't do that. I need a week.


Steve: I'll come back in a week.


Prospect: Nope, no good. I'll call you.


Steve: No, I'll call you.


Prospect: I'll call you.


Steve: I'll call you.


Prospect: Steve, trust me. I will get back to you. Honestly, I'll get back to you.


Steve: Okay.





There was nothing else I could do. One week went by, then two. I didn't hear from him. Three, 4, 5, 6, 7, 8, 9, 10, 11, 12, 13, 14, 15, 16, 17, 18, … It's now, I don't know, maybe 98 weeks later and I still haven't heard from him. What do you think my chances are of making the sale? Virtually zero. The point is that time is of the essence. The longer the sale goes out of the normal cycle, the less likely it is to happen.


Does this next example sound like a normal sales cycle? A woman in Rockville, Maryland, once told me she went on 37 appointments to the same contact at one company. The same person, 37 times, and she still hadn't made the sale! Would you do that? Of course not! What could the two of you possibly talk about on the 37th visit that hadn't already been covered on the first 36? Isn't that a waste of time?


Years ago I went on a sales call, and the person I was dealing with knew that I usually only go back three times. I typically either close on my third call or conclude that the sale isn't going to happen right now. On the third call my contact at this company said: “I know you usually only come back three times. Would you come back one more time? It's going to be worth a half million dollars to you.” I said I'd come back.


When I went on that fourth meeting, the prospect said to me again: “This is really great. Would you come back one more time?” I came back one more time. At the end of the next meeting, he said to me: “This is really great. Would you come back one more time?” I came back one more time. And, of course, when the same thing happened at the end of that meeting I got suspicious. So I asked: “What am I coming back for?” He replied, “Well, I want you to meet Mr. Big. He's going to give you a million dollar deal, not five hundred thousand.” One million dollars!


Of course, I came back again. He asked again: “Would you come back one more time? I want you to meet some more people.” I went back again.


In fact, I went back 11 different times for this company. What do you think happened the eleventh time? At the end of the eleventh meeting, they said to me: “Steve, we're not going to buy.”


What did they do to me? What they did was convince me, against my usual practice, to run around in circles and waste a lot of time.


I call that gerbil salesmanship. At home, my kids have two gerbils. One runs around continuously in the miniature Ferris wheel in the little cage. He's a very busy gerbil. In fact, he's absolutely exhausted at the end of the day. Gerbil salespeople run around in circles all day but get nowhere.


The Open Door


At my company we have an open door policy. Anyone who wants an appointment with me can get one. In fact, I try not to screen phone calls. I think it's important to meet each and every salesperson who wants to talk to me. I'm eager to meet them and understand what they have to sell. To me it's foolish for executives not to see salespeople from time to time. Why not keep up-to-date with what's going on in their fields? Granted, not everyone thinks that way. (Wouldn't our jobs be easier if everyone did?)


Whether your prospects have an open door policy or not — your goal has to be to get the appointment. To learn why that goal is so important, read on.





CHAPTER 2
By the Numbers


When I started my company in 1979, I did not know how to get appointments. I sat in the office waiting for the phone to ring because I was convinced that people would call me. I hired a secretary and an associate to help me field the calls. We sat there saying to ourselves, “We have an ideal situation.”


We knew exactly what it was we were going to sell. We knew that people needed it (there's the word “need” again) and we thought that all we had to do was send out announcements about our business, and people would start calling us.
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