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first introduced to the book and then to Richard Denny
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many, and your stories have stayed as a precious
reminder to help achieve customer excellence and to
build long term relationships. Selling to Win has become
a firm favourite.” Diane Martyn, non-executive director
at Staffline Group plc

“Selling to Win is so good | bought 400 copies for our
sales force and it certainly helped us create a series of
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“Richard Denny’s book Selling to Win is one of those
rare business books that just go on being recommended,
bought and reprinted. Yes it is a classic and will continue
to guide its readers in making selling enjoyable,
professional and profitable, and no doubt will still be in
print for another 25 years.” Allan Pease, author of
Body Language, book that became a multi-million
seller and the communication bible for organizations
worldwide

“Richard Denny is a true national treasure! Like many of
my generation, Selling to Win was my business bible
during the formative years — | learned so much from it



and it’s all still relevant today.” Nigel Botterill, a multi-
award-winning entrepreneur who has built eight
separate highly successful businesses from scratch
since 2004 and now helps other UK business owners
be successful via Entrepreneur’s Circle

“Richard Denny is an amazing communicator. Selling to
Win is a practical, highly effective and inspirational book.
Follow Richard Denny’s advice and you cannot fail!”
Rosemary Conley CBE, the UK’s leading diet and
fitness expert with over 40 years’ experience of
helping people lose weight and get fit

“This was one of the first business books | ever read. It
has helped me in every way throughout my business
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everyone in business put Richard Denny’s teachings
from Selling to Win into practice the UK economy would
be a world beater.” Steve Bennett had developed the
fastest growing privately owned company in Britain
and then his next venture jungle.com became the
first internet success story. He has been quoted in
the press as the “king of customer services”. He is
the owner of Gems TV, a company which has
provided gem pieces to over 350,000 customers

“Selling to Win is the book on selling amongst all the
books on selling. Every business, if they want to win, has
to sell and Selling to Win shows them how, chapter and
verse. From the beginner to the hardened old pro, this is
the book that you have to carry if you want to sell to win.”
Geoff Burch is the alternative business guru and
sought after speaker on change. He is also a
bestselling author of six business books and gives



good advice to small business owners or people
starting their own businesses

“Selling to Win was the first sales book | ever bought and
it's the only one | keep going back to. Still just as
relevant 25 years on, it should be required reading for
any would-be seller. A timeless classic.” Bryan
McCormack — Actor and author of Sell Your Self!

“Richard’s book Selling to Win was instrumental in my
work in the Premier League on customer service and
sales development. The value of the ‘Six Cylinders’ in
sales for the learners on my programme has been
incredible. Not only has the book been a practical guide
for them but it is also easy for them to remember the
useful advice and models the author provides.” Michael
Costello, Business Consultant, Coventry University

“Your book Selling to Win has been for me the most
inspiring reading from a variety of books available on the
market for sales and customer service. What | especially
appreciate is that you write about your direct experience
and that it's clearly more important for you to show every
day practice than fancy academic theories. What | also
love in your book is that it follows the KISS rule — Keep It
Simple Stupid. | must admit that you're a great speaker
and sharing your inspiring lectures is a pleasure.”
Przemyslaw Mankowski, Board Member, Trader.com

“For 23 years since | first bought Selling to Win for my
team, all practical points and powerful prose that this
purposeful book delivers has proved priceless. The fact
that it is still the sought after manual after 25 years is
testament to how Richard has captured the very essence
of what makes for success. When years later | was



fortunate to tour Iran with Richard | witnessed that his
engaging straight-talking, humorous and highly
professional style mirrored his powerful prose.”
Professor Colin Turner is listed as one of the world’s
top business gurus. He is the creator of Psychology
of Corporate Entrepreneurship, founder of The One
Percent Solution (T-O-P-S) and the author of over 20
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“Richard’s book is the only book on sales | recommend.
Whichever industry you work in, wherever in the world,
Selling to Win resonates deeply and has relevance
across every market sector. Built on strong and enduring
principles and coupled with a common sense
approach,the reader is able to simplify the often
unnecessarily over complicated sales landscape in order
to remain congruent; thus focusing on long term
relationships as opposed to the next deal on the table.”
Kate Pexton, Recruitment Business Owner and
Coach

“Selling to Win was one of the first books | read during
my formative years in business nearly 20 years go. It has
been an essential and brilliant source of inspiration ever
since!” Liggy Webb is widely respected as a leading
expert in the field of Modern Life Skills. Presenter,
consultant and author, Liggy is also a consultant for
the United Nations and travels extensively working
in a variety of worldwide locations

“‘Richard Denny is the Master of Sales and Selling to Win
is a masterpiece of sales advice.” Bev James is a
successful serial entrepreneur and business coach
with more than 20 years’ experience in sectors such
as coaching, training, recruitment and health &



fitness. Founder, MD & Head of Training for the
Entrepreneurs’ Business Academy, a joint venture
with James Caan, she is also one of the EBA
Millionaire Mentors and has coached many
entrepreneurs to millionaire status

“I recently finished reading the latest edition of your
Selling to Win book and found it thoroughly enjoyable. |
particularly liked the focus on people, how you broke
down seemingly complex scenarios into their simplest
form, and the helpful tips. Your straight-to-the-point style
in the book is also great, as I'm not a fan of wafflers.”
James Brazier, Senior Account Manager, WAA

“I have just finished your book Selling to Win and want to
pass on my thanks and also my congratulations for such
a great book. Amongst the plethora of material on selling
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and relevant to the business world. | have just purchased
Winning New Business and am very much looking
forward to the read.” Jamie Taylor, Counter Fraud
Director, Insurance DWF LLP
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Foreword

Richard Denny is something of a legend in the sales world.
He is a man who knows his subject and communicates it with
enthusiasm. As one of the millionaire’s mentors at the
Entrepreneurs’ Business Academy, his sales skills and
business wisdom are helping a new generation of start-ups and
business owners to make a success of their businesses. Richard
understands that selling is a skill that must be learned, like any
other — though it can take practice to do it well. This
bestselling book, Selling to Win, 1s full of the wisdom of
someone who has walked the talk and succeeded, so it’s my
pleasure to contribute a foreword to this new edition.

I have met many people who have a great passion for their
business but who seem to think they can make it work without
actively selling the service or product. This kind of attitude is
a recipe for disaster and explains why a large number of starts-
ups will never reach year two of trading.

As CEO of private equity firm Hamilton Bradshaw, I am
approached daily by entrepreneurs who are seeking investment
for their latest business venture. Before I invest I want to be
certain that not only are these people motivated to succeed, but
they also have the sales skills necessary to succeed. All too
often business start-ups make the mistake of thinking that
having a plan and just ‘being there’ will be enough. It won't.
All business owners and entrepreneurs need to be salespeople
at heart. No matter how excellent your product or service,
customers have to be won — and won over. Even in the world
of internet selling, personal style and reputation are all
important.

To succeed in business requires a combination of positive
attitude, drive and unquestioning belief in what you are doing.
Business owners need to know their personal strengths and



weaknesses. If one of those weaknesses is poor sales skills,
then this book would be a wise place to start.

One thing is certain, if a book has sold over one million
copies it isn’t down to luck; it is because the content is
excellent. I’d like to highly recommend this new edition of
Selling to Win and to congratulate Richard on achieving
another sales milestone.

James Caan

James Caan is the founder and CEO of Hamilton Bradshaw
and co-founder with Bev James of the Entrepreneurs’ Business
Academy. He is best known as one of the panellists of the
hugely popular BBC television show Dragons’ Den. James is
also currently working alongside the UK government as a
member of the Entrepreneurs’ Forum to help and advise the
Business Secretary on new business policies. To find out more,
go to WWw.james-caan.com


http://www.james-caan.com/

About the author

Richard Denny is one of the UK’s leading authorities on
winning business and selling. He has improved the skills of
more than one million people worldwide with his lectures,
books, courses and sales diplomas.

Richard is Chairman of the Richard Denny Group, which
specializes in business training, He is an enthralling
international business speaker whose presentations not only
motivate, inspire and educate but also deliver highly practical
ideas that achieve enhanced performance. He is so confident
that he guarantees to get an outstanding result. If not, his fee is
refundable. You can’t expect better than that (and it has never
happened to date).

His career started in agriculture and he was instrumental in
changing the marketing of British Farm Foods with the
concept of farmers’ markets and farm shops. This retail and
wholesale experience led him to work in direct sales with
products as diverse as household detergents and ladies’ bras
where he became the top salesperson, a sales leader with
phenomenal results and ended leading a team of 2,000
salespeople. He worked in the UK, Ireland and the United
States where he was exposed to some of the world’s greatest
communicators. This led to his next business challenge selling
to an emerging Middle East. Richard was based in Doha and
Qatar where he sold steel, Greek cement, British chicken and
Yugoslavian lamb. His next venture was importing and selling
electronic watches and gadgetry.

At this time he was being asked to speak at conferences and
conventions to share his experiences and this led to Denny
Training being formed. Now keeping a busy schedule of
engagements he saw the potential of video-based training, and
his first video course ‘Win at Sales’ became an international



bestseller. The first edition of Selling to Win was his first book,
written in 1988, and it stayed at the top of the Business
Bestsellers List for 14 months. This book has been translated
into 28 languages, is in its third edition and sells in over 40
countries.

Richard now passionately believes in the importance of a
positive attitude backed and supported with practical usable
skills and behaviours. He wrote his second book, Motivate to
Win and that became another international bestseller also now
in its third edition in 27 languages.

Worldwide demand increased for his personal appearances
while at the same time he was producing more video and audio
training programmes, as well as managing a business
delivering in-company training on leadership, sales and
customer care supported with a team of trainers. He had a
horse breeding stud in Gloucestershire and his stock won
numerous championships at shows all over the UK. On a
personal front his father was Sir Henry Denny, 7th Baronet of
Castle Moyle, also a rector. Richard and his family are direct
descendants of Sir Walter Raleigh and Sir Anthony Denny,
Henry VIII’'s Confidante, Executor and Master of the
Bedchamber. He is married with four sons, two step-sons, six
grandchildren and is an enthusiastic boater, skier, gardener,
bee keeper and more.

He claims that he has worn most T-shirts and shredded just
as many. He is a man full of compassion and passion.

The Richard Denny Group
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Preface

hen I was initially approached to write a book on selling,

although honoured, I was extremely dubious. My own
business library contains hundreds of business books and I
have to confess I have only read a handful from cover to
cover, but [ have also benefited in numerous ways from the
information gathered from my library, though my style has
been to dip in, speed read and pick out the guidance I was
seeking.

I therefore decided on the back of that invitation to write a
book that people would really want to read from cover to
cover, and be able to dip in and dip out of, a book that would
make a major contribution to an individual’s success and a
book that would last for years. Well, Selling to Win has now
been in print for 25 years, with numerous reprints translated
into 28 languages and, according to the media, is the definitive
work on this important subject. Over the years, I have received
thousands of letters and e-mails with amazing success stories
from readers who have been guided by Selling to Win — they
did it, and the book was their mentor. Selling to Win has
achieved the vision that I initially had.

So now we come to this new edition. In it some of the text
has been changed and updated based on my experience selling
in a capricious trading environment.

The internet has and is creating new buying behaviour. In
turn, this is presenting new challenges and opportunities.

We are all now living and working in the age of the
customer, where the customer holds the power to influence,
the customer has more choice, and customer loyalty is
becoming rarer. To survive in business we must therefore be



customer-led and sales-driven — easy once you adopt the
mindset.

However, the principles described in this new edition are
still important today and they will be in another 25 years.
Break them at your peril.

To new, aspiring winners of business — good luck and go for
it!



Introduction

he purpose of this book is to provide the reader with the

foundation to achieving great success in selling. The
approach in most cases is common-sense, businesslike and
professional, how our customers would like to be sold to. If
you follow the advice you will develop long-term relationships
and also make you and your company profits. Nothing wrong
with that!

Most business managers agree that it is very difficult to find
professional salespeople who can go out and bring back the
business. And the real star professionals are, of course, even
rarer.

Businesspeople in the UK have devalued selling for far too
long. British managers have convinced themselves that they
would do better if they didn’t employ salespeople. And,
anyhow, good products sell themselves, don’t they?

Salespeople just demand new cars and fiddle their expense
accounts. The buying public, too, have never appreciated the
value of salespeople — they’re pushy people with turned-up
toes (from all the slammed doors) who make you buy things
you don’t really want. Who in their right mind would invite a
salesperson round for tea?

Salespeople try never to admit that they are involved in
selling. They call themselves ‘executives’, ‘consultants’ and
‘managers’. But nowadays nearly everyone is involved in
selling at some level. Doctors, solicitors, estate agents,
surveyors, architects, bank managers, advertising agents — the
list is nearly endless — are all looking for new business and
have to sell themselves and their services into it.

The world has become more competitive and in order to
survive and make progress we all need to understand selling



and persuasion. If companies are going to compete and win in
the 21st century they will need people who are highly trained
with in-depth product knowledge, able to ‘think outside the
box’ and able to recognize new opportunities instantly. And if
they are going to beat the competition, these people will have
to be true professionals. This book will show you how to be a
professional.

In the first chapter I state my belief that everybody is born
with a natural ability to sell. This does not mean that
everybody is, or will be, or can be, a professional salesperson.
I believe that the foundation is there but the skills can be
learnt.

[ am not promising amazing new techniques that will close
every sale. But I do promise that if you follow me you will:

* close a hell of a lot more sales;

* master the art of selling;

* be a true professional;

* be recognized by your colleagues as a winner and a star.

You will frequently find yourself saying ‘Yes, I know that’ or
‘Yes, that 1sn’t particularly new.” You may know it, but do you
do it? This book shows you how to do it.

Consider this old saying: ‘A good salesperson can sell
anything.’ It is rubbish.

A good salesperson can only sell anything if he or she
believes in it. Product belief is essential. Product knowledge is
important, but not as important as enthusiasm.

As a business consultant I am often asked to go into a
client’s company and teach its salespeople how to sell X. Now,
if I have not sold the product or service myself, and sold it
successfully, I believe that I am unqualified to teach them how
to sell it. But what I can do is to teach those salespeople how



to persuade their customers or potential customers to do
business with them. Selling to Win will do the same job for
you. It cannot teach you product knowledge, however vital
such knowledge may be. It will teach you to exploit the one
thing you and I do have totally in common, the market-place.
And that market-place is made up of individuals, and buyers.
Over the years I have tried very hard to sell to companies,
shops, factories, industrial sites, businesses and homes and
have never once been able to conclude a sale with any one of
them. You see, I have only ever been able to make a sale to
another person.

Other people make up our business universe. Now, I do
agree that at times the question of whether they are really alive
or dead arises. We may even wish to use the mirror breath test
on some customers. But you can breathe life into your market.
Your power to communicate your enthusiasm, not your
knowledge, is the key to your success.

How to get maximum results from
this book

As you read this book, use a highlighter pen to mark the ideas
that appeal to you most, and reread these regularly. Dip into
Chapter 3 and Chapter 16 at least once every two months, and
for those of you who believe that the finest investment you
will ever make is in yourself, invest from time to time in
further motivational books and CDs. The Richard Denny
Group at 1, Cotswold Link, Cotswold Business Village,
Moreton-in-Marsh, Gloucestershire GL56 0JU
(www.denny.co.uk) can supply you with a list of
recommended titles.

Wise words

Selling is a profession and must have recognized professional ethics.
The professional spirit seeks professional integrity from pride not
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compulsion. The professional spirit detects its own violations and
penalizes them.

Henry Ford, 1922




Chapter One

Selling_in perspective

Agreat deal of nonsense is talked about selling and the
people involved in it. There is also a great deal of justified
frustration among disillusioned customers. So let me begin by
clarifying some of the misconceptions before highlighting the
genuine customer grievances.

Let’s first agree the majority of people like buying. They
don’t like being sold to unless it is done really well, in which
case they were not really sold to but helped to make a good
purchase decision.

The classic presentation

Selling in all honesty has to be the oldest profession. Yet still
to this day there are many people who argue forcibly that some
people are natural salespeople. I actually believe that
everybody is born a salesperson, and some people go on to
develop their skills and later become true professionals.
Consider the following scenario.

A father 1s out shopping with his young child. The child
asks, ‘Daddy, can I have an ice-cream, please?’

The father replies: ‘No, you can’t right now, because if you
eat an ice-cream you won’t eat lunch.’

Does the child reply, ‘Fine, I quite understand that. Never
mind, I’ll ask again after lunch, if that’s all right, Daddy?’

No. Almost certainly the child says, ‘I want an ice-cream.’

The parent replies, ‘No, you can’t have one. I’ve just told

b

you.
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The child asks again: ‘Please, Daddy, I want my ice-cream.

‘You’re not having one. I’ve made up my mind, and that’s
all there is to it.

The child now proceeds with his closing technique. He lies
on the floor, kicks his feet in the air and screams, ‘I want an
ice-cream. I want an ice-cream.’

The desperate parent instantly purchases the ice-cream and
hands it to the child, saying, ‘Here you are, but don’t tell
Mummy.’

This is the classic sales presentation. The child exhibits one
of the great qualities of professional salesmanship, which is, of
course, persistence. Even more important, however, is the fact
that the child does not accept the word ‘No’. Now, I am not
suggesting that in order to transact the business the salesperson
should lie down on the prospective customer’s floor screaming
at the top of his voice that he wants the order. It might work,
but...

‘No no conditioning’

So now let’s see what happens to our young super-salesperson.
The child grows and during his formative years, he is groomed
and, sadly, brainwashed by what can best be described as ‘No
no conditioning’. The child begins to understand the full
implication of the word ‘No’.

Selling in perspective

He leaves school, college or university, and makes his way
into the world with aspirations in many cases diminished,
expectations curtailed and, in the vast majority of cases, a
feeling that he cannot ask because of the subconscious fear of
the word ‘No’. This is perceived as a rejection. (Imagine for a
minute an unreal world where the word ‘No’ does not exist.
What would you be asking for each and every day?)



There are thousands of so-called salespeople who to this day
are still conditioned and brainwashed by total fear of this
word, ‘No’. They become a disgrace to themselves, their
families and their profession because they are unable to bring
themselves to ask for the business, the order, the brief, the
contract. Or to pick up the phone and get an appointment.

What not to do when the
customer says ‘No’

Until we have asked, we salespeople are already in a ‘No’
situation. If the worst thing any prospective customer can say
is ‘No’, it really isn’t too bad. I much prefer to have the ‘No’s’
coming through. They can cut out a great deal of wasted
follow-up time and effort, because far too many salespeople
get trapped in the proverbial pipeline situation, ‘there is a lot
of business in the pipe’. Many weak salespeople build too big
a pipeline of sales that might materialize. Much of this
business never actually gets closed off. It just drifts away
because of the fear of asking for the order.

Here is the first idea that will make you a lot of money and
also win you many more sales. When a customer says ‘No’, it
is only ever ‘No’ at that moment of time. It is what I classify
as only a ‘No, not today’. We live such a dramatically
changing lifestyle that circumstances and situations change
very rapidly. I can guarantee that you have purchased
something or have done something within the last six months
that previously you said ‘No’ to. Why? Because your
circumstances will have changed.

In my companies, after my staff, my second most valuable
asset is our database of existing customers and my third is our
database of ‘No, not todays’. Some years ago I called on one
of the major British banks to offer some of our video training
programmes and it declined the offer (can you believe it!). So I



tried again three months later and again received a ‘No thank
you’. Every three months we made contact and then, can you
believe it, our contacts had their jobs changed, so we had to
start all over again with new people. Three years later the bank
gave us our first small order of a few tapes, one year after that
we gained our first substantial order of some £50,000 worth of
videos and later it became one of our biggest clients and we
did some £250,000 worth of business. It took us nearly four
years to win that business. From now on, remember that every
time you get a ‘No’, it is only a ‘No, not today’.

You cannot win them all. It is highly unlikely that we will
ever produce a selling technique that will help the seller to
close every sale. Of course, we have all seen the sales course
brochures and the books that offer the ultimate, the final and
the most effective new method of persuading the customer to
submit. There are apparently more than 100 ways of closing a
sale. You could use the half Nelson technique, for instance, or,
if you are facing a particularly tricky prospect, a full Nelson.
The trouble with such techniques is that you need, first of all,
an amazing memory to recall them and, second, some
outstanding decision-making skills to decide which one to use.
But in reality this approach is completely out of date.

Hard Sell Weak Sell
No Customers No Sales

The old-fashioned ‘tell and sell’ technique has now been
replaced by consultative selling and/or selling solutions. I am
going to use the expression ‘solution selling’. This is probably
the most important change to have been adopted by
professional salespeople. For years I have been advocating and
practising relationship marketing — solution selling is the
natural extension of this technique. With ‘tell and sell’, you
tell; with solution selling, you ask. Consult prospective buyers
and customers to find out about them. If you value the



customer, he or she will feel valued, and will be more
responsive — this is extremely important. So the pivot in the
see-saw diagram on the previous page is to build relationships.
The professional seller, of course, wants to win the sale today,
but what he or she is really striving for is the repeat sale next
month or even next year and to win recommendations and
referrals.

Let me explain in a little more detail solution and
consultative selling. People buy a product or service to solve a
situation. The seller’s job therefore is to clearly identify the
situation that needs solving and/or to identify other problems
or situations where the seller’s products or services can
provide the solution.

People nowadays are far better educated, more discerning
and have a greater choice than ever before. And the problem
with so much sales training has been that the salesperson has
been trained to assume that ‘if you say this, the customer will
say that’.

One problem is that customers have never been trained. The
buying public are certainly less gullible in some countries.
Furthermore, there is a great misconception that in order to be
good at selling, one has to have ‘the gift of the gab’ or ‘a bit of
the blarney’. Well, do you like to buy from a wind-"em up,
shoot -’em-out-of-the-door, fast-talking, gift-of-the-gab
smoothie? No, and neither does anybody else.

Another serious misconception is that salespeople must
have a sales spiel or patter. And again, sadly, many prospective
sellers go on some course or other and are taught the sales
spiel. It is a set-piece presentation and, in many cases, it is
learnt parrot fashion.

After the course the prospective seller confronts a potential
customer and launches into this sales spiel. Do you know
when somebody is sales-spieling you? Of course you do, and



so do the buying public. Sales spiels should not be a part of
professional selling.

But people actually like buying. And they appreciate being
sold to well. That is the art of the professional seller. Create an
atmosphere that is enjoyable for the customer. I love being
sold to well. I despise those who do it badly because they
waste my time and, equally important, worsen the image of the
sales profession. Consumers get frustrated by inefficient
salespeople.

What are bad salespeople like?

There is now no longer any excuse for companies to send out
poorly trained salespeople. Poorly trained sellers, for one
thing, are certainly much more costly to employ than those
who are well trained.

Most companies claim that 80 per cent of their business
comes in from 20 per cent of the salespeople. This 80:20 ratio
is actually a normal distribution curve and one can apply the
80:20 rule to almost anything, but in the sales environment the
80 per cent not only fail to attract business for their employer,
but also create intense customer disillusionment or frustration.

The order taker

Who are these salespeople? First there is the ‘classic’
salesperson who 1s no more than an order taker. For years, the
British car industry was in the fortunate position of having a
greater demand than supply. You would go to a showroom,
search out a so-called salesperson and proceed to show an
interest in a particular model. If you had a vehicle to part-
exchange it would be given a cursory inspection and insulted.
The salesperson would kick the tyres and tell you, with much
head shaking and cheek sucking, that your particular vehicle
would be ‘impossible to sell’. It would almost certainly be the



wrong colour and, of course, that particular model did not hold
its value.

So, thoroughly dejected, you would agree terms and ask to
be put on the waiting list for the car of your choice. You would
probably have to wait for six months or a year to get a new car.

Then, almost overnight, supply seemed to be outpacing
demand and suddenly the so-called salesperson (order taker)
was called upon to sell. Even to this day many showrooms
exhibit very out-of-date models — the sales staff!

As customers, you and I come up against order takers
throughout our daily lives. You often find them in shops
(particularly electrical appliance shops). Little or no product
knowledge, a complete lack of understanding of customer
service and no idea of the basic principles of person-to-person
communication are the characteristics of far too many retail
sales assistants.

One of the most successful retailers of hi-fi equipment in
the world 1s Richer Sounds. The company has consistently
been in The Guinness Book of Records for selling more per
square foot than any other retailer in the world, and one of the
most successful ingredients of its phenomenal achievement is
the in-depth knowledge that all its sales assistants have. What
a pleasure it is to do business with people who really do know
what they are talking about.

The hard-sell operator

At the other end of the spectrum is the even more outdated
character who operates the hard sell. This method of selling
has been closely identified with the home sale, particularly in
the life and pensions insurance sectors and home improvement
industries. It is not difficult for any person with enough
motivation, persistence and with a definite goal in mind to
cause people to submit and sign on the proverbial dotted line.



Of course, hard selling has worked. It has also given a very
bad name to our great profession, but at long last sales
managers, managing directors and trainers are becoming
aware that hard selling may be effective on the day but can
lead to enormous problems later on. The public are now well
protected, with legislation allowing consumers and customers
time to cancel transactions and change their minds. Also, they
are protected from shoddy goods and services, and in turn, the
distasteful hard-sell operators who used to sell such goods
have virtually disappeared.

The life and pensions, insurance and mortgage industry has
now so much consumer protection that I believe the pendulum
has swung the other way to such an extent that it is very hard
for the customer to make a purchase with all the rigmarole that
is now involved. The costs of selling have increased so much
owing to legislation that the measures are no longer serving
the customers’ best interests.

As I have already said, the buying public are more
sophisticated. What is the point in manipulating a potential
client to agree to purchase in order to get rid of you? Why sell
something to somebody who doesn’t want it?

That is not professional selling. That is not the art of the
professional.

It is easy to say what selling is not. Perhaps I should clarify
what I think selling really is.

How to get a customer to say
‘Yes’

Take this simple example: a husband and wife are at home. He
says, ‘Let’s go to the cinema. The film that has just arrived has
won eight Oscars. It has had fantastic reviews. Do you realize



that we haven’t been to the cinema for months? It will do us
both a great deal of good to have a change and go out tonight.’

She says, ‘Good idea, but have you seen the programmes
for tonight on television? They’re great; everything is worth
watching from 6.00 pm through to 11.00 pm. It would be a
shame to miss out on such an exceptional night’s viewing. I’1l
make a special supper and we’ll stay in.’

He says ‘Yes, but what about this film? They don’t seem to
stay in the cinemas for very long and anyhow we haven’t been
out for ages and it would be a shame to miss it. Come on, let’s
go out tonight. Anyway, it’s much more fun to see the films on
the big screen with great sound rather than in two or three
years’ time on television at home.’

She says ‘OK, but it might rain; there might be a queue;
perhaps we won’t get in; and anyhow we really mustn’t miss
out on the television tonight. As I say, I will make an extra-
special supper. Let’s have that in front of a nice cosy fire and
have a super evening together.’

Now that, of course, is a classic sales situation. And we all
know who is going to win the sale in that example. Everyone
sells throughout their lives; whether it is thoughts, or ideas, or
proposals, everybody is selling to each other. The difference,
of course, is that some people are employed to sell products or
services and thereby bring in the revenue. And to do that
requires great knowledge and understanding of all the skills
and techniques of the professional. The example illustrates the
fine line between persuasion and selling.

So, how do you get the customer to say ‘Yes’? Easy, be
professional.

How do | become a
professional?




There was a soldier who, when promoted to the rank of
general, discovered that he was the youngest man in history
ever to be promoted so far. So, quite naturally, he felt very
proud and honoured but, equally, very concerned. He
explained to his wife his concern about whether or not he was
up to the job and whether he would have the respect not only
of his peers but also of his subordinates. His wife gave him
some extremely sound advice: ‘Think like a general. Speak
like a general. Look like a general. Act like a general... And
you will be a general.’

There could be no better advice to anyone who wishes to be
recognized as a true sales professional.

Think, speak, look and act like a professional salesperson
and you will be one.

What do sales professionals
do?

Professional salespeople help customers to make buying
decisions. They also close the sale.

I was taught a great principle by the first (and only) sales
manager that I ever had to report to. His name was Barry
Wells and he was a great motivator. He wrote in huge letters
on a blackboard at my first training sessions: KISS. It stands
for ‘Keep It Simple, Stupid’. I had it drummed into me to keep
my record systems, my operating methods and my
presentations simple. If your message is too complex and
confuses those in your audience, they are more likely to
dismiss your suggestions. I suggest that when you are in doubt
you should choose the simple way. As you go through this
book you will find that my thoughts about winning business
and closing sales are always simple. They are easy to use but I
can guarantee that they work.



So, what do sales professionals do? They make it easy for
customers to buy and they help customers make the right
decisions for themselves. Their activity is to be a solution
provider (on a business card it could be ‘Solution Specialist’)
but their purpose is to get the order and achieve the sale.

Be a ‘pully’ person

If you were to ask the average person in the street to give you
a characteristic of a salesperson most would say ‘Well, they’re
all a bit pushy’. Sadly these salespeople are not all extinct yet.
The modern successful professional is a ‘pully’ person,
certainly not a pushy one and in the process the true
professional is a value creator not a talking brochure.

Pocket reminders
* A‘No’ is only a ‘No, not today’.

* Become a solution seller.

Build long-term relationships.
* Don’t be an order taker.
* Keep it simple.

* Be ‘pully’ not pushy.

Wise words

Show me a successful person and | will show you a salesperson. The
fact is, we are all selling one way or another.

Richard Denny




Chapter Two

Planning_to win

The six cylinders of
professional selling

If you are lucky enough to own a six-cylinder vehicle you will
know that for peak performance, to ensure that you are first
away and first at the finish, all cylinders must be running
smoothly. So let’s create the six cylinders of a professional
salesperson:

* business knowledge;

industry knowledge;

company knowledge;

product knowledge;

selling knowledge;

attitude.

Business knowledge

Professional salespeople must be fully up to date with the
overall business climate both at home and overseas. They
should be well read should be able to converse with clients on
marketing trends, on changes in the business climate and on
home and international politics. This information comes, of
course, from listening to the radio, watching television and
from reading trade magazines and newspapers and using the
internet.

Industry knowledge



Professional salespeople must be fully informed about the
industry of which they are part. They should be familiar with
their competitors’ products, prices and positioning. They
should be aware of other people or personalities within their
own industry, and they should be aware of their competitors’
main selling points and new product releases. This information
is readily available in the trade press and from relevant
societies, organizations and professional bodies and of course
via the internet. Do get involved with your trade association.

Company knowledge

Professional salespeople must be good ambassadors for their
company, which means that they should be well aware of
company policy and in-company schedules. They should be
particularly well informed about their company’s marketing
and advertising programmes and, lastly, they should know the
right people and departmental contacts within the organization.
This will, of course, mean that from time to time they can
point their own customer or client in the right direction for
assistance or further business.

Product knowledge

That you should know your product thoroughly may seem
obvious, but it is quite extraordinary how many salespeople
are not fully conversant with the products that they are
attempting to sell. Nothing is more frustrating for customers
than salespeople who are ignorant about their products. But,
perhaps even more importantly, if you don’t have a profound
knowledge of your product you will be unable to exercise any
persuasive skills. You will show a lack of belief, and in the end
you will inevitably join the 80 per cent we met in Chapter 1.

So if you have been asked to sell a product or service and
you have not been provided with any training on that product
or service, it 1s up to you as a professional salesperson to ask



the questions that will satisfy your professionalism. Let me
state quite emphatically here that having the most knowledge
about a particular product does not mean that you will win the
most business. Like almost everything in life, the balance has
to be right and product knowledge without sales skills is most
certainly not the recipe for success.

But you as a salesperson must be credible. You must be able
to convince your client that what you are selling will be right
for him or her.

Two classic cases of salespeople failing to be credible
spring to mind. My wife and I wished to purchase a new
dishwasher recently. We were in a white goods retailer and
were faced with a choice of six manufacturers and various
models. Four different assistants were unable to outline the
advantages or disadvantages of any one machine. They had no
idea of why there was such price variation other than that they
were from different manufacturers.

Example number two: we decided to purchase a further
property and we asked the selling estate agent what |
considered to be very normal questions for prospective
purchasers — whether or not the property had gas, for instance.
We then spent the next 20 minutes searching to see if the
property had gas. We also wanted to know who owned the
boundary fences, hedges and walls and exactly where the
boundaries were. But the agent had to check with the client.
These were simple questions that any professional salesperson
should have been able to answer instantly.

There will obviously be times when the best-informed
salespeople are caught out by a question that they have never
been asked before. In those circumstances it is, of course, quite
in order to apologize to the client and give him or her the
information as soon as you have the answers. But this should
be the exception, not the rule.



Some companies make the mistake of thinking that product
knowledge training is sales training. Sadly, these organizations
are very misguided and the result is that their salespeople are
highly knowledgeable about the products, but haven’t got a
clue about how to win sales and build relationships.

Selling knowledge

Even those people who have been in sales for many years will
agree that they must continually update and refresh their
knowledge, skills and techniques. One of the most common
failings I find in people who have been actively selling the
same products for many years is that they stop practising the
skills of salesmanship. They slip into the ‘comfort zone’ of
product, knowledge and delivery — big, big mistake. Invest in
yourself, select suitable courses, get your diploma and/or
certificate in professional salesmanship. For more information
on the qualifications available, contact The Richard Denny
Group at www.denny.co.uk.

Attitude

This is, of course, the ultimate characteristic that distinguishes
the star professional in the 20 per cent category from the ‘also-
rans’. Throughout this book we will be discussing numerous
ideas to make sure you always have the correct, positive
attitude.

Now let’s return to the motor car analogy. All owners from
time to time take their vehicle to a garage for a service. They
do this because they know that unless the engine has all
cylinders running smoothly, their vehicle will eventually let
them down. It is really quite extraordinary that so many
professional people are not adopting the six-cylinder
philosophy. May I suggest to you that at least once a month
you check your six cylinders: is each one running smoothly?


http://www.denny.co.uk/

Or has a cylinder become worn and pitted or, worst of all,
seized up?

Knowledge is power, we are told. In fact, in the world of
professional selling, knowledge is potential power. We all get
paid for using our knowledge, not for just knowing. ‘It’s not
what you know that matters, it’s who you know that really
matters’, we are told. But that is not strictly true either. It’s
what you do with who you know that really matters.

What do you look like?

What is it in the outward appearance of a person who is selling
to you that gives you a feeling of confidence and trust? I am
sure you will say that there is no absolute rule, and I agree. So
let’s go to the principle rather than the specific. Professional
salespeople should look the part, and by looking the part they
should conform to their industry type. If you are in the
financial sector your appearance should, of course, be of a
conservative nature yet, at the same time, project an image of
success. The clothes should be smart, you should look well
groomed and you should pay particular attention to shoes. If,
however, you were involved in the agricultural industry,
selling to farmers, or suppliers, your appearance would, of
course, need to be completely different. There are always
exceptions and I am sure you will be able to point to at least
one person who breaks these principles and yet is a star
performer. But never base your future, your income and your
success on the exception to the rule. If you want to be a true
professional make sure that you look good, and always give
the impression of success. People would rather do business
with a success than a failure, a drop-out or a has-been. I
continually preach that the greatest investment anyone can
make is in oneself, but much more about that later. In my
personal development courses I encourage people to dress for
the job they want, not for the job they’ve got.



You should apply the same principle to anything that you as
the seller might present to a customer. Sales aids, brochures
and presentation files must all have a professional image. It is
up to you to replace them when they start to become tatty. A
lot of buying is based upon gut feelings, emotion and first
impressions. In selling, the old cliché that it 1s the first
impression that really counts, really counts.

Organization tactics

The third stage of preparation is the organization of the
professional salesperson’s business activity.

Salespeople should really approach their jobs as though they
are running their own business. Whether an employee or self-
employed, you should regard selling as an opportunity to run a
business. The employer and the employer’s products or
services are an umbrella, and underneath that umbrella it is the
duty of the professional salesperson to make the most of the
opportunities that arise.

Plan your day, your week, your month etc. You should be a
person that makes things happen. Your duty is to make a profit
for your company and develop a mindset that gives you total
responsibility for your actions and your activity.

Keeping_good records

Chapter 4 covers time management and organization, but at
this stage of our preparation let’s make sure that you, the
professional seller, have got the system right in order to
maximize your time but also never to lose out on potential
business that may be months, or even years, away.

One of the most successful sales managers in the UK was
Bill Jack, when he was the marketing manager of the giant
General Accident Corporation. He has always operated a two-



diary system for his sales business — one for this year and one
for next. This year’s diary is used for listing his appointments,
his calls and his meetings but next year’s diary is used for
anniversary dates of important clients, dates for follow-up
visits, dates for recalls and dates for client contacts.

It 1s, of course, extremely motivational to see at the
beginning of the year the possibilities of business in advance.
But just as importantly, it is extremely effective to be able to
mail a card in time for an anniversary, or send an e-mail to
wish a valued customer a happy birthday.

Clive Holmes on the other hand, one of the UK’s most
outstandingly successful professionals in the life insurance
industry, uses his time and his record keeping as part of his
long-term business strategy. In itself, this almost becomes a
closing technique in its own right. Clive states that when in
discussion with a new prospect, he will ask his client, ‘Are you
prepared to give up two hours of your time once a year to
allow me to review your financial affairs? Because if you are
not prepared to do that, I can’t service your business correctly.’
The client quite naturally agrees to such an arrangement and
the business at that stage is closed. Clive is able to record a
further meeting one year from that date. He is a true
professional, looking for long-term business in the very best
interest of his client.

Customer list

The most valuable item I have in my office is my customer
list. My building could be destroyed, I could lose my money,
investments and property, but if [ am left with my client list, |
will be back in business within hours. Too few salespeople
attach enough importance to their client list. This is one of the
great weaknesses of British commercial life.

One of the most striking examples of an industry that
undervalued its customer base was provided by the building



societies and the banks. I can think of no independent business
person who could ignore the best customers yet stay in
business as consistently as the building societies. The best
customers a building society has are its borrowers, those
people to whom they have sold a mortgage. Building societies
entirely 1ignored those customers throughout the period that
regular repayments were kept up, except that once a year they
sent them a statement and perhaps also a circular announcing
profits. But they did nothing else for those excellent
customers.

Of course, if borrowers fell behind with repayments, then
suddenly the building society would take a great interest in
them. And so we have seen the financial institutions moving in
to sell their products to the building societies’ superb customer
base. Customers are often paying more for financial services
than they would have done if they had bought them from the
building society. And then one day the building societies
seemed to wake up and realized the enormous value of their
customer database. They now communicate with customers
many times a year, and it is almost as though they have struck
a new seam of gold in their own mine. Surely the most crass of
all offers is where the offer of the best products or the best
rates is only available to new customers.

There is a lesson here for all professional salespeople. Keep
detailed information about your customers, like that shown in
Figure 2.1. Whether you store this on a computer or a very
basic card index filing system you must record the
information. Keep it and use it.

Customer relationship management
(CRM)

This is a highly specialized subject. Nevertheless, it has to be
mentioned, even though I cannot do justice to this very
important business practice in this book. Basically, CRM is the



collection and storage of information about an organization’s
customers. The obvious information collected is names,
addresses, past purchases, contact details and so on. A good
system will also record customers’ likes and dislikes, their
buying patterns, their interests and any information that will
help the company to sell more, and retain the custom.

Armed with this information, the company can develop a
strategy to enhance customer care and customer service. The
information not only helps to retain the customer, but also
encourages the customer to buy more and use other products
and services from the company. A simple example of this:
most BMW service centres know their customers’ preferences
for tea or coffee, so that when customers bring their cars in for
service their preference is offered and any other special
requirements they may have are met, with a minimum of fuss.

Contact management software 1s a useful database of
information you can keep about existing clients and future
clients. Apart from the obvious details you can include:

» the names of assistants and PAs;

* the best time of day to make contact;

* notes on all conversations;

* dates and times of meetings;

* copies of letters;

* product history;

* future products to offer;

* how long the contact has been with the company;
 the contact’s interests and hobbies, etc.

This information can really help in delivering excellent
customer care.



As a professional you must be able to judge your
performance with individual clients. This leads to the quite
natural desire to judge one’s overall performance, and to
analyse one’s sales closing ratio. You must have exact
information on numbers of leads to numbers of appointments,
and numbers of sales to numbers of appointments. With this
information, the professional salesperson can clearly identify
the areas that may require additional effort. Is it the quality of
leads that has to be improved? Maybe a better appointment-
setting technique 1s needed?

Perhaps the weakness even lies in an inability to close the
sales. You can only act on these problems if you have first-rate
information systems. Figure 2.2 shows a monthly sales
analysis. Such a document, designed to suit your own sales
activities, can make you a lot of money. It is developed from
the weekly activity report (Figure 2.3) and requires neither
immense intellectual nor physical effort to complete. Both will
repay you handsomely if you use the information intelligently.

I must emphasize once again the importance of valuing your
existing customers. Your database or your record system
should now become one of your most valuable assets. The
retail sector 1s being led by the supermarkets with their own
customer loyalty programmes, which provide customers with
special cards. As competition increases, talk to and value your
existing contacts. Many of you will change companies or
product portfolio during your sales career; keep those contacts
and if they have purchased one product from you they will
more than likely purchase a completely different product in
different circumstances in the future. Remember, you sell to
people and your market-place is people, especially those with
whom you have a relationship.

Pocket reminders

+ Service your six cylinders every month.

* Invest in yourself. You are the greatest of all investments.
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Wise words

The person who gets ahead is the one who does more than is necessary
and keeps on doing it.

Richard Denny




There is one characteristic that separates the star salesperson
of the world from the rest. There is one characteristic that
separates the great sportsperson of the world from the rest.
There is one characteristic that distinguishes the winners from
the losers. And that is attitude.



Chapter Three

The vital ingredient

Over years of running hundreds of sales courses, I have
been asked by many managers to try to pick up the
strengths and weaknesses of their delegates and to pick out the
salespeople who are going to make it. I am often asked to
judge people on their performance on sales courses. My
response has been, and always will be, to judge by results
only.

A delegate on a sales course can perform admirably, have
all the right answers and appear to be totally committed.
However, this does not mean that this 1s the individual who
will be the winner out in the market-place. At all my courses, I
talk about the circle of success. This circle breaks down into
two parts: product knowledge on the one hand, and selling
skills on the other.

Salespeople may know all about their product, they may
know all the sales skills from the beginning of time, they may
know every closing technique ever dreamt up but this does not
mean they will be champions — because attitude alone is the
vital ingredient that all the stars have totally in common.

So what is the right attitude? It is possibly best summed up
as a deep-down, unshakeable conviction that you will win. It is
having a truly positive attitude of mind. And a positive attitude
of mind is again perhaps most easily defined as always
looking for the best, and expecting to win. It is being
optimistic. It’s being faced with any given situation and being
able to look on the bright side, seeing what might lead to a
positive result and not a negative one.



People have said to me, “You cannot teach a positive
attitude of mind.” This is ridiculous. You can teach anything.
What I am sure is really being said to me is that people cannot
learn to build a positive attitude of mind. They are saying that
some are born with it and others are not. I find this completely
unacceptable and ridiculous. We were all born positive, yet get
conditioned to be negative.

Our attitudes of mind are very much based on life’s
experiences — our conditioning in childhood, the company we
keep and the environment we work and play in. Individuals
can change an attitude of mind if they want to, if they are
given the greatest gift that any human being can give to
another, and that is to teach the difference between the positive
and the negative.

So how have the truly positive people, the winners, the stars
and the champions, built their own positive attitude? It stems
from learning the philosophies of success and principles upon
which they base their actions and faults. In many cases these
principles and philosophies have had to be adopted against all
odds and against a great deal of past negative conditioning.

I now want to run through 10 winning ideas that make up
the vital ingredients.

1 _It's desire, not ability, that
determines success

Many people question their ability — ‘I can’t’, or ‘I am unable
to’, ‘I haven’t had enough experience’, ‘I haven’t the right
education’, ‘I didn’t go to the right schools’, or ‘I’'m not the
lucky sort.” Some even go as far as to say, ‘I wasn’t born to the
right parents’, ‘I wasn’t born under the right birth sign.’

Let me say to you, you can do anything you really want to.
If you want to do something badly enough, whether you have



the ability or not has nothing to do with it. What matters is
how badly you want to do it.

We have all seen the example of young people leaving
school without qualifications. They might be unemployed or
they might take a temporary job. Suddenly they find a career
they want to get into but need some qualifications. So they go
back into a place of learning and retake the exams that
previously they had failed dismally. But this time they pass.
Why? Has their ability changed? No, of course not. But their
desire has changed.

Now let me give you a simple example. I invite you to join
a new company I have just created. We are going to go out and
sell a new calculator. The selling price will be £45. For each
one that you sell, you will get £10 commission. Do you think
you could sell 300 in the first three months?

Now, if you are thinking quite naturally, ‘No, I am not sure |
could do that’, or even more emphatically, ‘No, I can’t do
that’, let me try something else: ‘If you sell 300 of these
calculators during the next three months I will give you
£100,000 but you cannot buy any yourself.” What would you
say now? Yes, positively, ‘Of course I can do that.” But what
has that got to do with your ability to sell calculators?

What this simple example shows is that a change of attitude
can bring about an outstanding change of result. One or two of
you may have thought you would be smart and you would sell
them all to a relation. If confronted with that sort of
opportunity you can always find a short cut or a short and easy
answer.

But I am quite certain you get the message I am really
making here: every one of us has the ability to do better;
every one of us can, if we really want to.

There is an expression that says: ‘Don’t be so heavenly
minded you are no earthly good.” Positive thinking, like



anything else, can be carried too far. It will not move
mountains but it will move the individual.

There are some people who might say, ‘I want to be a world
record breaking 100-metre sprinter.” If they haven’t got the
basic physique or frame upon which to build the muscle, they
are being unrealistic. If they are far too old, they are being
unrealistic. If they fall into either of these two categories, |
question whether they really, really want to be a world record
beater in sprinting. However, in all reality there are some
people who are born with sheer genius, so there is always an
exception to the rule. Don’t ever base your income or your
future on exceptions because there is an exception that will
disprove the point.

Let me ask you these questions. How strong is your desire?
How badly do you want to win? How determined are you to
be a success in selling?

If you feel that your desire is lacking, you must now
proceed to my second idea.

2 Set your goals

There is a well-known cliché that says, ‘A person going
nowhere normally gets there.” So if you find your desire is not
as strong as it should be, it is possible you have not firmly set
out the goals you want to achieve. Perhaps your personal
motivation is lacking. I have seen numerous examples of
people who appear not to have had the talent, skills or ability,
yet they become outstanding successes in their own right and
in their own field. And the one thing they all have in common
is that they were deeply motivated towards their goals and
objectives in life.

The great Andrew Carnegie was quoted as saying, ‘Give me
a man of average ability but a burning desire and I will give
you a winner in return every time.” So now follow these



simple steps in deciding your goals and building your desire
and motivation.

Put aside one weekend when you and your partner (or if you
are single, you on your own) will decide exactly what it is you
really want. Draw up a list of everything both long and short
term, both tangible and intangible in your business life, in your
private life, in your social life, and for your hobbies and
pastimes. Then, in each category decide what is the first goal
you are going for. You must be able to achieve this goal
within three months. Make it too far away and your
motivation will not be strong enough. Whatever you do, don’t
make this goal too high.

Many ill-informed teachers of success stress you must set
yourself big goals and aim high. The basic premise is, of
course, correct — reaching high can broaden one’s thinking. It’s
sound advice but they fail to back it up by teaching one of the
rules of success, the cliché that says, ‘Success by the inch is a
cinch but by the yard it is hard.” If you set too big a goal you
will have difficulty in believing you will achieve it — and if
you don’t believe it, you are making its achievement virtually
impossible.

Large goals are therefore best broken down into a series of
realistically managed stages. This now leads on to another of
those success laws, which says, ‘Seeing ourselves progressing
motivates us.” You have all heard it voiced in the expression
‘Success breeds success.” Don’t fight these rules and laws, use
them. Equally, don’t break them.

The human brain is a goal-seeking mechanism, as
humankind’s incredible developments have proved.
Programme your mind towards achieving goals; give your
mind and brain a chance to perform with some objectives to
aim for. You will become more creative and more constructive
when you aim at a firmly defined objective that you want at all
Costs.



Having now drawn up your list of goals, set a firm date for
achieving them. As I have already said, a human being always
responds to deadlines. With that first goal, make sure you have
a clear and complete picture of exactly what it is you are going
for. The brain and the mind must be pointed in the correct
direction with a clearly defined end-result. Losing weight by
the end of June may sound like a goal for people putting
themselves on a diet, but it is not. They should state exactly
what weight they want their body to be by the end of June.

Somebody who says he wants to be the star salesperson that
year should decide exactly what it is that makes up the star
salesperson. Break the target down into a series of monthly
achievements with a clearly defined goal per month. Another
person might say she wants a new car. She decides the date but
perhaps she hasn’t decided the model, make, colour, price and
all the extras she wants with it.

I said earlier that it is of paramount importance for those of
you who have a partner to discuss your goals together. The
preparation of your goal list has very little to do with anyone
else other than your partner! Two people pulling together in
the same direction become an unbeatable force. Two people
living together with separate goals could be a recipe for
disaster.

The final state of goal setting is to write your goals down
and have them readily available. I personally write my goals in
my diary as soon as | get it in the New Year. You might find it
more pertinent to put them on a large sheet of paper on the
wall. Remember, a weekend spent planning the future and
deciding your goals and objectives will not be wasted. This
should be your own personal master plan.

3 Planning_ your goals




It may be rather unusual to put this heading under what is
obviously a chapter on principles and philosophies of success,
but just as planning is important for your business options,
equally so is goal setting. If you are now going to do exactly
as I have suggested, the next stage is to plan each goal (see
Figure 3.1).

For the captain of an aircraft flying from London to New
York the destination is his goal. The achievement of that goal
will very much depend on his plan. As soon as he takes the
aircraft off the runway, he will be working on his flight plan,
which he’ll check continually throughout the flight. None of
us hope we will ever be unfortunate enough to be taken into
the air by a captain who has no flight plan, yet there are
salespeople who are continually launched into the world with
set targets, but who fail to map out their plans.

Success very rarely happens by chance. It is planned.

FIGURE 3.1 A goal plan

The Plan For Each Goal

The goal must now be broken down into a series of believ-
able and easily manageable stages.

What do | need to do? Date
1.

2.

3:

4,

5.

Jealous individuals commenting on other people’s
achievements may well say, ‘Oh, they’re just lucky.’
Successful people will often attribute their success to just



being lucky — they are of course just being extremely modest.
Luck is aptly defined by the following mnemonic:

Labour
Under
Correct
Knowledge

Labour, of course, means work or effort. The correct
knowledge is knowing where you are today, knowing where
you are going (goals in mind) and having a plan to get there.
Chance is a win on a lottery, the premium bond number that
comes up, or the win on the football pools. Don’t leave your
future to chance. Make yourself lucky.

4 Believe in you

You must believe in you because if you don’t, nobody else
will! More importantly, if you believe in you, that you can,
you are already building a positive attitude of mind.

Don’t say, ‘I can’t’, as this is a dangerous negative that is
being actively fed into the most valuable assets any human
being has — the brain, the mind, the thinking process. Far too
few people value these great assets. Surely the greatest
investment people can make is to invest in themselves,
because it is only themselves who will provide for the whole
of their life and who will provide for their loved ones. Isn’t it
extraordinary how few people will spend money in that
direction!

People with cars regularly spend money to have them
serviced. They feel that if they don’t, the car will let them
down or will not run properly. To prevent the misery of a
vehicle that gives up on them, people send their cars in to have
this regular service carried out. How many friends of yours



will take themselves along to a course to learn some new
ideas, as well as some old? How many friends do you know
who regularly spend £100 on buying personal development or
self-improvement DVDs, CDs or books? The best investment
you will ever make is investment in yourself. It may sound
fairly basic to say that you have to put up with yourself for the
rest of your life, and by spending a little money from time to
time on books or CDs, the worst that can happen is that you
will become more knowledgeable with potential power. You
will have enhanced the value of your greatest personal asset. It
is desperately sad that so few people invest in themselves.

They take their greatest asset for granted. At worst they
don’t even bother to think that it might need revitalizing from
time to time, that it does get tired, that it does forget, and that
it does fail to deliver at peak performance. If nothing else,
pick up this book and read this chapter at least once every
six months. Then turn to the last chapter in this book to make
sure you haven’t caught the most evil, dangerous, cancerous
complaint humanity has ever inflicted upon itself.

Whenever the brain is fed the command instruction, ‘I
can’t’, it will respond by thinking of ways that it can’t. It
becomes active in thinking of new ways to prove that it can’t,
until finally it comes up with ways it can’t that it has never
thought of before! On the other hand, when it is given the
command ‘I can’, it will quickly respond to become creative
and to think of ways that it can.

Again, let’s be realistic about bringing the balance between
downright stupid goals and those that are realistically
attainable. Through past experiences or conditioning you may
have to remove what I can best describe as false ceilings in the
mind. These arise from past failures or negative experiences,
but you must catch yourself saying, ‘I can’t’ or ‘I’'m not even
going to try because I tried that before and it didn’t work then,
so [ am not going to try again now.’



Belief in oneself is one of the
greatest motivators

The well-documented story of Dr Roger Bannister, the first
person to break the world record of running a four-minute
mile, makes the point very well. It had been said that the
human frame was not built in such a way that it could run a
mile in less than four minutes. It had never been done before.
Bannister knew he could run a quarter-mile in under a minute
and he clearly pictured in his mind stringing together these
four quarter-miles to such an extent that he knew he could do
it. He believed in Roger Bannister. He then broke that world
record. Within days other people were running a mile in under
four minutes! They built their own belief in themselves
because they knew that if he could do it, so could they.

There is nothing wrong in this philosophy, but there are
times when you will have to be the pioneer — when you will
have to be the Roger Bannister. However, by setting the goal
and by planning its achievement, you will be giving yourself a
chance to believe in you.

5 Become a ‘How can | do it
better?’ sort of person

This is the positive characteristic of realizing we can all do
whatever we do a little better. Some people say, ‘I’m doing my
best’ and of course they truly are at that moment. But
whenever we say, ‘I’m doing my best’ we are equally
indicating that we cannot improve. So don’t put a false ceiling,
a barrier, in the path of your growth.

Many people react negatively towards change: ‘Why change
it. That’s the way it’s always been done.’ I am not saying
change for the sake of change. Mary Kay Ash, that brilliant
entrepreneurial president of Mary Kay cosmetics, stated, ‘If it



works, don’t fix it.” This is a sound principle. But there is a
danger of complacency and not being aware of changing
fashion, trends or customer expectations, so it makes
enormous sense to keep testing new products, systems and
ideas.

Continual testing will help concentrate the mind on the
present and future and away from the past. It will also help to
combat fear.

I am referring to the natural human characteristic of the fear
of change, the fear of uncertainty, the fear of the unknown,
that causes a negative reaction. Positive people are always
looking for improvement both in their actions and in the scope
of their thinking. Business managers often say to me,
‘Richard, how do you judge a person?’ and my reply is, ‘By
the size of their thinking.” A truly positive person concentrates
on the principles, and always expects to be able to do better.

6 See the oak tree in the acorn

It is very easy in life just to see the acorn and not the oak tree.
In your relationships with customers or prospects, try to see
what might be as against what appears to be.

I once jointly formed a company with my good friend Robin
Fielder. The company was to be called Leadership
Development. We needed some brochures to be printed
outlining our services, and we naturally called in some printers
to quote for the job.

One particular printer asked how many brochures we would
need. When we told him 500 he looked down his nose, pulled
himself up to his full height, and with an air of disdain
informed us with all the self-importance he could muster that
his firm didn’t even start the machines for a run of 500. He
then went on to make Robin and me feel very small and
insignificant.



Some two years later, due to the growth of our business our
print run was running between 500,000 and 1,000,000 pieces
at a time! Would you believe 1t? That same printer returned to
our offices one day and I believe he had actually forgotten he
had ever met us before. He came in smarmily and creepily,
hoping to close a sale. I think it must have been one of the
most satisfying days Robin and I ever had — our chance to turn
the tables. We had waited two years for this day, and if ever
there were two people who had been given that extra fire in
their bellies to prove success, that poor little man was
confronted by them. I doubt whether he has ever forgotten that
day. He was unable to see the oak tree from the original acorn.

What he should have said at that first meeting was
something to this effect: ‘Mr Denny and Mr Fielder, I am
extremely sorry but at this stage I am unable to give you a
price or the service you currently require. But please, later on,
when your print runs and requirements are greater, do give me
another chance to do business with you.’

A positive attitude is one that always looks for the good
points in people rather than the bad points. Try to see what
might be as against what appears to be, and always practise
that art of adding value to people.

7 Develop the habit of thanking
and complimenting_people

This has to be one of the greatest qualities of successful
people. It takes a big-thinking individual to give another
person a thank you or a compliment.

[ am not suggesting you should give a compliment just for
the sake of giving a compliment. This can have a negative
effect.



In Liggy Webb’s excellent book Thank you she states:
‘Being grateful is one of the best feel good factors, it will also
make us happier and healthier, the habitual practice of
appreciation can increase happiness levels by approximately
25 per cent. Cultivating an attitude of gratitude is proving to
have so many psychological benefits. Research findings claim
positive health benefits, less frequent negative emotions, and
an enhancement of the feel good factor’ (Webb, 2011).
Napoleon Hill, author of Think and Grow Rich writes: ‘If you
make your prayers an expression of gratitude and thanks for
the blessings you have already received instead of requests for
what you don’t have, you will obtain results a great deal
faster’ (Hill, 2004).

For all of us in the sales world are often dependent on the
help and support we get from our colleagues within the office
environment. Always give a compliment when a job has been
well done, or at the very least a thank you. This positive habit,
like every other habit, requires continual practice. Be aware of
people around you, open your eyes and notice what’s going
on.

8 Build your confidence

It must be remembered that every person progressing through
life will from time to time lack confidence. Confidence in
many instances comes from familiarity. If we are doing
something new, it is at that stage that we feel a lack of
confidence.

Before we look at the stages of building confidence, let’s
explore three types of conditioning we are subjected to. First,
we are conditioned by our environment: that is, the people we
mix with, the people we work with and the people we socialize
with. People will naturally conform to their environment. If
you were to mix, meet and talk only with millionaires, that
alone would immeasurably increase your chance of becoming



one. Why do we ensure that children don’t get into ‘bad
company’? Because we know that if they do they will conform
to the behaviour of the group. The same can be said of adults.

Second, we are conditioned by our childhood. Let’s imagine
a parent who has decided to paint the living room of the family
home.

This particular father doesn’t really like painting and wants
to get the job done as quickly as possible. His five-year-old
child enters the room, picks up a paintbrush and proceeds to
help his father. Now if the father says, ‘Johnny, paint this little
corner down here,” shows him what to do and encourages him,
the child will do a little bit and, as we all know, will get bored
very quickly and trot off out, to go and play with his toys. But
that is not what normally happens. The father, wanting to get
the job done, sees his child entering the room and tells him to
run out and play. As I have already said, most young children
do not normally accept ‘No’ for an answer.

The child picks up the paintbrush and starts to have a go.
The father snaps again, ‘No! Put that brush down.” But the
child is of course completely deaf to the word ‘Neo’. The
father, in final desperation, snatches the brush from Johnny,
sends him out of the room and perhaps even straight to his
bedroom, to stay there until the job is done.

Ten years later, it may be time to paint that room again. The
father thinks, ‘I’ll get Johnny to help me, he’s 15 and the two
of us working on this room will get it finished in no time at
all.” He calls Johnny to give some help. But Johnny has got
better things to do and he doesn’t want to know. You see,
Johnny’s subconscious recalls that he doesn’t like painting.

Third, we are conditioned by previous adult experience.



Success experience = Failure experience
Confidence —— Lack of confidence
| can » [can't

Imagine the brain is a storage area. Whatever you put into it
you, in turn, will get back out. If you feed into it failure
experiences, the ‘I can’ts’, that is the reaction you will pull
out. On the other hand if you feed into it ‘I can’, that again is
what will come back out.

Later in this book you will see how I define failure. I don’t
believe any human being needs to feed the ‘I can’ts’ into his or
her brain.

Here are five ways to develop greater confidence:
Get rid of excuses

Don’t allow yourself to make excuses for non-performance or
non-achievement, such as ‘I am too old’, ‘I am too young’, ‘1
haven’t had the right education’, ‘I am never in the right place
at the right time’, ‘I’m just not lucky’, or ‘It’s not my fault.’

Always be positive and say to yourself positive
affirmatives: the ‘I can’ and ‘I am able’. Don’t talk yourself
down.

Build your self-image

Let me ask you ‘How do you see yourself?’ I hope you are
pleased. I hope you are proud of what you see, and I equally
hope you see ways of improving. You must have a good self-
image. You must have a pride in yourself. You must believe
in you. You must picture yourself as winning and succeeding.

There is a great expression: ‘We become what we think
about.’ It 1s true that we do become what we think about. And
how you see yourself is what, in turn, will be manifested to
others.



Don’t visualize failure

People are conditioned to believe that failure is something
dreadful. It’s one of the most negative words of all because it
conjures up negative picture imagination. But in order to fail,
one has at least had to do something. So many people are
caught up with this terrible fear of failure that they actually
never do anything, they never try, they never have a go. My
personal definition of failure is that it doesn’t exist and all
there is is an unsatisfactory result.

So what if you fail? Or I hope from now on, you will only
have experienced an unsatisfactory result. The reaction must
be: ‘“What have I learnt from that, and now how can I turn this
to my advantage and then have a go at something else?” And
do remember it is impossible to fail at anything until you
actually give up!

The only way to conquer fear is to keep doing the thing
you fear to do.

Remember that appearance builds confidence

One of the first outward signs of people who are suffering
from a lack of confidence (or may be going through a down
spell in their own life) is that they let their appearance become
shabby. Their clothes start to look a little bit untidy and they
don’t take much care of their hair.

Have you ever had the unfortunate experience of arriving at
an evening event where everybody is dressed in a dinner
jacket and you turn up in a lounge suit or day dress? You
instantly suffer a lack of confidence. You are the same person
inside, but your appearance does not conform. The smarter the
appearance, the greater will be the confidence. Women know
how much better they feel when they have been to the
hairdresser or they are wearing a new dress. If you are ever
going through a tough spell, to help you rekindle your



confidence, invest in yourself. Get the outside looking good
and the inside will become good.

Compile a record of success

Go back to your earliest memory of success. Get a scrapbook
and write in and record that success experience. It may have
been at school, winning a race or getting a very good report.
From that beginning, add every success you have ever had up
to the present and then continually record in your personal
success book every new success story. This alone is a great
confidence builder, as we all have some successes in life but
we very often forget them and only remember the failures. In
years to come, when you might be suffering a lack of
confidence, take out your personal success story and rekindle
the ‘I cans’ because of what you have done in the past.

9 Handle the difficult times

When things are going well, life and business are very easy to
cope with. It’s when things aren’t going so well that the
positive person must fall back on a philosophy that gets him or
her back on line. If you are ever experiencing a lack of
confidence and your attitude has become negative, this is often
brought on because of expectations that don’t materialize or
because events in many cases are out of your control. These
can bring about feelings of uncertainty or, worse, a desperate
feeling.

Some time ago, my colleagues and I needed to raise half a
million pounds for a new project. We put together our
proposals, budgets and forecasts. We employed a financial
organization to put us in touch with suitable lenders. Because
the project was new and had no track record, we were
continually turned down. It got to the stage where we were
running past our deadline. The whole of our business’s future
depended on getting this next project under way. And then,



when the final organization turned us down, I recalled a saying
taught to me some years earlier: ‘In every adversity there is a
seed of an equivalent or greater benefit.’

So [ started again and went out into the market-place
myself. Suddenly, it seemed by a stroke of luck, I found a bank
not only willing to invest in but also enthusiastic about our
project. We were under way. It turned out that the terms of
interest were better than we had been advised to expect and we
had been able to achieve before, and our methods of
repayment were better than we had hoped for. It worked out
for the best in the end.

So whenever you are faced with a crisis or a worry
situation, say to yourself, ‘How can I turn this to my
advantage?’ You will be staggered how many times you can
do just that. At the very least, you will learn by an experience.
But in all honesty in most cases when applying this
philosophy, you will turn that crisis back into your favour.

10 Be enthusiastic

This is my final characteristic of a positive person. Let me
give you just one example. When you were at school, did you
look forward to history, botany, biology or archacology
classes?

Those subjects now attract millions of viewers on the
television networks, so what has happened? The subjects have
become interesting and stimulating, solely by the presentation
style. The presenters are delivering with passion and
enthusiasm.

So how does one become more enthusiastic? You must
understand that it is only strong people who force their actions
to control their thoughts, rather than just allowing their
thoughts to control their actions. Practise smiling. It’s hard to
say anything nasty when one is smiling. It is hard to have



negative thoughts while one is smiling. It is equally very nice
to be in the company of a person who smiles.

Dale Carnegie says, ‘Enthusiasm is not just an outward
expression but once you acquire it, it constantly works within
you.” So to become enthusiastic, act enthusiastically; force
yourself to become an enthusiast.

Pocket reminders

* It's desire, not ability, that determines success.

» Set your goals.

* Plan your goals.

* You must believe in you.

* Become a ‘How can | do it better?’ sort of person.
» See the oak tree in the acorn.

» Develop the habit of complimenting people.

* Build your confidence.

» Master the technique of handling the difficult parts.

 Become an enthusiast.

Wise words

The winners in life think constantly in terms of | can, | will and | am.
Losers on the other hand concentrate their waking thoughts on what
they should have done or what they don’t do.

Dennis Waitley




Chapter Four
Finding_the time

We all have an i1dentical bank account, but this bank
account has some peculiarities compared to the one that
we hold for the management of our finances. You see, with
this bank account we can never deposit, we can only withdraw.

With this bank account we can never get a statement. We
never know how much we have left in. And with this bank
account there is no manager with whom we can discuss the
more effective use of its assets. This, of course, is the bank
account of time.

None of us knows how much time we have left available to
us and none of us can add more days. So it makes good sense
to optimize our time with the overall objective being one of
happiness or contentment.

Many business psychologists are researching the causes of
stress among executives and these, of course, quite naturally
are numerous. My own theory is that one of the root causes of
stress has to be the mismanagement of time. We have all heard
people say, ‘There just aren’t enough hours in the day.” We
have all seen friends and colleagues carting home bulging
briefcases, and we have all seen the lined faces and drawn
expressions of colleagues who are finding that they are not on
top of their work. Good use of time can prevent a lot of this
unhappiness. Think of the most successful person that you
know in any given sphere, whether in business, sport,
education or politics. What about the most successful
salesperson? Get a picture of this individual firmly in your
mind. The hard fact is that you have exactly the same hours in



the day as that individual. Perhaps his or her success is a direct
result of more efficient time management.

I don’t believe anybody has to work a great deal harder to
achieve outstanding results. But we can all work that little bit
more intelligently. The majority of people work hard anyway.
But surely the purpose of work is to provide the income that
gives you the opportunity to do the things you enjoy most.
Sadly, many people go to work just to fill the hours rather than
in order to achieve their goals in life.

There 1s an enormous difference between activity and
achievement. A person can be very busy all day long without
actually achieving very much. This sort of person arrives
home at the end of the day mentally and physically exhausted,
but with little to show for it. Why? The cause is one we have
already discussed. These individuals have not set themselves
clearly defined goals, and they are like ships wallowing in the
sea without a rudder. These people suffer from the human
frailty of procrastination: they put off things that they should
be doing immediately.

If you procrastinate, if you get frustrated because there isn’t
enough time to get everything done, you are not getting the
maximum from every moment. The solution is to develop a
time organization system. A whole new industry has grown
out of this one idea. But just having or knowing a system is
not sufficient. It is only in the doing that one is able to be
effective.

Ask yourself these questions:
* Do you procrastinate?
* Do you maximize every day?

* Do you maximize every hour?

Do you get frustrated because there is not enough time to get
everything done?



Many years ago Charles M Schwab, who was at that time
President of a steel company in the United States, granted an
interview to an expert named Ivy Lee. Lee explained his firm’s
services to Schwab, but Schwab said, ‘That’s all very well but
what we want is more doing, not knowing. We already know
what should be done. If you can give me a system to help me
get more done in the day, I will pay you anything you ask.’
Lee replied, ‘I’ll give you a system. I want you to use it for 30
days and then I want you to get all your key people to use the
system for 30 days, and then you send me a cheque for
whatever you think it is worth. This idea will only take me a
few minutes to explain to you.” A few months later Lee
received a cheque for US $25,000, with a note from Schwab
acknowledging that this was the finest lesson he had ever
learnt. Five years later that company became the biggest steel
corporation in the world (the Bethlehem Steel Company) and
Charles Schwab became one of only two people at that time
who were paid a salary of US $1 million per annum.

The system, like all great ideas, is incredibly simple. You
may even be disappointed at its simplicity. But if you are
really determined to be a true professional, a star achiever, use
this system and it alone will make you as wealthy as you want
to be.

Here it is. At the end of the day draw up a list of all the jobs
you need to do the following day. Now number them in their
order of importance. The following day start at number one on
that list and keep at it until it is complete, and then move on to
the second item and keep at that until it is complete. Then
move to the third item, and so on as you work your way
through the list. Finally, I must stress that it is crucial that you
work this system for at least 30 days consecutively, because by
doing that it becomes a habit. Bad habits creep up on us. Good
habits have to be developed.



Why did Charles Schwab, who was no fool, pay such a huge
sum of money for such a simple idea? First, many people
make lists of things to do, but usually they draw up their list
first thing in the morning, the most productive time for most of
us. They spend their freshest hour trying to decide what to do,
instead of using that time for achievement. So always do it the
night before. Second, you have to accept that there will be
many days when you won’t complete the list. But what has
been done will have been the most important. Third, you
should physically cross the items off the list as you complete
them. You will subconsciously be more motivated. Seeing
ourselves progressing gives us added impetus. The cumulative
effect is that every day becomes a day of achievement, not a
day of activity.

There is one further tip that is well worth bearing in mind.
How do you decide in what order to list your tasks? How do
you prioritize your daily activities? This, of course, has to vary
according to one’s responsibilities in the business. But as a
professional salesperson your key tasks must be those that will
always get more sales.

I have always conducted my business activities around these
key areas:

Sales Training Problems

Problems are best left until after 5.30 pm, when the majority
seem to get solved anyhow! Training, I regard as any process
that teaches you or others more about the key tasks.

The professional salesperson should examine selling time. If
we look at a salesperson’s working day as being total working
time (TWT), we should also look at the time he or she spends
in contact with clients, customers or prospective customers.
Let us call this customer contact time (CCT). Would you agree
with me that it is impossible to make a sale unless one is in



communication with a customer, either by face-to-face
meeting, e-mail, or by speaking on the telephone? We have to
be in communication in order to get the ‘Yes’. If that is so,
CCT i1s of paramount importance to the star professional.
Research has shown that, on average, CCT i1s only 15 per cent
of TWT. The professional salesperson has to improve on that.

So where does the rest of the time go? It’s spent travelling,
report writing, communicating with the office. Perhaps, in
some rare cases, sleeping in a lay-by or, on a cold, wet day,
tucked up in a cinema — of course not!

But could you find an extra 5 per cent of your TWT by
better planning and organization, but cutting down on lunch or
coffee breaks? This might in your case be just an extra 20
minutes a day, but if that 20 minutes is spent purely in
communication with customers or potential customers,
theoretically you could increase your sales figures by one-
third. Theoretically? In reality you will increase those sales
figures.

In training yourself to manage your TWT more effectively,
try to avoid wasted conversation and discussion with
colleagues. I personally get very frustrated in my own
company when I find there is too much talk among ourselves.
We only earn money when we are talking to clients.

Try also to handle a piece of paper only once. Have you
ever noticed how some people handle paperwork? When they
open their mail they glance at the letters then sort them into
piles. They then reread the letters and put them into further
piles: to do today, tomorrow and some other time. In some
instances a piece of paper can be handled anything up to 20
times by the same person. What for? Wasted effort leads to
procrastination.

You must also be very firm in preventing other people,
including customers, from wasting your time. Far too many



salespeople allow themselves to waste selling hours waffling
with people who give them little or no business but
nevertheless tell a good joke or have outside interests in
common. Remember, it’s your bank account that they are
pilfering.

Professional salespeople realize that in the management of
their time they must allocate time for relaxation, for keeping
fit, for their hobbies and families. The enormous demands of
this job make it very easy to neglect its purpose, which is to
provide a better standard of living. So do allow time for your
family and create events so that they also have something to
look forward to.

E-mail — help or hindrance?

One of the greatest human inventions is rapidly becoming one
of humankind’s greatest time wasters: e-mail. [ believe it is a
fantastic means of communication and, used sensibly, is a
fantastic aid to time management. However, one of my clients
went away on a week’s holiday; he came back to 468 e-mail
messages that took him 22 hours to go through, and there were
only 3 that were useful to him. Before sending an e-mail, ask
yourself:

* Why am I sending it?
* Is it really important?
 If I did not have e-mail, would I speak to the person?

* Does the recipient really need this e-mail, or am I wasting
the person’s time?

Be ruthlessly careful who you give your e-mail address to.
Endeavour to clear your inbox daily, even if it is a one word
reply. For Blackberry users don’t allow your e-mails to
interrupt your meetings and conversations, get into the habit of
switching your Blackberry off. E-mail must not control you,



your life, your thoughts or behaviour, and is not your boss or
master. Take pleasure in seeing the rude individuals who are
playing with their Blackberries in restaurants or who take calls
in conversation or in your company.

Here is a very useful time-management checklist that will
enable you to maximize this wonderful — and, I believe, your
most valuable — resource:

* Do I make a ‘to do’ list daily?

* If so, do I prioritize this list?

* Do I handle a piece of paper only once?

* Do I keep my desk tidy?

* Is my filing up to date?

* Do I put things back in their place?

* Am I punctual?

* Do I allow people to waste my time?

* Do I have a purpose for each day?

* Do I do it now?

* Do I try to prevent problems from arising?
* Do I delegate when necessary?

» Do I allow myself to be distracted easily?
* Do I return speedily and efficiently after an interruption?
* Do I waste time in unnecessary talk?

e Do I return all calls?

Pocket reminders
» Get your priorities right.
* Make a ‘to do’ list every night.

* Perioritize that list.

+ Start each day at number one.




Handle a piece of paper only once where possible.

Don’t let others waste your time.
* Do it now.

» Keep it in context: know why you are putting in all this effort.

Wise words

The less one has to do, the less time one finds to do it in.
Lord Chesterfield




Chapter Five

Finding the business

People in business will lose a percentage of their customers
however successful those businesspeople are, however
good their service is, and however well the product is priced.
There are many reasons why customers are lost: people move
away or die, products become obsolete, sales are lost to a
competitor, businesses are taken over or go bust or, very
importantly, changes take place in market trends and buying
behaviour.

Let me give you some examples of buying behaviour or
products reaching the end of a life cycle. The market for
typewriters virtually dried up due to the computer. Videos
have been replaced by DVDs and cassettes by CDs.
Salespeople therefore should be at the forefront of spotting
market-place changes, and feed this information back to their
employers. What were the Kodak people doing? Let me
remind you again you must be customer led, what do your
customers want, when and how?

One of the principles of professional salesmanship is that
you as a salesperson should regard yourself as a
businessperson in your own right. It must be your
responsibility to get new business. You cannot merely wait for
customer enquiries or leads provided from marketing or
advertising. I learnt to my cost the risk of being passive,
waiting and hoping for prospective customers to call, write or
phone in. Now I never base my future on the success or failure
of an advertising campaign. I believe it was Henry Ford who
once said, ‘50 per cent of my advertising works; I only wish |
knew which 50 per cent.” So I have to find new business
myself and my advice to you is that if you want to be a winner



you have to have a good system for finding new business. And
it must not be dependent upon the activity of somebody else.

Existing_customers

So let’s begin with the richest seam of prospective new
business that nearly all companies possess. It 1s the existing
customer list.

It is much easier to sell something to somebody you have
previously sold to. There is already a relationship, which, in
turn, means that there is some common ground. It is very
important to remember that some of the people may have
changed, so it is increasingly important to stay in much more
frequent contact. Most databases or contact lists must be
continually updated, or ‘cleaned’. As a guideline,
approximately 30 per cent of a list will change each year,
owing to people changing roles, jobs and companies.
Remember that in business-to-business selling you do not do
business with the company but with the people.

If you have a really comprehensive list of contacts, e-mail
addresses and telephone numbers, it should not be necessary to
go to the next stage of sourcing business until you have
exhausted the immediate potential. The better your initial list
the longer you will be able to prospect new business from
relatively sympathetic sources.

I have said that the richest seam of new business is to be
found in one’s customer base. Now the motor industry has to
be one of the most competitive, with agents continually
offering outstandingly good deals to attract new purchasers. |
have been purchasing motor vehicles for the last 30 years and
have always bought them from a motor agent. A professional
salesperson should surely have contacted me about three
months after the purchase to make sure I was satistied with the
vehicle. He or she should have contacted me again one year



later to see if all was well or if [ was considering making a
change. A third contact should have been made 18 months
later, and a fourth two years later, as by now it would be
almost certain that I would be exchanging my car. Instead,
salespeople are intent on making one-off sales rather than
building long-term repeat business.

The ‘No, not todays’

Make sure that you have compiled and continually add to your
list of names, addresses and telephone numbers of those
people who have said ‘No thank you.” As I have said
previously, this should be your second richest seam for mining
future business.

Keep in contact and likewise, ensure that this list is
continually updated with information on changes to
companies’ activities, operations in new fields, etc; and what
you plan to do next in order to convert that ‘No’ into a ‘Yes’.

The past enquiry list

This can be different from the ‘No, not todays’, as this list
should contain people who have enquired about, or responded
to, advertising or promotional activity. You will almost
certainly not have had direct conversation or meetings with
these connections. In other words, it will have been a passive
response, but nevertheless they may not have responded to
information that you had provided; however, it is well worth
keeping in regular contact.

Newspapers

A few years ago, when we were about to launch our first
video-based course on professional selling, we needed to
increase our customer base dramatically. We arranged to have
all the national newspapers, the major local newspapers and



the business journals delivered to two homeworkers, who
searched them for companies that were advertising for
salespeople.

They then recorded the relevant company names, addresses,
telephone numbers, contacts and any further information that
the advertisement disclosed, such as type of product and area
of operation. This information provided us with a vast
resource of prospects. With our course on selling we obviously
needed to talk to sales managers. It has proved to be an
outstandingly successful system.

Home sales

The rule of thumb in the sourcing of prospects is to make sure
that you contact the right person with the right interests. My
friend Bill Jack tells a story about his mentor sales manager,
Joe Ulbrich, who sold sewing machines. He was a true
professional and he sold his sewing machines to individual
householders — what is often termed ‘door-to-door’ selling. He
developed a very sophisticated system that made him the star
in his field. Two weeks before moving into a new town he
would place an advertisement in the local paper, advertising a
second-hand sewing machine with a box number to reply to.

On arriving in the town he would go straight to the post
office and collect the replies. He then proceeded to call on
each of those prospects, armed with the knowledge that every
householder he visited had an interest in sewing machines,
whereas his rivals would be calling systematically from door
to door, in the hope of being able to raise some interest. He
appeared to do much less work than his colleagues, but he was
certainly working more intelligently. I love the phrase
‘working smarter, not harder’.

There are numerous examples of outstanding salespeople
working with greater achievement and less activity — for



instance, the burglar alarm salesman who reads his local paper
to find out where the latest burglaries have been and then
systematically calls on all the houses in the immediate
neighbourhood, or the fire alarm salesman who reads or hears
of a fire, and then does likewise.

Prospecting

Telemarketing, when practised successfully, is a very
specialized and skilful activity, not only in selling products
and services but also in prospecting and lead generation.
Unfortunately professional telemarketing is rare and we have
all been abused by what I can only describe as pathetic and
appalling intrusive telephone sellers. Can it be effective? Yes,
but it requires excellent training, a superb script, and a
charming telephone manner and is beyond the remit of this
book. Denny Training success@denny.co.uk will help.

Direct mail

This is a very specialized marketing activity and in recent
years the response rate has dropped to a lot less than 1 per
cent. This is best left to proficient agencies with a strong track
record.

E-mail

Our e-mail boxes are constantly blitzed with spam. Sending
unsolicited e-mail 1s of course a very cheap activity but |
definitely do not recommend this unless it is to your own
known contact database. Sending unsolicited e-mails because
of its virtual zero cost can be an effective lead generation for
your product or service if you do not care about your brand
image and you’re not in business for the long term. It does and
can work but in order to get through spam filters, you need to
have a recipient’s name in the subject line and you must be



aware of the laws governing the use of e-mail. Let me state
again, I do not recommend sending unsolicited e-mails.

Website

A website is an absolute must for every business, not only for
attracting new customers but essential for prospective
customers who may wish to check you out prior to making a
purchase. Your website must give the visitor an opportunity to
see one or two minutes of video that they can choose to switch
on, and news pages must be right up to date. Websites are a
brilliant opportunity to have some genuine customer quotes
and short case histories, but most important of all make your
contact details easy to access.

Networking clubs

Networking is without doubt the most cost-efficient and time-
efficient successful way of finding new business. Networking
basically means talking to people. If all salespeople would just
spend 10 per cent more of their working time in conversation
about business with other people, their sales results would be
staggering. Just do the calculation yourself.

There are many networking clubs that run sessions from
breakfast meetings to evening events where participants have
the opportunity of meeting new people, establishing
relationships and sharing their business (without becoming a
bore) with others. The networking clubs are best suited to
salespeople from SMEs.

Check each day how many people you have spoken to. You
will find the coloration has a direct bearing on your sales
performance.

Referrals




The life insurance industry has always encouraged its
salespeople to use the most powerful form of lead sourcing in
that industry: referral or recommendation. The stars have
mastered the art of ensuring that one sale leads to several more
by simply asking the client, ‘Have you, Mr Customer, another
relative, friend, colleague or business contact whom we may
be able to help?’

When you use the referral system don’t waste your breath
by asking your customer, ‘Is there anybody else?” You will get
the same reply as the salesman in the retail store who asks,
‘Will there be anything else?’ ‘No, thank you.’ In asking for
referrals, be specific. Make suggestions that will help your
customers to think of others. Don’t leave it to them to use their
imaginations!

Here are two examples:

Salesperson: ‘If you and I were to reverse our roles,

who would you suggest I talk to first in your company?’
or

‘I’m sure you know other people who are involved

b

n...
Customer: ‘Yes.’
Salesperson: ‘Do you know any training managers?’
Customer: ‘Yes.’
Salesperson: ‘Do you know any HR managers?’
Customer: ‘Yes.’
Salesperson: ‘Who would you suggest I contact first?’
Customer: ‘I would contact...’

Salesperson: ‘May I mention your name?’



It is very important that you do not ask for referrals until you
are certain that your customer is happy with his or her
relationship with you. The customer should want to
recommend you, not feel forced or pressurised into it.
Referrals and recommendations are, without question, the
most successful, profitable and powerful way of growing your
business. I get very frustrated with the number of people who
waste this opportunity or who try the technique with their
customers far too early.

Follow your customers

What about those customers who move on to other
companies? Very often, salespeople concentrate on the
company and the new person who has replaced the previous
contact. Follow your customers and their careers. Remember
the old adage: ‘Once a customer, always a customer.” Your
customers are people, not companies.

My eldest son built his company very successfully by
adopting this principle. His business was advertising and sales
promotion, and, as you can imagine, in that industry, people
regularly move into new jobs and companies while developing
their careers. When one of his contacts informed him of an
impending move, he made sure that he was introduced to and
built up a relationship with the new incumbent, thereby
retaining that client’s business. When his contact moved into
their new company, he obviously sent a congratulatory card on
the person’s first day, but maintained that relationship and, in
numerous cases, picked up a new client. So out of one
customer he had created two.

Research

First, it is your responsibility to allocate time for research.
This activity involves compiling information from



newspapers, trade magazines and the internet as you drive
around noticing new developments. For example, if you are
selling office furniture, you should take note of buildings that
are changing hands. If you are selling food products, be aware
of what the top chefs are promoting on their television
programmes.

Business cards

Spread your business cards as far and wide as possible. Yes, I
agree that this is passive lead generation, and that you
shouldn’t base your income on the passive approach. But it is
very gratifying to get extra calls and enquiries. Whenever you
pay a bill anywhere, leave a business card. Leave your
business card everywhere you go. Just as importantly, collect
other people’s business cards and, if nothing else, at least store
them in one of those business card wallets. If you cannot get
one of those, how about using a lever arch file, a set of A—Z
dividers and stapling your cards in alphabetical order on blank
sheets of paper.

Sources of new business

These include:

* past customers;

* past enquiries;

* the ‘used to supply’ list;

* the ‘No, not today’ list;

» contacts who have moved,;
* trade directories;

* local papers;

* new openings or job enquiries;



* trade magazines;

* collecting business cards;

* referrals and recommendations;

* other departments within a company;

» addresses and telephone numbers from delivery vehicles;
 exchange of information with competitors;

* people moving house.

It is possible to purchase lists of prospects in almost any
category you may require. This is now an extremely
sophisticated business and there are numerous list brokers
throughout the country that can provide an excellent service.

Do be specific if you are getting information from a list
broker, and this thought process is well worthwhile anyway in
clearly identifying your customer profile. The more you can
build up a picture of the person you want to sell to, the less
effort you will waste.

The passive approaches

These include:

* advertising;

direct mail;

leaflet drops;

* inserts in journals or newspapers;

websites.

Pocket reminders

* It is essential to get new customers every year.
» The richest seam of business is the past customer list.

* Use newspapers and journals.

» Referrals are cost-effective.




* Follow your customers.

Wise words

It is not enough to have a good mind, the main thing is to use it well.
René Descartes




Chapter Six
Getting_the appointment

he vast majority of people involved in our great profession

actually loathe making the sales appointment. And in many
cases, otherwise professionally able and successful salespeople
are pretty useless in using the telephone to fix a sales meeting
(presentation). But the true professional must master this part
of his or her business. So let’s go though the stages that will
make it easier. Making it easier will, of course, make the
results more effective.

Stage 1

This is the process of tuning your prospect list. If there is any
uncertainty about who is the buying authority in each case it is
now that the telephone call should be made to the prospective
company.

Dial the company and ask the switchboard operator quite
simply, ‘Can you help me, please? Who is responsible for...?’
Once you have got the name, make sure you have the first and
second names, the title, and how they like to be addressed.

And finally, do the double check: ‘So, am I right in thinking
that Mr X is responsible for purchasing...’? Now, you will
find that on some occasions, the receptionist will say, ‘Oh no,
Mrs Z handles that.” All I am trying to say here is that it is
terribly important that you find the right person. Having got
the name, do not ask to be connected. If you are asked the
purpose of your call say that you want to make sure your letter
is addressed to the right individual. But let me repeat, while
you are sourcing information, you have not got yourself into



the right frame of mind for the next stage: fixing the
appointment.

It is very important not to mix research and selling. I know I
may be labouring the point, but it really is essential to get
appointments with the right person:

* the person with the means or the money;
* the authority;

* the need.

(This 1s summed up as the MAN).

You must put yourself in the path of the right people.
Speaking to anyone else is really a bit stupid. Some research
carried out in the United States measured the success rate
when a salesperson had the decision maker, the signatory (the
MAN), in the room at the time of the presentation. On those
occasions they achieved a 45 per cent success rate (closed
sale), which in itself is, of course, very good. On the other
hand, when they had replacements for the decision maker
(people who said, ‘Don’t worry, he or she will act upon my
recommendation’ etc) they had a closing rate of only 8 per
cent — enough said.

Stage 2

You must now decide whether to make your first approach by
telephone or by letter, and I intentionally do not include e-mail
which as stated earlier is overused and abused. Neither is more

‘correct’, because of the variance of industry types, so I will
deal with both.

The letter

Remember that the purpose of writing a letter is to sell your
follow-up telephone call, which should, in turn, sell the
appointment. Another great principle of salesmanship is: you



can only sell one thing at a time. It is very important that you
do not include product brochures, literature or any further
information at this stage.

Remember, the purpose of the letter is to sell the telephone
call, and the telephone call will sell the appointment. It should
go without saying that you should not send out more letters
than you are able to follow up with the necessary telephone
calls.

Below are three examples to be changed and personalized
(see Figure 6.1). We have found we get a higher contact and
appointment rate when this type of letter 1s faxed. If you are
going to fax introductory letters, change the follow-up phone
call to within 24 hours. I do not recommend you use e-mail.

The telephone call

First, always dial the number yourself. Never get a secretary or
telephonist to make contact for you. When the switchboard
operator answers, ask for your contact by name: ‘Mr Smith,
please.’

Don’t waste time by cluttering up the process with
unnecessary words: ‘Would you put me through to Mr Smith,
please?’ You will now be connected to his office or his
secretary. If his secretary answers, just repeat your request, but
this time use his first name as well: ‘John Smith, please.’

She will probably ask who is calling. And your response
should be just your name: ‘Richard Denny, here.” Never use a
title, such as Mr, Miss, Mrs or Ms.

FIGURE 6.1 Some sample introductory letters




Mr J Smith
Job title

Company name
Address

Dear Mr Smith
May | introduce myself and my company to you,

The purpose of this letter is to inform you that we have
one or two new developments within our product/service/
range that may be of interest to you.

| obviously have no idea at this stage if this is the case, so |
will be telephoning you within the next two to three days
to see if we may be able to fix up a very short meeting
where | can explain in more detail our latest
product/service/range.

| really look forward to speaking to you.
Yours sincerely
Signature

Mame (typed)
Job Title




Date

Mr J Smith

Job title
Company name
Address

Dear Mr Smith

The purpose of writing to you is to introduce myself and
My company.

We specialise in .......... and | believe some of our
products/services could well be of interest. | also believe
that they might save/make you a great deal of money.

| obviously have no idea whether this may be of interest,
so | will give you a call within the next two or three days
to see if we can arrange a very short meeting.

Your sincerely
Signature

Mame (typed)
Job Title




Joe Bloggs

Joe Bloggs Associates
24 Market Way
Chipsdean
Westmanshire

CH2 8BL

Dear Joe

You may have heard that ............. are now delivering
‘THE best value for money ............ services in the UK" =
not our gquote, but from our customers.

The purpose of this letter is to see if we can arrange a very
short meeting for you to see whether what we are
currently able to achieve may be of interest to Joe Bloggs
Associates, now or in the futura.

I will phone you in the next two to three days to see when
we could have a 20-25 minute get-together.

Yours sincerely
Signature
Mame (typed)

Jab Title

PS. In most cases we can guarantee to reduce costs,
improve service and simplify administration.

Very few telephonists and receptionists are properly trained in
the UK, and I find it an abomination when calling a company
to be asked, ‘Who’s calling?’ instead of ‘May I ask your name,
please?’ and even worse is the request, having given your
name, ‘From where?’ What they mean, of course, is ‘From
which company?’ I have found an excellent antidote. I say,
‘From Moreton-in-Marsh’ (the location of my head office).
There is always a deathly hush on the phone at this point. But I
get put through very quickly!

If you are asked the name of your company, give it. If you
are asked why you are calling, say that it is in connection with
your letter. If for any reason your contact is not available,



always say that you will call back and ask for the most
convenient time.

Another great principle of professional selling is that you
must never leave the next move to the client or customer. You
must always be in total control.

If your prospect is engaged or busy, do not wait on the line,
as your enthusiasm will diminish. It is wasted, unproductive
time and only makes profits for the telephone company.
Always call back. Now let’s proceed to the conversation to
secure the appointment:

‘Hello, Mr Smith, this is Richard Denny here of The Richard Denny Group. Did

you get my letter? Good. The purpose of me ringing you is, as I said in my letter,
that we have one or two new products/services/ranges that may be of great
interest to you. But I really have no idea at this stage so, in order to save a great
deal of time now, may I suggest that we fix a short meeting at your convenience?

Do you have your diary available? Would 9.20 next Thursday be convenient? Or

sometime the following week?’

Let’s now analyse this very basic telephone procedure. Bear in
mind that you must adapt this outline to suit your own
personality and your own industry. Remember too that you
must stick to the principles of success.

* Do not attempt to sell or discuss your products in any detail
over the telephone. This book is not about telephone selling
because that is also a sophisticated and specialized process
in its own right. Do not allow yourself to be drawn into a
discussion. The purpose of your telephone call is to get the
appointment. If your product or service can be sold over the
telephone, then get the knowledge and perfect that mode of
operation.

* Do not make a statement that you cannot justify.

* Do not offer an appointment time on the hour as that may
appear to be an appointment that could last an hour, and
likewise do not offer on the half hour. Always choose an
unusual time because this clearly gives the impression that



the meeting will be short. One addition that I personally find
useful is to say, ‘The meeting will be short, unless you have
some points of interest you would like to discuss.’

* If your prospect says, ‘Can’t you put something in the post?’
the commonsense approach is of course to say, ‘That is the
purpose of me wishing to see you: so that I can only leave
you the information that you will be interested in. Anyhow,
Mr Smith, I would really like to meet you.’

On one of my courses I was asked by a Health & Safety
Officer (who was trying to sell Health & Safety) why he could
not get an appointment. I asked him what he said and he
replied, ‘Well, I phone managing directors, production
directors, financial directors and ask if I can come and talk to
them about Health & Safety.” Well, as you can imagine, he got
a huge percentage of resistance. I suggested he try the
following phraseology and adapt it to suit his own personality:
‘Mr/Mrs X, may I come and discuss with you how my
organization could save you a great deal of money, time and
worry in preventing Health & Safety claims?’

The cold telephone method

» Decide before you start how many calls you are going to
make and exactly how long you will spend in making them.

« Make sure that you have all the information from the
prospect list.

 Follow the above procedure in getting through to your
prospect.

* Make sure that you always make a prime desire statement
that will elicit this subconscious response from the prospect:
‘I want to hear what you have to say. I want to see what you
have on offer.’



— We have some new developments that could save
your company a great deal of money.

— We have a new product that could make your
company a great deal of money.

— We have a new service that could be very cost-
effective for you.

— We have a new system that could be extremely
labour-saving for you.

* Remember, the purpose of your call is only to sell and get
the appointment.

The script suggested for the primed call can be adapted for the
cold call with the following addition: ‘Hello, Mr Smith. My
name is Richard Denny. My company is... and we specialize
in... We have a new product/service/development...’

We have used this script in my own company, The Richard
Denny Group, for setting up and getting appointments for our
training consultants to meet with managing directors, sales
directors, human resource directors, marketing directors, for
our video-based training courses. Our field analysis shows that
we have a 90 per cent success rate in making sure our training
consultants are in front of the decision-makers.

You may decide that it is well worthwhile confirming the
appointment the day before the meeting is due. You must
decide yourself according to your industry type and
experience. There are some industries where it is much more
professional to follow this procedure, even to the extent of
confirming the appointment by letter. Such a letter should
always be brief, yet polite (see Figure 6.2).

FIGURE 6.2 A sample letter of confirmation




Dear Mr Jones

It was great to speak to you today.

I am pleased to confirm our meeting/appointment on...
idate) at... (time) at your office, and | really look forward
to meeting you,

Yours sincerely

Signature

MName (typed)
Job title

Before we leave the important matter of getting appointments I
recall a very successful direct mail shot from a client of mine
who must remain anonymous. I refer to it as the page 2 close.

He sent out what appeared to be only the second page of a
two-page letter (Figure 6.3). The mailing enjoyed, as you can
well imagine, a quite phenomenal response rate!

FIGURE 6.3 The page 2 close

2

As you will see from the above, there will be enormous
benefits to you and your company and | look forward to
receiving your instruction in due course.

Yours sincerely
Signature

MName (typed)
Job title

Voicemail

You have, I am sure, experienced voicemail — it appears that
more and more organizations are using it. Where you are
following up after a letter and are confronted with voicemail,
you have two choices: either leave a message or phone again.



My preference and advice is to call again. If after continual
phone calls you have been unable to make contact, you may
have to leave a message and just hope that your call 1s
returned. I might add that, in my experience, only the very
best businesspeople return calls. It appears that weak and
poorly organized individuals do not. My final suggestion is to
try phoning outside normal business hours, or get the mobile
telephone number of your contact from the company
switchboard.

Some tips on making_the most
of your telephone calls

* Always smile while you are speaking on the telephone. It
does project a better telephone manner.

Be enthusiastic. Enthusiasm is very infectious.

Stand up from time to time. Have a long lead on your
telephone so you can move around. We always sound more
decisive when we are on our feet, rather than lounging
around.

Always plan your call.

Know what reactions you want.

Decide what you want to achieve from the call before you
dial.

Pocket reminders

+ Always have a detailed list.
* Letters are to sell the telephone call.
* The appointment call is to sell the meeting.

 Perfect your telephone manner.

Wise words

Practice does not make perfect. Perfect practice makes perfect.




Vince Lombardi




Chapter Seven

The rules of professional
selling

f you should decide to take up football, the first stage would

be to learn the rules. And in learning those rules, you would
obviously want to be taught from the current rule book, not
from the rule book of the 1970s, 1980s or 1990s. Regrettably,
too many salespeople are being taught out-of-date sales
practices.

As I have already said, the buying public are more
sophisticated than they used to be. People are better educated;
they have more choice and the competition is more intense and
proficient. It is therefore absolutely essential that any
salesperson attempting to perform and achieve in the vibrant
market-place of the current climate, must be equipped and
knowledgeable on the accepted practices of modern selling.

In listing these rules, I must again stick firmly to the
principles, and those principles have to be adapted to the
selling environment or industry. In so many cases these rules
are common sense and appear to be stating the obvious. But it
is exactly these rules that are being broken by salespeople who
fall into the 80 per cent category. Over the years, in working
with client companies and training thousands of salespeople, I
have continually heard our 80 per cent category salespeople
telling me and showing me by their body language that they
have heard it all before.

The star performers — or as Tom Hopkins, a US sales trainer,
calls them, the champions — are hungry and willing to be
reminded of those rules and principles because they know that



there are few truly new sales techniques that really work. It is
the sound principles of people-to-people communication that
are the most effective, and it is these principles that get
forgotten and neglected.

Rule 1: Sell to people

Selling is only directed at people. You cannot make a sale
unless it is to another person. So the rule is: understand that
every sales presentation must be different because you will
never find two identical people. Every prospective buyer has
different aspirations, requirements, wants and needs. Buyers
come from different homes, they work in different business or
office environments. They have different pressures to cope
with and different targets to achieve. They have different
people to report or respond to. They have different family
backgrounds, different educations, different hobbies and
interests and different goals. They may be happy or unhappy;
they may be disillusioned or frustrated; they may be positive
or negative. The professional salesperson has to:

* Become a people expert. I hate using the word ‘expert’. It
has often been defined as a combination of an ‘X’ (a has-
been) and a ‘spurt’ (a drip under pressure). Unfortunately, in
this context you really do have to be an expert, in the best
sense of the word.

* Actually like people. Be interested in them.

* Attract people to yourself. Clients and customers should
look forward to their meetings with you or to hearing from
you on the telephone. The professional salesperson is, and
must be, a ‘pully’ person’, not a pushy person. Your
customers should want to take your phone call; if you walk
down a street and a customer sees you, he or she should
want to acknowledge you rather than dive into the nearest
shop. The more a person likes you the less that person will



put pressure on you to reduce your price, negotiate a tough
deal or attempt to gain a discount.

Rule 2: Sell yourself

Everybody has heard, more than likely at an induction course,
that what you have to do is go out and sell yourself. But very
few people are actually taught how to sell themselves. We all
agree that it is very important, but how is it done?

The answer, of course, is to be interested in other people.
Ask questions and get people to talk about themselves. People
quite naturally are interested in themselves. In all reality, it is
their biggest interest of all! If you don’t believe me, imagine a
family wedding or a Christmas gathering. All the family are
together, somebody produces a camera, and the family group
photograph is taken. Two weeks later you get your print. Who
do you look for first? Grandma? Auntie Mabel? No, you
don’t! You look for you; and you look terrible! To be
interesting you must first be interested.

In getting other people to talk about themselves, notice their
environment, pictures on the walls, any indication of hobbies,
sports and so on. Now I am not suggesting that one should be
smarmy, but [ am suggesting that people are truly fascinating
and that if you approach every meeting thinking, ‘I am going
to like you, and you are going to like me’, the right chemistry
can be engineered. It is also quite extraordinary how much you
can find in common with the most unlikely people. You meet
somebody for the first time at a party, and you discover that at
one stage you both lived in the same town or even the same
street. A bond is created which can develop into a relationship.

The simplest things can act as a glue. So do attempt to find
some common ground and remember another great principle
of selling, people buy people. None of us does business with a
person we don’t like if we have a choice. If there is no choice



then of course you have to complete your transaction, but we
all prefer to do business with people we like. I am, of course, a
buyer as well as a seller, and in my business we buy a great
deal of print. We are continually called upon by printers and
stationers who want our business, but the vast majority of our
purchases are from one printer. He is not always the cheapest,
he doesn’t always give us the best delivery, but he 1s a really
pleasant chap.

Many years ago, before I started selling as my new career, [
was farming. I recall the occasion when a new sales rep called
at my farm: ‘Mr Denny, my name is Chris Bowles. I represent
Silcock Lever Feeds.” He was selling cattle and pig feed and
all these brands are very similar. ‘I have just taken over this
area. I am calling just to introduce myself as I expect you are
very busy. I will pop in again in a month’s time, if I may.” And
with that he left a business card and departed.

One month later there he was again. ‘Remember me, Mr
Denny? I am Chris Bowles from Silcock’s.” We chatted for a
few minutes. He asked me how things were going and I told
him not very well, because all farmers are trained to say that!
He said, ‘I won’t hold you up. I will see you next month.’

The following month I greeted him with ‘Hello, Chris.” |
told him that one of my calves wasn’t doing very well. He
suggested that a bag of his calf food might help, so I bought
one. Within a couple of months, Chris Bowles was supplying
me with all my feed requirements. I did not purchase Silcock
Lever Feeds, I purchased Chris Bowles.

So sell yourself. Be interested in people and find the
common ground, and you will build a fantastically loyal
customer base that will enable you to achieve a profit and your
customers to achieve value for money.

Rule 3: Ask the right questions




If you were to ask me what I consider to be the single most
important skill in mastering the art of professional selling, I
would say it is the ability to ask the right questions.

Some time ago I decided it was about time I had a laptop
computer, so duly arranged for some sales presentations. The
first salesman arrived in my office and proceeded to
demonstrate the laptop he was offering. It was a good
demonstration. He explained the product well and he covered
all the features and benefits. In due course he attempted to
close the sale, at which point I declined and said that I would
think about it.

The second salesman arrived at his allocated time and,
again, made a most proficient presentation. He included the
guarantees, an explanation of the instruction book and also
attempted to close the sale. He likewise also received the
British ‘No thank you’ with the proverbial ‘I will think about
it’.

And then came the third salesman. Well, he appeared not to
have a laptop with him and we sat for a few minutes with the
usual preamble when he said, ‘In order to save a lot of time,
Mr Denny, may I ask you a few questions?’ He then proceeded
and the first question I recall was: “Why are you interested in
purchasing a laptop?’ my response being, ‘Well, everybody
else seems to have got one.” He then asked me, ‘If you were to
have one, what would you use it for?” There followed a great
number of questions about my business, questions that
disclosed my computer knowledge and questions that
uncovered budget cost expectations and personal use as well.
After this in-depth information gathering, which lasted
approximately 15-20 minutes or so, he went out to his car and
he brought in a laptop computer and he then proceeded to
explain what his laptop would do according to what I was
looking for. Well, as you can imagine, who got the sale?



Selling really is so simple and so easy if this activity is
thoroughly carried out. He had the courtesy and the
professionalism to find the solution to my requirement.

In asking the right sort of questions remember the principle
of ‘selling to win’ — you can only sell to people and no two
people are identical. Remember that the interests of a
managing director may be very different from those of a sales
director, a personnel manager, a production manager, a
housewife or a professional buyer. A managing director in
most cases will be primarily interested in his or her company
profits. A sales director, on the other hand, will be primarily
interested in sales. A professional buyer will want to get the
best possible value and delivery time, whereas a personnel
manager is primarily concerned with the interests of staff. As
there are so many variables, you must prepare your own list of
questions according to your industry and, of course, to the
people that you will be selling to. So build your own checklist.

If you are going to be a true professional, never attempt to
sell without preparing these questions in detail. This, in itself,
requires planning and thought. Ask the right sort of questions,
ask questions that lead towards your unique selling points, to a
positive response. Ask questions that will give you a ‘Yes’
response. Use your questions to discover your prospect’s
prime desire. Find out as much information as you can about
budgets, how much buyers are expecting to pay, how much
money they have. Many salespeople are afraid of talking
money until the end of the presentation. Always have a pad of
paper to write down the answers and make notes. If you are in
a meeting with another professional — a doctor, for example, or
a solicitor — wouldn’t you be surprised if they didn’t make
notes?

There is a difference between interrogation and asking the
right questions: the difference lies in the body language and
tone of voice. You’ve heard the saying ‘It’s not what you say



but how you say it.” I cannot teach you the right questions
because every company and product is different, but let me
give you some ideas. You can preface all of the who, what,
why, when, where and how questions with this lead-in:

‘Do you mind me asking...?’
‘May I ask...?’

‘Can I find out...?’

‘To save a lot of time...’

‘So that I can help you...’

Now some people call this fact finding, I don’t mind what you
call it but may I remind you the facts are important, ie the
needs, but the wants are more important, and taking notes is
very professional.

Here is a list of possible questions:

A list of ‘who’ questions

* ‘Who are your major competitors in your specific market-
place?’

* ‘Who are the prime users of the system?’
* ‘Who will require training?’
* ‘Who benefits from the data reports produced?’

* ‘Who compiles your data at the moment?’

A list of ‘what’ questions

* ‘What would happen if...?’
* ‘What are you looking for in a software package?’
» ‘What access do you require?’

* ‘What can we do to make this happen?’



‘What skills will be required to achieve the result?’

A list of ‘why’ questions

‘Why do you produce these reports at the moment?’
‘Why do you need...?’

‘Why do you think that?’

‘Why will you need more time?’

‘Why do you do that?’

A list of ‘when’ questions

“When are you looking to implement this system?’
‘When is a good time to discuss...?’

‘When will you be getting your new budgets?’
‘When is a good time to start the programme?’

‘When will be more convenient?’

A list of ‘where’ questions

‘Where will the system be located?’
‘Where does your analysis come from at present?’
‘Where is the money coming from?’

‘Where is it going to be best to locate...?’

A list of ‘how’ questions

‘How important is this project to you?’
‘How quickly do you require the system?’
‘How many people will be required?’
‘How can we progress further with this?’

‘How do you see our programme fitting in with...?’



A list of ‘which’ questions

* ‘Which is more important to you?’

* ‘Which colour is going to be most suitable?’

* ‘Which one is your favourite?’

* ‘Which system do you think is going to be right for you?’

So, liberally use those words — who, what why, when and how.
Be conscious of finding and being aware of your customers’
interests.

To sum up this vital section, the professional salesperson
must and should be selling solutions. Ignore this at your cost
and remember that to sell the solution, you have to first
identify the requirement. I can emphatically state that every
sale I have lost or should have won will be down to not
gathering sufficient information.

Rule 4: Listen

Now this is, of course, common sense. But sadly, very few
salespeople really listen. They think they are listening but
what they are really doing is thinking about what they are
going to say next. Most of us have two ears and one mouth,
and that’s the ratio to keep in mind when you’re using them!
Listen to what is said, as well as listening to what is not said.

Listen with your ears but also with your eyes and be aware
of surroundings, appearances and most importantly positive
facial changes. Salespeople who master the art of asking the
right questions, and of listening carefully to what the prospect
has said, will find that most customers give them numerous
buying signals.

You learn more by listening than ever by talking.
Salespeople who can master this art not only will become very
wise, but will also gain tremendous power as they have gained



so much information that will reap untold rewards. Some of
the most successful and astute businesspeople have really
mastered this skill. An enquiry about price is a buying signal;
an enquiry about a delivery date is a buying signal; an enquiry
about colour or style is a buying signal. Listen out for the
problems or worries that your client may have. It is essential
that while listening you are not tempted to interrupt and to
offer or provide solutions. These can come much later. If, of
course, a customer is clearly giving you a buying signal, have
the courtesy and respect to give the person the information and
the opportunity to make the buying decision. In other words,
close the sale.

Rule 5: Link features to
benefits

There is, of course, a very clear distinction between the
features of a product or service and the benefits of that product
or service. In reality, customers are interested in purchasing
the benefits only. It is the benefits that they want, not the
features.

Let’s take the example of a motor car. The features of a
particular model could be that it has power steering, electric
windows, automatic door locking, overdrive and a sun roof.
Now let’s link those features to the benefits. This vehicle has
power steering, which means that it is light to handle,
particularly in small areas, and after a long journey you will
certainly arrive feeling less tired. It has electric windows,
which means that from the driver’s seat you can easily adjust
any window, so stopping the frustration of having to lean
across and wind down a window. It has automatic door
locking, which means that when you shut and lock the driver’s
door, all the doors are locked — particularly useful on cold, wet
days. It has overdrive, which means that you will have greater
fuel economy, and with the price of petrol, this could be a well



worthwhile saving. And it has a sun roof, which is an excellent
feature for those gloriously hot, sunny days, when you can
press a button, slide back the roof and have the sun streaming
n.

You will notice I have used the link phrase ‘which means
that’. Don’t overuse this phrase, but it is a very useful
reminder not to oversell features. There is also a very useful
test that you can apply, not only to yourself but to any
salesperson you encounter who seems only to be selling the
features. This is the ‘so what?’ test.

The salesperson says that this car has overdrive — so what?
The salesperson says his company car is the market leader — so
what? We are the biggest..., largest..., smallest..., longest
established..., nationwide..., local.... All of these are ‘so
what?’ features. What really matters is what they mean to the
buyer. ‘We are the largest” means, ‘We have the experience
and resources to satisfy your requirements’. Many salespeople
become so obsessed by their own company and products that
they fail to realize the importance of relating such statements
to their customers’ benefits.

Before we leave the subject of features and benefits, it is
imperative to remember that true professionals talk only about
the features and benefits that relate to their customers, and that
every customer is different. For example, the car salesman
who strongly sells the features and benefits of the cocktail
cabinet installed in the motor car, but who doesn’t take the
trouble to find out if his prospect is a teetotaller, could lose the
sale, or at least bore the customer while he labours the feature.
Be conscious of the ‘What’s in it for me?’ (WIIFM) factor in
the conversation process.

Rule 6: Sell the results




Don’t sell your products or services. Sell the results, or what
your product or service will do. A customer who walks into a
hardware store and asks for a quarter-inch drill doesn’t really
want one. What the customer wants, of course, is a quarter-
inch hole. He cannot buy that, so he states his requirements as
being a quarter-inch drill.

Within my group of companies was a small publishing
company and its leading title at that time was an outstanding
reference book called The World Travel Guide. For some years
this had been available only to the travel industry and had very
much become the travel trade’s bible. I realized that this book
would be excellent for business and more general commercial
use. We decided to increase its circulation rapidly. Selling it to
individual businesses is, of course, very easy, but we wanted to
create some big-volume sales.

It occurred to us that the banks could be very useful
customers. So we researched the benefits and presented them
to a major international bank.

We pointed out to our first prospective client that if the bank
provided its foreign exchange branches with The World Travel
Guide, the cashiers would become more knowledgeable, more
aware and better able to give a really good service. We pointed
out that customer queries on information could be sourced
immediately, and that the foreign exchange cashiers would be
more interested in their work because they could relate
currency transactions to the destinations of their customers.
We pointed out that the assistants and cashiers would be able
to provide useful information about early closing dates, for
instance, and public holidays.

Furthermore, we offered to each of the bank’s branches
some tips on how best to use the guide to give better customer
service. That sale concluded with an order of 1,000 copies.



Two things stand out. First, we discovered the prime desire
of our client: better customer service, as all the banks are
working in a very competitive environment. Second, they
could see clearly the benefits to them and how they could use
those benefits.

That sale started with a completely cold approach. People
buy products or services not for what they are, but for what
they will do. Not make-up, but beauty; not a wristwatch, but a
fashion item or statement; not a credit card, but an easy way of
purchasing.

I have said earlier that professional salespeople do not have
to be a great talkers. They do not have to have the ‘gift of the
gab’ but they must be able, when necessary, to be enthusiastic
about their product or service and they must be able, through
what I can best describe as “picture power’, to convey the
benefits and results to the clients. Picture power uses words to
describe, to create pictures in the minds of the listeners. Facts
or features do not create picture power images. Descriptive
phraseology most certainly won’t. Enthusiasm will.

Rule 7: Don’t rely on logic

What is it that causes people to make a decision to buy? Is it
logic or emotion?

The Harvard Business School did some research on this
some time ago and discovered that 84 per cent of all decisions
are based upon emotion and not logic. I have said that people
buy people. I have also said that we will not do business with
somebody that we do not like. These are, of course, emotional
reasons. Too much poor selling 1s based upon purely logical
selling.

In the out-of-date sales rule book, salespeople were trained
to find a need, to prove a need and to sell the need. All this



does is create hard-selling techniques. And again, as I have
already said, hard selling is out of date.

I could prove to you very quickly that you need some more
life insurance. Or, if you haven’t got any, | could prove that
you need some right now. But let me ask you a question, ‘Do
you want some?’

The good and professional life insurance salespeople will
find the need but they will not sell the need. They will turn
that need into a want, by selling the results of either having or
not having. The professional life insurance sellers are able to
tell countless horrific stories of people who have had
isufficient or no insurance, and the sadness and traumas
created for their families. Good selling turns that emotional
appeal to the advantage of the seller, and creates a want.

The true professionals believe in their product and do
everything possible to persuade the client to insure according
to status, income and the desire to provide for the client’s
family. Whatever the product or service you sell, it is good
business practice to be able to turn a need into a want, and
perhaps the easiest and most effective way this can be done is
by telling a story or an experience that one of your other
customers may have told you. This has the effect of switching
the logic to emotion. My own bank sent two salespeople for a
meeting with me to discuss critical illness insurance, and |
have to confess I did not want this cover. They explained in
detail what the policy would cover and the list contained a
frightening variety of human ailments from cancer to heart
disease, from kidney failure to loss of a limb, and they were
attempting to prove that this was something I really did need,
but I didn’t want it and I was providing them with some pretty
good, logical reasons as to why I was not going to proceed.
And then one of them said, ‘There are three of us sitting
around this table, and statistically, before the age of 60, one of
us 1s likely to experience one of the ailments off that list.’



Well, I signed up! You see, I looked at the other two guys and
they both looked pretty healthy to me!

So what are the chief buying emotions? They are:
* health;
> ego;
* security;
« ambition;
* prestige;
* status;
 fear of loss;
* greed;
* pride of ownership.

This is another great principle of professional selling. People
will always find the money for the things they want, not
necessarily for what they need. Where you are ‘need selling’,
your prospective customers will be much more concerned
about price. If you are selling screws, say, to a professional
buyer and his task is to buy screws in order to complete a
manufacturing job that his company has been commissioned to
undertake, 1t will be harder to stimulate an emotional want. He
has been told to purchase screws and his job is to buy as well
as possible. He will, of course, be buying value, but
nevertheless he needs those screws so he is obviously going to
be much more price conscious.

Some readers of this book may have been brainwashed and
conditioned by the importance of finding the need and selling
it. Yes, absolutely find the need and provide the information
that satisfies the need but you will win the sale when you
really satisfy the wants. Selling a want is best achieved with
true success stories, case histories and customer quotes. ‘In



other words, don’t take my word, etc...’. This is when you can
bring out and show the evidence.

Rule 8: Be selective in the use
of product knowledge

Product knowledge is primarily for the benefit of the seller,
not the customer. It is very rare that the person who knows
most about the products is also the best person to sell them. In-
depth product knowledge 1s essential for professional
salespeople, not only for their own belief in what they are
doing but, more importantly, for their own self-confidence and
credibility.

I find it dreadfully frustrating to talk to uninformed
salespeople. But the reverse is equally frustrating: sellers who
are so in love with their products that they give every detail of
its history, production and technical specifications. They get
some of the best-educated prospects, but very few customers!
Remember — people don’t buy products; they want the results.

There is, of course, a balance to be very aware of here.
There is a greater thirst in all of us for knowledge, and
customers’ expectations are much higher. There is a much
greater enthusiasm, as well as willingness, to read the small
print and to find out exactly how a product may work or a
service 1s delivered as well as what it will do. People expect to
learn and be educated by those who sell and communicate, but
only provide this in-depth product knowledge to those who
show an interest.

Some time ago, | was commissioned by one of the UK’s
largest building societies to train its managers to sell
mortgages. In my brief, they explained that building society
managers over the years had been brought up in a very
different economic climate, one in which customers would
have to put their name on a waiting list and apply for a



mortgage. Things had changed in that, with greater
competition and vast sums of money available, mortgages had
to be sold. Would I teach their managers how to sell
mortgages?

‘No,’ I replied, I wouldn’t do that. ‘But that’s what we
want,” | was told. ‘We must sell more mortgages.” ‘No,’ |
insisted. ‘Your customers don’t want a mortgage! They say
they want a mortgage: they ask for a mortgage; but what they
want, of course, is a home. As soon as they get a mortgage,
they will want to get rid of it. I don’t know anybody who loves
their mortgage. What we’ve got to do is to train your managers
to sell the results and the fact that your society can provide the
best possible service.” Quite naturally they agreed with the
principle and I was commissioned to implement the training
programme.

Rule 9: Identify your unique
sales points (USPs)

This rule will help you to beat the competition in the most
competitive sales environments. Every business, every product
or service, has something that is unique, and you as the
professional must take time out to be sure in your mind exactly
what your USPs are. Knowing what they are and knowing how
to use them will certainly help you to win business when you
are up against tough competition (see Figure 7.1).

Let’s take the motor industry once again as an example.
Competing motor agents, selling identical vehicles or models,
far too often reduce their prospects of profits by ending up in a
price war. The salesmanship of uniqueness is based on a cheap
price. Competing agents may not have unique points about the
vehicle but their USPs may be their service, their after-care
attention, their methods of part-exchange, the siting of their



premises, or even their sales professionalism, their interest in
the client.

In being able to find out whether the USPs will be of
interest to the prospective customer, how can you use them to
beat the competition? Go back to the asking stage, to rule 3.
Ask questions that lead your prospect towards your unique
sales points:

‘Would it be important, Mr Prospect, for you to deal with somebody who gives
the best part-exchange value?’

‘Would it be important, Mr Prospect, that the person who cleans your carpet
provides a full, complete, money-back guarantee that if you are not completely
satisfied, you will have to pay absolutely nothing?’

‘Would it be important for you to make your purchase and then deal with one
person who will always be available to deal with any problems that may arise in
the future?”’

‘Would it be important for you to deal with an agent that is close to your home
for easy access?’

FIGURE 7.1 Identifying your own USPs




Identify your own unigue sales points in the three key areas.

1. Product or service

2 My company

3. Mysell: 09000 e e e e oo

These are questions that lead towards USPs. If the answer is
‘Yes’, record this on your notepad. But do not sell. As we will
see when we come to the full sales presentation, there is a time
to research, to ask for and to assimilate information, and there
is a time to sell. Take the time to create your USP: it will put
you clear of your competitors.

In some very competitive industries, business is gained by
tendering. Tender documents are prepared, submitted to
applicants and decisions taken by faceless committees that
salespeople can very rarely present to. So, they are unable to
use their professional sales skills in acquiring the business. But
many specifiers, before preparing the tender, will arrange
meetings with interested parties, gain information and find out
what is available. The professional salesperson will, at that
meeting, go through the process of turning his or her USP into



a need and then into a want. Your USPs can then often be built
into the tender document. Once again, you have removed the
competition. No professional salesperson will go out into the
market-place without absolute confidence that he or she can
beat the competition because there is always something
different, something unique to offer.

Rule 10: Don’t catch ‘priceitis’

‘Priceitis’ is the disease caught by the 80 per cent category.
Salespeople in this category feel, think and then believe
absolutely that in order to make a sale they have to be the
cheapest. These 80 per cent are convinced that customers buy
the price, that they buy only the cheapest.

A few years ago in the UK, the market for petrol was
extremely price sensitive. Price changes were normally
announced at midday on the television and radio. As soon as a
price rise was announced (prices never went down) people
would leap into their cars, head for the nearest filling station
and then sit in a queue for 3 or 4 kilometres, possibly with a
few empty cans in the boot, in order to save just a few pence
and beat the price rise.

Nowadays, petrol can fluctuate from station to station and
there don’t appear to be any queues outside the cheaper ones.
Similarly, if it were true that people buy only the price, the
cheapest motor car in the UK would be the biggest seller, and
we all know that this is not the case.

On my training courses I continually hear salespeople in the
80 per cent category bemoaning the fact that their products are
too expensive. If their products were a little cheaper, they
could sell that much more. If only these same salespeople
would realize that cheapness does not mean security. |
personally would much prefer to work for a company that is
making realistic profit margins for my future.



Statistical information has shown that approximately 18-20
per cent of people will only buy the cheapest product or
service, regardless of whether it works, or whether they really
want or need it — if it is the cheapest, they will buy it. At the
other end of the scale, 0.5 per cent of people will only ever
buy the most expensive product.

One of my clients is the manufacturer of an international
luxury brand of highly expensive merchandise from jewellery,
fragrances and clothes to luggage. Its cheapest men’s belt (the
purpose of which is to prevent one’s trousers from falling
down) is currently £105. String will do the job! But
nevertheless, the brand 1s appealing to those who have very
little interest in what things cost as long as they are the most
expensive.

The vast majority of business (ie 80 per cent) is transacted
with consumers who are not interested in the cheapest or the
most expensive products or services — their criterion is the best
possible value for money. Anyhow, if customers buy only the
price, there 1s no need to employ salespeople at all. All that is
necessary is to send out the price list and the brochures, and
wait for the orders to come in.

There is a current trend for the buying public to be more
price sensitive. This is due to the big disparity between some
market segments. The UK motor trade, for example, is in
turmoil as purchasers are able to buy a car on the internet and
save anything from £3,000 to £10,000. On the other hand,
online selling has created different competition, with some
products and services taking market share as well as, of
course, expanding the market. Certain products are highly
suited to selling online, such as travel, insurance, books, CDs.
There will unquestionably always be an opportunity and a
future for salespeople.

However, these salespeople must be able to offer real
customer care, develop it into an awesome service, combine it



with a product and sell the value-for-money principle. Yes,
there is a future.

Let’s be absolutely certain of this great principle: people
buy value, or their perception of value, not price. So
professional salespeople sell value and not price. Don’t ever be
afraid of, or embarrassed by, your prices. Be proud and be
positive because any fear will be conveyed instantly to the
customer. If you subconsciously think that you are too dear, if
you think you might lose out because of your price, your
manner, your body language and your lack of enthusiasm will
betray you.

Don’t ever apologize for your prices. Your product
knowledge and the service that you offer demonstrate that
your prices are fair. Be proud of your price. The more
confidence and pride that you demonstrate in your prices, the
more confidence your customers will have that they are
purchasing value for money.

Have you noticed how some shops don’t price their
merchandise? Your reaction is ‘If it’s not priced, it must be
expensive.” Have you noticed that in some antique shops they
turn the price labels upside down? Your reaction, the same as
mine, is ‘It must be expensive.’ If you walk down a high street
and see items with very large price tags, your reaction is, as is
mine, that it must be good value or a special price or a special
offer. The more a seller shouts the price, the better the offer.

Rule 11: Price condition

You may have assumed by now that price is not important.
Well, nothing could be further from the truth. Virtually no sale
ever takes place without the price being declared, discussed,
negotiated or agreed. Most of us, when we find a product or
service that is of interest and appears to be what we want, will
normally enquire ‘How much?’ immediately, but there are



occasions when it is absolutely necessary to price-condition
prospective customers or even find out their own price
perspective.

Let me give you an example. While building some new
offices alongside my home, we needed a telephone system that
would connect the house and the office. A salesman called and
we discussed the problem that we needed to solve. After
lengthy discussion and various colour brochures being
produced, he asked if I would like a price. ‘Yes, please,’ I
replied and he then spent 10 minutes with his calculator
working out the quotation. Passing it over to me, I
immediately looked to the bottom line and the price was £950.
Well, I threw the salesman out — not literally, but did the polite
British throw-out procedure of saying, ‘Thank you and I’ll
think about it.” You see, in my mind, I had a figure of about
£400 that I was prepared to spend but the salesman did not ask
me what I had in mind as a budget, or what I thought I was
prepared to spend. If he had, I would have said about £300,
and he would have thought ‘Fine, I can certainly provide him
with a £400, possibly £500 product’, but it would require some
extra-special explanation to suggest a £900 product. I might
add that I later discovered that his company had a £430
product that would have done the job. That salesman lost the
sale through his inability to price-condition and somebody else
in his company had the benefit of my purchase.

Some questions that will help towards price conditioning
are:

‘May I ask, have you got a budget?’

‘Do you have a sum of money in mind?’

‘Roughly how much were you planning on spending?’

“To give you some indication, it could be between £300 and
£800 — will that be OK?’



« ‘I anticipate the overall cost will be approximately £80,000
— will that be all right?’

‘I think it may end up at about £15,000 — is that what you
were expecting?’

* ‘I can’t be specific, but it will be in the region of £6,000. Is
that within your parameters?’

Rule 12: Don’t just talk, show

It has been said that people buy more with their eyes than their
ears. Now, as with every rule of selling, this can be taken too
far.

I hired a new sales manager when we launched a new video
course, a distance learning course on the management of
people with full support of books, trainer’s guides,
examination papers and certificates. The sales manager’s first
task was to employ a team of five field sales consultants and
their job was to call on prospective purchasers, having had an
appointment already set with the buying authority. After two
months of activity, and poor sales figures, I went out into the
field myself to see what was going on. And here was my new
sales team, from one of the most respected training
organizations in the world, making the most classic of all
presentation mistakes!

They were walking into clients’ offices armed with the
video course in the belief that good products sell themselves.
They were sitting down in front of clients and immediately
saying, ‘Well, I expect you want to see the videos.” They then
spent anything up to one hour showing the client the video.
They were selling products, not results, and our sales results
were disastrous.

We naturally retrained. Then we remotivated. Then we
achieved outstanding sales figures.



But it is a rule of selling that you must show. As we saw
with rule 3, however, the product demonstration should relate
to information; the benefits can then be shown to their best
effect. Don’t present or demonstrate your product until you are
ready, until you have the right information.

Many of you work in an industry in which it is impractical
or downright impossible to show your products. Laptops are,
of course, an effective way of imparting information. Please
do remember not to have too much detail on the screen at any
one time. The laptop must have a visual impact — not just
words to remind the salesperson what to say. But do remember
that these are only an aid for your sales presentation; they will
not do the job. Many salespeople in that 80 per cent category
bemoan the fact that they don’t have sufficient product
brochures. They spread them like confetti. They devalue the
content with their excessive distribution.

Product brochures are again an aid; they will not necessarily
make the sale. And if the product brochures are so good that
they do the job, again, who needs salespeople? Try to get your
prospective customers to participate in a demonstration, and if
they do, make sure it can be done without embarrassment and
without failure. Endeavour to make sure it’s not too
complicated and that they achieve a feeling of satisfaction.

One further tip: whenever you are presenting or
demonstrating any product, your hand movements affect its
value. Be it a brochure, a piece of equipment or the product
itself, may I suggest that everything you handle, whether it
belongs to you or your company, should be handled as if you
are handling a piece of antique porcelain — with feeling, with
respect and with utmost care.

Rule 13: Don’t knock the
competition




This should be common sense. There is very little to add to
this rule. But it is equally important that you don’t fear the
competition.

We have talked about the fear the salespeople in the 80 per
cent category have for competitors’ prices, but one principle of
professional selling is that if you are not concerned, your client
won’t be. And the reverse is just as true. If you show concern
about the competition, your client will be concerned as well,
will lose confidence in you and will want to research what you
have to offer in more depth.

In my business I am continually asked about other training
companies. ‘Very good operation; quite good training’, or
‘Been in business for years; little bit old-fashioned nowadays,
but very nice people.’ I smile and show a sense of humour and
that helps to develop a comfortable relationship. I personally
have no fear about competition anywhere in the world. And |
don’t believe my sales team has either.

In some sales situations your presentation will be just one of
many that your client has organized. The client is looking to
see what is on offer and you will be proposing against a
competitor. Don’t fear it. Ask, in the politest way possible,
about other companies your client may be seeing and then,
using your industry knowledge, steal the thunder from your
competition. Explain your competitors’ USPs, because they
will if you won’t. Then, when your competitors labour their
own USPs, it will all appear to be a little ‘old hat” and you will
have stolen their thunder.

Another tip: in this selling environment, always try to get
yourself into the position of going in again at the end of the
meeting schedule. If you know that your prospective customer
may be having a series of meetings with your competitors to
make a comparison prior to a decision, may I suggest that in
your own words you say the following: ‘Mr Customer, may [
ask that prior to making any decisions, you allow me to visit



you when you have seen the other proposals and had a chance
to compare them? As you know, I want to win your business.
May I fix a time when it would be most convenient to pop in
and see you at that stage?’

Pocket reminders

Selling is only to people; become a people expert.

Sell yourself; find some common ground.

Remember the golden rule: ask questions.

Make sure that they’re questions that lead towards your USPs.
Listen to what is said as well as to what is not said.

Link features to benefits, and sell the benefits.

People want results, not products or services, so sell the results.
Don'’t rely on logic.

Be selective in the use of product knowledge.

Know your USPs.

Don’t catch ‘priceitis’.

Don't just talk; show and demonstrate.

Never knock the competition.

Wise words

Salesmen are the very lifeblood of industry. They are said to be born, not
made. Nothing could be further from the truth. Intelligent individuals can
be trained. It is time that salesmen acquired proper status and had their
importance to industry correctly assessed.

The Sunday Times




Chapter Eight

The sales presentation

You may recall that if you are going to play a game that you
have never played before, the first stage is to learn the
rules, and you will, quite naturally, want to learn from the up-
to-date rule book. You will, no doubt, play as close to those
rules as you can without breaking them or without being
caught.

But the true professional plans each game according to the
strengths and weaknesses of the competition. In other words,
the tactics for each game will be pre-planned. I am, of course,
using this as a metaphor for selling.

You are now armed with the rules. Break them, and you will
suffer the consequences. Now you must plan each
presentation.

I am now going to take you through the pure, unadulterated
theory of a classical sales presentation. You don’t have to run
through all seven stages of the sales presentation every single
time. Your experience will tell you where to start and the
direction to go. But unless you know and keep within the
boundaries of the classical presentation, you will diminish
your chances of being the true star.

Far too many people complain about salespeople serving up
presentations that are at best boring, and at worst irrelevant
and boring. In this section we are covering the principle of the
presentation, and you will see that there is very little use for
PowerPoint. There is value in a PowerPoint presentation but
only to illustrate items that are best presented visually, and
they must be totally relevant to the prospective customer. I



personally believe they are best kept to an absolute minimum
and definitely should not contain line upon line of words.

The seven ‘classical’ stages

So now let’s proceed through the seven stages of the classical
presentation. Look at Figure 8.1 on page 109. Point A is the
start of the presentation and we are going to take our client to
point B of the presentation, which is, of course, the agreement
to conclude the business. Notice that the process is divided
into seven segments. These indicate the approximate length of
time to spend on each segment.

Stage 1: Getting yourself accepted

This is the time spent establishing some common ground,
finding out about your contact, getting to know your prospect,
and selling yourself. Don’t overdo this. Don’t waste people’s
time. Read your prospect’s body language, and assess the type
of person that you are dealing with.

Stage 2: The opening prime desire
statement

You must say something to elicit a positive response (even if it
is subconscious) from your client. Get him or her to think, ‘I
want to hear what you have to say.” Let me give you an
example: ‘Mr Prospect, we have some policies that could
increase the security of your operation dramatically, but I have
no idea at this stage, so I need to find out a little bit more
about you.’

Remember the principle: never make a statement that you
cannot substantiate. So, in the example I have just given, I
have made an opening prime desire statement, but [ have
qualified it to reduce any chance of causing offence.



‘We have a training course that I believe will almost
certainly increase your sales; but may I ask you a few

questions first before telling you about it in detail?’

‘We have some new products that would probably get
you more business, a stronger customer base, and be
altogether very profitable for you. But may I ask you a

few questions first of all?’

You must also keep in mind the greatest selling principle of
all: we sell to people and everyone is different. An opening
prime desire statement has to be tailored according to the
person you are selling to, because people don’t all have the
same wants or needs.

Stage 3: Ask the right questions

As Figure 8.1 shows, this a major part of the presentation. So
ask the questions, make some notes, don’t provide any
solutions, and most of all don’t do any selling. Ask until you
are absolutely certain and remember that your questions
should lead your prospect towards your unique selling points.
And questions that demand ‘Yes’ as answers create a good
buying environment. This is consultative selling: finding out
the how, why, what, where, exactly as a physician would do.
Find out more about the matter, get a diagnosis, then prescribe
the ‘medication’ — the solution.

Stage 4: Check and pre-close

This is the professional really at work — making sure that you
have got all the relevant information, making sure that you are
now playing by the buyer’s rule book, making sure that you
know what parameters the buyer is operating within. Check as
follows:



‘Mr Prospect, is there anything else that we have not
discussed that you may be looking for?’

or:

FIGURE 8.1 The sales presentation

Close the Sale

//

1 2 3 4 5 6|7
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‘Have I got all the information, or is there anything else
we have not discussed?’

In other words, find out if you now have got the information,
the buyer’s problem, in order to proceed to offer the solution.
If your client says ‘Yes’, or is in any way encouraging, go to
the next stage of professional selling. Find out how serious
your prospective customer really is, because we all know that
some prospects can be great time-wasters. So now pre-close
your sale along the following lines:

‘If our product or our service will do all the things we
have just discussed, will you be placing the business with
me?... Now I am not, Mr Prospect, saying it will, or that |
can provide the service. What [ am asking is if I can



match up to what you are looking for, will you give me
the order?’

If at this stage your prospective customer says ‘Yes’, proceed
with the presentation, and you have pre-closed your sale. If at
this stage the person says ‘No’, or refuses to commit, don’t go
any further yet. Say: ‘If that is so, there must be something
else that we haven’t yet discussed.’

The prospective customer may say, ‘I want to see the
competition’, or ‘I want to discuss this with someone else’, or
“The price has got to be right’. All of these are buying signals.
All are points of specification to add to your list. Write them
down and let your prospect see you writing them down. And
now go back to stage 4 again.

‘Is there anything else, Mr Prospect?’ If the prospective
customer says no, proceed once again to the pre-close. ‘If I can
satisfy you on all of these points, including those I have just
written down, will you place the business with me?’

If the answer 1s ‘Yes’, proceed to the next stage. If it is ‘No’,
you could be confronted by a wally. Either the prospective
customer doesn’t know what he or she wants or the person is
in no position to make a decision. He or she is wasting your
time, time you could possibly be spending elsewhere making
sales. Your experience will, of course, determine your next
move.

I must emphasize this — you are a professional seller. Don’t
let the wallies waste your time! It’s far better to leave politely
with the doors open.

Stage 5: The marriage

Now at this stage, and only at this stage, should you start to
sell. Sell your products, their features, the benefits to the
prospective customer and then, of course, the results. Only at
this stage will you be able to provide the solutions. At stage 1,



of course, you are quite naturally selling yourself. But from
there to stage 5, no selling whatsoever should have taken
place. Now, remember and put into practice all the rules of
professional selling. Link the features to the benefits. Sell the
results. Sell your USPs. And, above all, sell only the benefits
that relate to your clients’ requirements or interests. Don’t tell
prospective customers about features they won’t be interested
in, and don’t oversell. And at this stage of your presentation, if
you are given any buying signal whatsoever, or if your client
indicates a willingness to proceed, do not go on selling. Stop
your presentation and complete your paperwork or agreement
forms. Our 80 per cent category lose many sales by
overselling. They talk their customer out of a sale!

The marriage, as we have called this stage, is the point at
which you match your client’s wants with your product or
service. Do this well and the sale is automatic.

Stage 6: The final check

Ask your prospective customer a gentle question: ‘Mr
Prospect, how does that sound from what I have explained to
you?’ Or ‘Mr Prospect, are you satisfied with what we have
discussed?’ Or ‘Mr Prospect, we seem to have covered all the
points. Is there anything else we haven’t looked at?’ Or ‘Is that
OK?’ Or ‘Are you happy with that?’

You see, while you were going through the marriage, you
should have ticked those points that you listed as being
important to your prospective customer. The person will have
seen those items being physically ticked off and no doubt you
will have got agreement at each stage of the discussion. So the
check is there to make sure that he or she is comfortable. If
you have confirmation at this stage, proceed to stage 7. If your
client or prospective customer raises objections at this stage, it
will be either because you did not ask the right questions
during stage 3 or because you have not convinced the person



of the benefits during the marriage. In that case, you may have
to back-track to find out the point at which you have not been
sufficiently convincing.

Many salespeople in our 80 per cent category like to
introduce the price at the end of a presentation. I suppose that
the reason is their fear of the price, fear that it will lose them
the sale. If the price is going to lose them the sale it will lose it
for them at the beginning, and I cannot see any point
whatsoever in going through all the work of a sales
presentation just to be defeated by a price objection at the end.
This has got to be downright crass stupidity. I have never met
one buyer who is not deeply interested in the price. I don’t
know anybody who walks into a shop and does not look for a
price tag. This does not mean that people are buying the price,
but of course they are interested in price, and price should be
discussed at the questioning stage, then justified and value
built in at the marriage.

Stage 7: The close

This is too important to be a section. We need a whole chapter
to discuss closing the sale.

Pocket reminders

» Get yourself accepted.

* Raise prospects’ interest: make them want to hear what you have to
say.

» Ask questions and questions that identify your USPs.

Check that you have covered everything.

* Pre-close.

Sell, sell, sell, sell — sell the results and marry.

Ask for the business.

Wise words

Luck is what happens when preparation meets opportunity.
Bits & Pieces







Chapter Nine

Closing_the sale

here is far too much nonsense written, spoken and taught

about closing the sale. Closing techniques have an aura of
mystery. Many salespeople become conditioned by the closing
mythology. They believe that if they are armed with sufficient
closing techniques they will become stars. The very word
‘closing’, in itself, has become a death trap for unsophisticated
and unprofessional sellers.

The closing of the sale is not some special technique that is
suddenly unleashed at the end of a presentation to persuade the
unsuspecting to buy. The master professional knows that the
close begins in the first seconds of the meeting. And there is a
clear distinction between closing a sale and helping a
procrastinator to make a decision.

By now you will have gathered that this book is about
professional selling. I am laying out clearly all of the stages
that are necessary to master the art and be a winner. So I am
not suggesting new, untried techniques that may cause
prospective customers to submit and make a decision to buy
without realizing what they are doing. Professional selling is
not about getting people to buy something they really don’t
want or need.

Sales training has been living in a gimmicky world for far
too long. It 1sn’t difficult, as I have said before, to get people
to buy things that they don’t really want. But all that does is to
cause problems later — lapsed policies, cancelled sales, noisy
and embarrassing complaints. But at the other end of the scale
I detest weak selling, and salespeople who don’t close the sale.



It is far better to get replies of ‘No’ than a jam-packed pipeline
full of ‘Maybe’ responses.

Let’s now discuss and, I hope, dispel some of the
misconceptions about closing sales. It has been said that the
salesperson should close early and often. Of course that is
right. When the customer is ready to proceed, gives buying
signals and indicates that he or she is now satisfied, the sale
should be closed. So complete the necessary paperwork. And
often? Yes, of course, I agree with that. Why accept just one
no as the answer? Some of my own most successful sales have
begun with ‘No, I am not interested’, or ‘No, I don’t think
that’s right for us’, or ‘I’m completely satisfied with what I’ve
got now.’ Star salespeople throughout the world say that they
get, on average, five or six ‘No’ responses before they get the
“Yes’. It comes back to attitude and to determination to ask for
the business. Persist, and find out how best to convince the
prospect. Keep in mind the basic principle, people like buying.
They don’t necessarily like being sold to, but they do like
buying.

There are numerous closing techniques. The majority have
been dreamt up not by star salespeople but by trainers. They
liven up their sales courses with what may appear to be the
ultimate techniques. They are unworkable in the real world,
with real people who aren’t as stupid as the trainer makes them
out to be. You could use the half Nelson or the full Nelson, the
puppy dog close or the sharp angle close, or even the last ditch
close. One day I hope to meet a wealthy salesperson who
remembers the 100 techniques for closing. I meet many very
poor salespeople who can recite them verbatim!

Closing ‘helps people make decisions that are good for
them’. You must help a prospect to make up his or her mind,
and the hard truth about selling is that it is about closing sales.
You cannot make a sale without closing, because selling is not



order taking. The foundation of sales training has been built on
the mnemonic AIDA:

* attention;
* Interest;
* desire;

* action.

‘Action’ 1s, of course, closing the sale.

The golden rule of closing_the
sale

Once you have asked any form of closing question to conclude
your business discussions, shut up. There is not a star
salesperson in the world who will disagree with this. The
salespeople in the 80 per cent category, when they do actually
get around to asking for the business, all too often start talking
again.

I remember explaining this technique to my eldest son,
Lyster, when he was 16 years of age. He had advertised, in our
local newspaper, a music centre that he wished to sell. When
the first person arrived he made his presentation and he
showed how the equipment worked. The prospect then, quite
naturally, asked the price (the greatest buying signal of all).
Lyster gave the price. Then he shut up.

The prospect stood on one leg and then on the other. He
lifted the lid, and put it back down again. He turned the knobs,
looked round the back and underneath. Neither said a word for
at least two minutes, which seemed like three hours to Lyster.
Finally the customer said, ‘I’1l take it.’

Many sellers cannot bear what they perceive as the pressure
of the silence even though the only person suffering the



pressure is the seller. It is quite uncanny — the longer the
silence, the more certain the reply is to be ‘Yes’.

You see, closing the sale starts right at the very beginning,
with those first few words at that first all-important meeting.
Closing the sale is not what the salesperson does after the
presentation. It is not just a question of putting together a
sequence of words to corner the prospect. Closing the sale is
the whole of the process. It is the presentation, the
communication, the seller—prospect empathy; it is following
all the basic rules.

We saw in the last chapter the basic structure of the sales
presentation. Now, obviously, a salesperson in a retail outlet,
say, 1s not necessarily going to follow all those stages. A
salesperson calling on a prospect in a busy store will not
necessarily pull out a pad of paper and go into a detailed needs
analysis or research, for instance. But the principles are the
same, even though they can be adapted or adjusted. Closing
the sale, however, is a must in all selling environments.

So how should the professional salesperson ask for the
business? It should, of course, be automatic if the classic
presentation has been followed. Having checked that the
prospect is happy with what has been offered, one of the three
closes can be used:

* ‘Fine, let’s complete the paperwork’; ‘Let’s do the cheque

bl

now.

* The choice close: ‘Do you prefer to pay by card or cash?’;
‘Do you want red or green?’; ‘Do you want 12 or 137’

* The minor point close: ‘Will you be requiring 10 extra
handbooks to go with your course, or 12?’;

‘Do you want metallic paint on the car?’; ‘Would you
like a set of shoe trees to go with your shoes?’



This is very simple and basic common sense. Isn’t it
extraordinary how effective the simple systems can be? You
see, i1f you keep to the rules of selling, the close becomes
entirely automatic.

You don’t need some strong-arm method to corner your
prospect into submission. They want to proceed; they are
looking forward to taking delivery or commencement of the
service; they are relieved that their problem has been solved;
they are delighted that at long last a salesperson has had the
courtesy and professionalism to do the job correctly.

Difficult closes

Some prospects just cannot or will not make a decision. Some
will procrastinate. Others hope the decision will be made by
somebody else. Others actually fear making buying decisions.
So let’s now look at one or two ideas for handling people in
those situations. Remember the words of Heinz Goldman, one
of the all-time greats of sales training: ‘The star salesman does
what the others don’t do.’

The buck passer

First, you must be absolutely sure that this character does have
the authority to make the decision. You should establish this
clearly at the questioning stage of the presentation, by asking,
“Would there be anybody else, Mr Prospect, who might be
involved in making the decision to purchase, own or invest?’

If you establish that the person you are speaking to does not
have the authority to make the decision, it is necessary to close
from the point of view that he really does want what you are
selling: ‘Just supposing that your board of directors likes what
[ am offering, will you agree that we should proceed?’ Or,
‘Just supposing, Mr Prospect, that they say “Yes”, will you
agree to that decision?’



If your prospect now replies in the affirmative, you should
make your presentation to those who have the authority to
make the decision. I always say something along these lines:
‘Fine. Well, it’s obviously in both our interests for me to meet
them as I am sure that you would not want anybody else
presenting your product or service for you. And anyhow, they
may have worries or questions that only I could answer. So
let’s fix a meeting right now, and save a lot of your time.” Or,
‘It would seem sensible for me to meet up with your Mrs
Jones and discuss our products with her as well. This will save
a lot of your time. I can also answer any questions that she
may have, and I’ll be only too pleased to do it for you. Let’s
fix up the time now and make a firm appointment.’

The procrastinators

These are the prospects who just cannot make up their minds.

They really want it, they know it’s right, you have satisfied all

their worries, but you are still unable to close the sale. Try this:
‘Mr Prospect, from everything that we have discussed, you know it’s right. If you
make the decision [ will give you the security and total protection of your
investment. Let me give you a written undertaking. First, if the price goes up
during the next 30 days, you will still be able to purchase at the old price.
Second, if the price goes down during the next 30 days, you will have it at the

lower price. Third, you will have the right to cancel at any time during the next

four days.’

The deferred decision

This refers to prospects who say, ‘We will be making the
decision in a week’s... a month’s... six months’ time.” Try
this: ‘May I ask you what your decision will be dependent
upon?’ Now, obviously, what you say next depends on the
reply. But let’s suppose he or she says, ‘We have discussed
your proposal, and we will be making the decision at our next
management meeting. There is no further information we
require, as you have already provided that to everybody



concerned.’” Take out your diary and ask, ‘Exactly what day is
your meeting? What time would you like to see me on that
day, or the day after?” And then make sure that your prospect
makes a note of your next meeting in his or her diary.

Do you have it in blue?

This is where the prospect, once you have gone through the
whole presentation, raises a previously undiscussed query,
such as: ‘Do you have it in blue?” Professional salespeople, if
they know they have got it in blue, will say, ‘Let’s make a note
of that,” and will immediately write it out on the order form. If
you are uncertain about your ability to supply to the new
specification, say, ‘If I can supply it in blue, will you go
ahead?’ The danger here is that you are, of course, deferring
the decision.

You will have gathered that the whole purpose of closing
the sale is to tie down, to make decisions and be completely in
control of the next stage.

The for and against chart

In a really desperate situation with a prospect that you have
been unable to close, in some instances it may be worth clearly
identifying for that person the points for and against. This
should be done with integrity and professionalism, bearing in
mind that it is the duty of the professional salesperson to help
customers make up their minds. So on a sheet of paper, clearly
draw up a list of what is for and what is against. This often
helps them make a decision.

Professional salesmanship is the solving of problems. But
you must close the sale, and get decisions to proceed made. Do
always remember that when your prospect has made the
decision it nearly always comes as a great relief.

Not closing




During the sales presentation, at stage 4, we have the check
and the pre-close, at which, having asked all the right
questions, you should know how you intend to conclude that
sale. If at the pre-close stage your prospect will not agree to
proceed, it is at this stage that you should leave. Having been
so derogatory about some salespeople, we should also be
realistic about some prospects. There are time-wasters, and
there are some wallies! Don’t waste your time selling to them
but always leave with a polite parting and the door open. For
example, ‘Well, Mr Prospect, it seems absolutely pointless me
wasting your time, and in this instance even more importantly,
mine, by telling you about our products if you won’t proceed.
So if and when you are ready to discuss them, here is my
business card and my telephone number; please give me a call.
I’1l call you again in about a year to see if your requirements
or circumstances have changed.’

It is immensely satisfying for salespeople occasionally to
walk out on a prospect. It’s very good for one’s ego!

One final reminder: do be aware of the weak seller’s trap. If
your prospects says, ‘It all sounds very interesting, but I’1l tell
you what to do, leave me a brochure’, you can be pretty sure
that the only person who will profit from that arrangement is
your printer. Sales brochures are an aid to selling. The vast
majority, when they leave your offices, are stored in waste
paper baskets or forgotten files. In many cases the request for a
brochure is the prospect’s polite way of saying ‘No’.

So whenever you are requested to leave a brochure only do
so on the basis of having fixed your next meeting. Make sure
that you are in control of the next stage. Leaving brochures
only leads to procrastination on both sides. I am horrified by
the number of salespeople who peddle sales literature. It’s all
activity but no achievement, and as far as my own sales
executives are concerned, they are forbidden to write on their
activity report, ‘Left a brochure.’



There is a saying that goes, ‘A stranger is a friend I have not
yet met.” [ have found, over years of selling, that the vast
majority of people that I have sold to also become friends. I
am pleased to meet them again and I believe they are also
pleased to meet me.

Pocket reminders

» Use stories, facts, statistics and examples that close.
* Go for a trial order: “Try 10 of these on a test basis.’

» Get your prospects to talk to satisfied customers on the telephone or
at company visits.

» Begin with a close — ‘Would you like to own this car?’
» Cement a sale or order with a small deposit.

 For price-conscious buyers, don’t defend your product and price, sell
the benefits.

» Don’t be weak. Develop your killing instinct. All prospects have pride,
or greed, or fear of loss. Go for the jugular!

* Understand the importance of the close. You either sell or will be
outsold. Either both win or both lose.

* When the prospect says, ‘Can | have...?’, write it immediately on your
order form.

* When the prospect says, ‘Do you have...?’, say, ‘Will you take it if |
have?’.

+ Always assume that the customer will buy.
* Go for a decision, a yes or no, but not a maybe.

+ Ask ‘Is it important when you take delivery of...?’ If the prospect says,
‘Yes, | need it in 30 days’, your sale is closed.

» Professional salespeople should close a sale or they shouldn’t get
paid.

+ Closing is automatic when you ask the right questions.
 Ask for the order; people expect you to.

* Plan each call and each meeting so that your sales become
automatic.

» Learn not to fear asking for the order. So what if they say ‘No’? It's a
‘No’ before you have asked.

» Keep physically fit. More oxygen in the blood makes a more alert and
aware salesperson.




* Be a good news carrier. Always have some good news for your
prospect.

« Sell with enthusiasm; it is infectious and irresistible.
» Continually review your sales performance.

* Mentally debrief after each presentation — the good, the bad and the
ugly. How could you have done it better?

» Qutstanding service alone can become your greatest closing tool.

* Don'’t ignore other people — wives, husbands, secretaries, assistants,
juniors.

» Don’t have pound signs in your eyes — you will never be a professional
salesperson while adding up your commission.

* Remember, emotion sells, not necessarily logic. Tell stories of either
success or failure that relate to your client and are examples of your
product or service. Stories are very persuasive and close sales, but
they must be true.

* You are in the people business, so every meeting, every presentation
and every conversation will be different. Don’t learn some of the above
phrases like a parrot. Your communication must reflect your
personality and beliefs.

Wise words

One of life’s little ironies is that when you finally master a tough job, you
make it look easy.

Richard Denny




Chapter Ten

The principles of
professionalism

his chapter considers the points of detail that can make a
great deal of difference to your performance. They are the
success ingredients of the star professional.

Imagine a horse race in which the finish is so close that only
a photograph can distinguish the winner. Winning ‘by a short
head’ can mean the difference between a prize of £25,000 and
a prize of £5,000. Did the winning horse have to go five times
faster in order to win five times the amount of money? Would
the jockey have gone through five times more training in order
to win? Did the horse perhaps consume five times the amount
of oats? Of course not. The jockey and the horse did just a
little bit more, and maybe that little bit more came in the last
furlong. Many salespeople fail to put the extra effort into the
final furlong or, worse still, they are not even aware of the
professionalism they need to apply in that final furlong to
make them a great winner. And I believe that salespeople
should look at themselves as winners or losers. So let’s now
run through some qualities that winning professionals have in
common.

Make it easy to say ‘Yes’

Some time ago, I had to attend a convention in Atlanta in the
United States. I telephoned a hotel that had been
recommended to me. The receptionist, on hearing that I was
telephoning from England, asked if I was attending this
particular convention. He then asked which flight I was



coming in on, and what type of room I required. He told me
that he had a room available, and quoted a price. Finally he
said he could arrange for a car to collect me from the airport
and take me straight to the hotel. It made it very easy for me to
say ‘Yes’. He sold me the room, and I was left with a very
warm feeling. [ had been dealing with a real professional and I
was looking forward to enjoying what I had just bought.

Do make it easy for your customers to say ‘Yes’. If you
have a lot of paperwork to complete, make it easy for your
prospects. Don’t give them all the forms to take away and fill
in. I have bought vast amounts of insurance over the years and
[ am always thrilled to find a salesperson who will help me to
fill those forms in easily. Nowadays I flatly refuse to do
business with any brokers who expect me to understand the
jargon and terminology of their trade.

Don’t complicate the decision-making process.

Use your prospects’
terminology

Do talk your prospects’ language and even use their jargon.
This is very important in gaining the interest, trust and
confidence of prospects. Use the terms and phrases and
general vocabulary they use. For example, retailers have
customers; solicitors and accountants have clients; some
companies have agents while others have distributors. It just
takes a little bit of forethought to find their language.

Both win or both lose

This is a great principle of selling. The salesperson must
believe that selling is not a situation where he or she wins and
the customer loses. When a sale 1s transacted, both should be
winners. And if the sale is not transacted, both should be



losers. This is an attitude of mind that develops among star
professionals because they believe totally in their products.

They will only sell to a prospect if they believe that it is
right for their prospect and that their prospect will be a winner
having made a purchase. If you believe that your customers
are going to be better off having done business with you, then
that alone will increase immeasurably your communication
skills, your confidence, and your credibility with your client or
prospect.

Don’t prejudge

We all know the importance of the first impression. When you
meet people for the first time you instinctively form an
opinion of them in your own mind. It happens all too often that
a salesperson prejudges a prospect, and either rules out the
possibility of making a sale too early, or grossly exaggerates
the potential business. Salespeople in the 80 per cent category
all too often underrate or overrate the potential of a prospect.

We have all been told not to judge a book by its cover, so
don’t prejudge people by appearance or that first impression.
The world we live in today is very different from the recent
past; often the people with the most money are the ones who
are least likely to show it. The people with the greatest power
cannot be spotted by their appearance or by that initial
meeting.

Don’t catch ‘big-caseitis’

This is a complaint often caught by salespeople who have
permanent £ or § signs in their eyes. You know the sort — the
ones who chase money rather than sales. They are always
going for the big sale.



They spend so much time trying to catch the big one that
they miss out on the millions of small sales that can provide a
substantial income. Many sales trainers will say that a big sale
1s just as easy to get as a small sale. In principle this is true.
The method is the same. One does not need extra skills in
order to close a bigger sale. The principles and the
professionalism and the rules are all the same. But there are
obviously few big sales to win so the rewards for getting them
are naturally higher. The professional will, of course, be
working to win some big ones. But when they come, they must
be regarded as the icing on the cake. Don’t allow yourself ever
to be trapped into just going after the big one.

Replace that sale

I have for years now worked on the assumption that every
presentation I make will automatically result in business. But
the purpose of the presentation is to replace that sale with
another. It does not occur to me that I am not going to close
the sale. Each sale is one for the benefit of the customer the
minute I have a chance for a meeting. But what I am going for
1s a recommendation or a referral to a new contract, or a new
department, or additional sales in the months or years to come.
Selling, as I have said repeatedly, is a business.

It s, as usual, all a question of an attitude. In Chapter 3 we
discussed this vital factor, the one that makes the star stand out
from the crowd, that puts them in the 20 per cent category. A
positive attitude manifests itself in all forms of action or
communication.

So how does one replace the sale? Realistically, of course,
one must first complete the initial sale, but while I am in
discussion I am constantly listening for further opportunities,
and I will actively suggest to my clients that they recommend
my services to others. I actively seek names, contact and
telephone numbers from them, and in some circumstances ask



them to make a telephone call there and then for the
introduction.

If you seek to replace one sale with another, your
presentations will be that much more concise, helpful and
positive.

Waterproof the sale

In some industries it is necessary to understand the buyer’s
emotional response to the purchasing decision. Many people
suffer from what I can best describe as ‘buyer’s remorse’.
They have decided to purchase, they place the order or even
make the payment. But within a few hours they question
themselves.

No doubt you must have done this yourself. Maybe you
have bought a suit or a new dress and as you walk away from
the shop you glance at other shop windows to see if you could
have bought better. You might even show somebody else when
you get home, in the hope that they will encourage you. You
might walk past a shop window and you see the same item
offered at a cheaper price. All buyers have these feelings at
some stage, so it is very important to understand how people
will feel when you have made the sale. They will often discuss
their purchase with others, hoping for reassurance, but we all
know that the world is sadly lacking in positive, constructive
people offering positive, constructive advice. They are much
more likely to cast doubt, they are much more likely to
condemn or destroy if given the chance, much more likely to
pull down that buying decision.

Some customers will question their decision even without
the help of others. They get cold feet, and wish to cancel the
sale. So the professional, being a master of people-to-people
feelings, will understand this reaction when it occurs in his or



her own industry. The professional counters this buyer
response by waterproofing the sale.

How? Very simply and easily. Having concluded the
transaction, say to your client, ‘I will call you tomorrow to
discuss any worries you may have, because overnight you may
have thought of something that we haven’t already discussed.
And it is far better to discuss those worries with me than with
somebody else because I can get you the information.’

In some instances it may be necessary to make a follow-up
visit. But whatever you do, don’t allow sales to be lost because
of your unwillingness to follow up.

I know of some very successful salespeople who, once they
have transacted a sale, ask their customer to make a list of any
concerns they may have. These professionals then contact their
customer within 24 hours to discuss those points.

I was taught some time ago that the sale is not complete
until the goods are giving satisfaction. (Another way of putting
it is, as my own financial controller says today, that the sale is
not complete until we get paid for it!)

Plan each contact

In our earlier chapters on finding the business, getting
appointments and organizing one’s time, we discussed the
importance of planning each stage. The professional
salesperson sets a goal with each action. Your very first
meeting with a client might have the objective of only
establishing a relationship. The objective may, on the other
hand, be to get a sale there and then. The variance, of course,
depends upon your circumstances.

Never attend a meeting with the attitude of mind, ‘Well, I’ll
see what happens.” You will end up by wasting your own time
as well as your prospect’s. If you have made a presentation
and your client delays making a decision for whatever reason,



you will, of course, be compelled to make some follow-up
telephone calls. Plan those calls. Have a clear objective in
mind for each one, even to the extent of planning a little bit of
good news to pass on. Plan a reason for that call. Think of
further points that you could make to prod your prospect into a
buying decision. And remember always the principle of
professionalism we discussed earlier: make it easy for the
prospect to say ‘Yes’. I get very frustrated with the salespeople
in the 80 per cent category contacting me just to see how I am.
They aren’t interested in how I am at all! They are just hoping
that I will give them a decision. They don’t offer me anything
else to help me to make it. But let’s be clear about what I am
saying here. I am not saying that you should offer a discount,
or an amazingly better deal in order to conclude the business
transaction — although there are obviously some cases when a
better package presented to a prospect can quite naturally sway
the decision-making process in your favour (which, in turn,
will be to the prospect’s benefit).

When you arrange further meetings, second visits or
demonstrations use these occasions well by having very clear
objectives. What do you want to achieve at the conclusion? At
each of these stages you should be getting some form of
commitment before proceeding to the next stage. I keep
emphasizing the importance of using your time well, but don’t
waste your prospect’s time either. You should be checking this
at each stage, and I find it very useful to ask, ‘Have you
achieved what you wanted to out of this meeting?’ By asking
this question at the end, you will also focus yourself on
making that meeting worthwhile.

The true professional does nothing without a plan, an
objective, a goal. And the true professional will always have
another move up his or her sleeve.

Vary your voice




Some people, without realizing it, speak in a monotone and
their otherwise very interesting thoughts can become
extremely boring. They speak at one speed and they speak at
one pitch.

May I suggest that you carry a pocket tape recorder once or
twice, and record yourself in conversation. Hearing oneself is
normally a pretty unpleasant experience but it is worth trying,
to establish whether or not you are interesting to listen to.
Enthusiasm, of course, dramatically increases one’s chance of
being interesting from a listener’s point of view. It is always
much more comfortable for listeners to be confronted by an
enthusiast. If you have something very important to say, pause
before you say it, and then pause again afterwards. As we
found when we considered the close, there 1s tremendous
power in silence.

Be trustworthy

I am not saying this because you aren’t! But in the minds of
your customers trust and reliability are paramount. Customers,
like everyone else, prefer to deal with reliable people so
always do what you say you will do. If you are going to put
something in the post, do it. If you promise delivery at a
specific time, make sure it happens. Don’t make promises that
you cannot keep; don’t make exaggerated claims that aren’t
true.

Tell the bad news

This, of course, follows on directly from being reliable. If, for
whatever reason, a promise or a guarantee to a client becomes
impossible to fulfil, let your customer know immediately.

Don’t let the time when the customer was expecting
whatever it was you promised pass without your being in
contact. People nearly always accept bad news graciously, but



they very rarely accept discourtesy, downright lousy service
and the unprofessionalism of people who don’t take the
trouble to let them know that they cannot do what they had
said they were going to do.

Welcome complaints

One of two things is happening when people claim that they
never get a complaint. Either they don’t do very much
business, or they tell lies about other things as well. If you are
doing a lot of business, mistakes will occur from time to time.
Now as a salesperson you often have to bear the customer’s
wrath but it is far better customers tell you than that they just
cease trading with you and tell everybody apart from you why.
The average Brit doesn’t like complaining — we are too easily
embarrassed to complain to the culprits. But we do whinge
endlessly to everyone else! Imagine going to a restaurant and
having a lousy meal — do you complain? Not until the
following day, when everybody is told — friends, relations, the
postman... Don’t eat there!

So welcome complaints. Always give a complaint priority.
Handle it immediately, listen to what your customers are
saying, understand why they are saying it, put yourself in their
shoes, ask them what they would like done about it and do
your best to do just that. But above all, give any complaint
absolute priority and let the customer involved know that you
are giving it absolute priority. No doubt you will already have
found that handling a customer well can turn a one-off
customer into a customer for life. We live in a world full of
answers but we don’t ask enough questions.

Sell others in

Have you ever experienced the service engineer who calls at
your home to repair one of your home appliances, or maybe



the installation engineer who comes to install a new washing
machine? Isn’t it quite extraordinary how many of them will
rubbish the salesperson who sold you the machine? Or inform
you that it is not a particularly reliable model as they are
forever being called out to repair this type? The professional
salesperson, on the other hand, will always have good words
to say about his or her colleagues, support staff, accounts and
administration departments. If you are going to suggest that
another member of your company should visit your client, sell
that person as being a person with ability, with knowledge and
experience that will help your client. You will do yourself
more good by selling other people than you ever will by
attempting to be clever and condemning them.

Buyer motivators

There are two extremely important buying motivators that
professional salespeople must remember at all times. They are
the fear of loss and the opportunity for gain.

Of the two, the fear of loss has to be the greater motivator.
People fight harder out of fear of losing out than they do for
either a personal or a business gain.

How much time would you spend looking for a £10 note
you have mislaid? Will you put the same effort into trying to
gain a further £10? No. The same applies to business. People
react more quickly and respond more positively if they see a
possibility of losing out. Some of the best examples of this
principle being put to use successfully are to be found in the
retail sector.

The finest example of all is the one-day sale. I recall a
furniture store in Darlington that offered a six-hour sale. It was
advertised widely on local radio and in local papers and was a
most resounding success. By giving a definite close-off time



and being prepared to adhere to it, this store capitalized on
people’s desire not to lose out on a great bargain.

We have seen elsewhere that a salesperson is a ‘mind-
makerupper’ and by creating a definite time factor you will
immeasurably increase your chances of closing the sale. Fear
of loss focuses the buyer’s mind quite strikingly!

Far too many weak salespeople allow their prospects to
procrastinate, to put off the decision to another day, to ‘think
about it” when in reality they will be doing no such thing. Far
too many of the salespeople in the 80 per cent category are put
off by the prospect who ‘wants to discuss it with somebody
else’ — a husband, wife, business partner or manager — when,
in reality, they cannot make up their mind. Some people are
being polite and in saying they want to think about it, what
they really mean is they don’t want it. By imposing a cut-off
time, you cause the decision to be made.

Let me list a few examples that you may be able to adapt to
your own business. (But remember, the best approach always
depends upon the solution most suitable for your clients and
your products or services.)

* We must have your instructions within 24 hours or else you
will lose out on this quarter’s production schedule.

* I can guarantee this price and delivery for 48 hours only.

[ have advance notification of a price rise so it makes good
sense to get the order in now.

There is a balance here that is very important. You and I as
customers do not want to be bamboozled into a purchase. We
don’t want high-pressure techniques used on us. So be sensible
and honest. Some people do genuinely want to think or
perhaps see if they can get better value elsewhere. But if your
salesmanship and customer care have been superb, if they trust
you and if you have been really helpful, they will more than
likely purchase from you.



In my own business where we are selling my time for client
companies we make it absolutely clear that if they are
interested in a date for me to speak at a conference or
convention, we will only hold that date for a specified time,
after which, if they have not reached a decision, they will lose
out. When our sales executives are selling our distance
learning courses, they offer the purchaser the opportunity to
attend our ‘Train the Trainer Day’ at a special rate if they
make a purchase. But as the numbers are strictly limited on
these courses, they must come to a decision very quickly in
order to guarantee their place. So whether you are a solicitor,
say, selling your time or a specialist salesperson, make sure
that you have good and realistic reasons for your customers to
make up their minds.

Use people’s names

* To most people the sweetest sound is that of their own
name. But do use it correctly.

In the UK it is still not acceptable for a salesperson to use a
prospect’s or a customer’s first name until they are invited to
do so. In the United States it is perfectly acceptable to use their
first name from the outset. Custom varies around the world.

Be particularly careful when using the telephone. But do
always invite your customers to use your own first name.
Never introduce yourself with a title: Mr, Mrs, Miss, Ms.
Make it clear when people have to write to you how you
would like to be addressed.

Try also to remember the names of people in your business
environment other than those with whom you may be doing
business. Some misguided salespeople think that their buying
authority is the only important person. You should also
consider secretaries, receptionists, engineers, technicians —
there 1s an endless list of people — if you want to retain your
instructions. All too often a customer with whom you have



spent time building a relationship moves elsewhere and an
assistant takes over. If you have not developed a relationship
and taken the trouble to acknowledge or greet the person, he or
she may cultivate a relationship with your competitor.

So do remember that everybody matters. You are in the
people business. Don’t forget it.

Say ‘Thank you’

Have you ever thought about sending a thank-you card, or
even a very short letter (but not e-mail) to thank a customer
who has placed business with you? You can create a great deal
of goodwill by doing this. It only takes a few minutes to put
one 1n the post. My telesales team would always send a thank-
you card when making a sale over £300. This featured a
picture of the country town that we operated in on the outside
and was blank inside for them to write their own personal
thank-you message. The response to these cards was
charming. We used to get phone calls and letters to say thank
you for the thank-you card and in the future our telesales
people would nearly always have no problems making contact
with their customers.

The most successful motor dealership I have ever come
across in the UK was owned and run by Mr Ray Geddes (The
Northey Arms Garage, Melksham, Wiltshire). Whenever |
transacted a purchase, at the conclusion of a deal Ray’s hand
would come out to shake mine and he would look me sincerely
in the eye and say, ‘Richard, thank you for your business.’

Sell the ‘add-ons’

I have already said that you can only ever sell one thing at a
time. But, while keeping that principle firmly in mind, don’t
be ashamed to sell the numerous ‘add-ons’ you have.




I personally adopt the attitude that my customers are all
dumb. I don’t say this with any disrespect whatsoever, but I
don’t expect them to know all about my business, products or
possibilities.

They aren’t stupid, but unless I tell them about everything I
can do for them, how can they be expected to know? Their job
is to be an expert in their own business, not in mine, and not in
what I am selling.

Professional salespeople will present a prospect with as
many possibilities for using their products as possible. So once
you have closed the sale, now is the time to suggest the ‘add-
ons’. Never say, ‘Will there be anything else?’ This is a piece
of classic naivety. All it will elicit is the quite natural response,
‘No thank you’. By asking, ‘Will there be anything else?’ we
are expecting the prospect to know what else 1s on offer.

When I was selling eggs I used to offer (once I had gained
the egg order) cartons for them to be packaged in: ‘How many
cartons will you require?” When I was selling detergents (once
I had taken the order) I always suggested that my customer try
out a new product and took a sample order. Today, when we
sell our distance learning courses, having closed the sales we
ask our clients how many extra handbooks or manuals they
would like to have. A great little expression to help sell ‘add-
ons’ (using both incoming and outgoing calls) is to begin the
offer with the words ‘Just while you’re on the phone... Did
you know... ?” or ‘Just while you’re on the phone, may |
remind you’, or ‘Just while you’re on the phone, how about
having... 7’

So, always make a suggestion and offer your ‘add-ons’. You
will be surprised at the degree of success it brings.

Good words




Build up your vocabulary of good selling words. And get rid
of those that give negative feelings.

Don't say ‘change’ Say improve’ or ‘develop’
Don't say ‘pay’ Say ‘'own’ or ‘invest’
Don't say ‘sign’ Say ‘agree’ or ‘authorize’
Don’t say ‘when | sell’ Say ‘when you own’

When it comes to quantity, don’t say, ‘How many are you
thinking of?’ Say, ‘Will 10 be sufficient?’ If your client says,
‘No, no. That’s too many. I’ll only take 5°, you are selling
well. But whatever you do, never underestimate. Think big.
Get your customer to think big. This will also help your
negotiating skills, as some customers think that by giving you
an order for just one, they are a big deal, and may even look
for a discount on it. If you are thinking big your customer will
be far less likely to ask for a special deal. Equally, it makes it
much easier for you to negotiate a special deal if your
customer is prepared to go for the big volume. If you think big
you will gradually educate your customers to think big as well.

Don’t talk down

If you talk down to your prospects they are likely to be hostile
or defensive. Comments such as ‘Well, I expect you didn’t
realize’ or “You probably don’t know this’, whether true or
not, imply that you have more knowledge and experience than
they have. Develop good communication by saying, ‘Well, I
expect you know...’. It is always far better to build people up
than to put them down.

Selling is communication. It is creating an environment of
mutual respect and confidence that is conducive to business.
So it is unnecessary, too, to find fault with a customer’s
previous purchases. All too often our clients know that they
have previously made a bad purchase or decision. It serves no



purpose whatsoever to rub salt into that wound. By finding
fault you only cause them to want to justify their own or even
their colleagues’ decisions.

Remember that the seller should be a good listener.

Be remembered

Develop your own unique style. Do something that will
always be remembered and associated only with you. It may
be your enthusiasm. It may be your style of business card or a
catchphrase.

But avoid becoming obnoxious. I know of one salesman
who, when he shakes hands, intentionally uses such a strong
grip that it becomes a bone cruncher. As he does it he looks
intensely into the eyes of the receiver. We all know that a
handshake is important; receiving a firm handshake is
certainly better than shaking a hand that feels like a wet rag.
But like anything else, you can carry your uniqueness of style
too far!

Don'’t sit in receptions

This may sound a little unusual as reception chairs are
obviously put there for people to sit on. But you are a
professional salesperson. You are properly prepared and highly
motivated, and you will find that on sitting down in a
reception area much of your dynamism will end up on the
floor. Reception chairs, I have noticed over the years, nearly
always seem to be very low. One appears to be at a
disadvantage. One also appears to be rather insignificant when
someone else comes into or even walks through a reception
area. And many people actually look down their noses at
somebody sitting waiting for their meeting. You are
immediately at a disadvantage if your customer or prospect
actually comes to get you and you have to climb out of one of



these low chairs to shake hands. So always stand in a reception
area and politely decline offers or even instructions to take a
seat. I promise you, you will always feel that much more in
command, more confident, when you go into your meeting.

Pocket reminders

* Make it easy to say ‘Yes’.

* In selling, either both win or both lose.

* Don’t prejudge the sale or the customer.
* Don’t catch ‘big-caseitis’.

* Replace each sale.

» Waterproof your sales.

* Plan each meeting or telephone contact.
* Make your voice sound interesting.

» Be reliable.

» Don’t be afraid to tell bad news.

* Handle complaints immediately.

+ Sell your colleagues.

* Use the buyer motivators.

* Use the sweetest sound in the language.
+ Say ‘Thank you’.

+ Sell the add-ons.

* Use the good words vocabulary.

* Build up your customers, don’t put them down.
+ Be remembered.

* Don’t sit down in receptions.

Wise words

Experience is the hardest kind of teacher. It gives you the test first and
the lesson afterwards.

Richard Denny




Chapter Eleven

Giving_ real service

truly believe that over the next few years, in this rapidly

changing market-place, one of the surest and finest ways for
anybody in business to beat the competition is to give an
outstanding service. But sadly, few people really understand
what service is. For salespeople to become successful, they
must look for ways of improving the service.

For years businesses have had a mission to satisfy
customers. Guy Arnold states in his excellent book Great or
Poor: ‘It is a fact and proven that 80 per cent of customers
who claim to be satisfied will switch to another if given the
chance. Customer satisfaction is really out of date and just not
good enough.’ If you were to pick up the Yellow Pages of any
area and telephone the companies in it, asking them, ‘Can you
tell me please what sort of service your company provides?’, I
expect that each one would say that it gives a very good
service. Now let me ask you as a customer, how many times
do you get a really good service, and when was the last
occasion you could honestly say that the service you received
was superb? You see, good service is very rare. Everybody
thinks they give it but we as customers have great difficulty in
finding it. So something is going wrong.

The unexpected or the extra
service

Let’s return to the example of the motor car. Imagine your car
goes in for a ‘service’. When you go to collect it, everything
on the checklist has been carried out absolutely correctly. The
car is ready on time and the bill is also totally correct. Apart



from being pleasantly surprised, you might be forgiven for
saying, ‘My goodness me, that garage does give a good
service.” But it doesn’t. What the staff have done is what you
are paying them to do — they are carrying out their task
correctly.

But if, on the other hand, when you collect your car, you
find not only that the service has been done properly, the bill is
correct and the car is ready for you, but that perhaps it has also
been washed, the interior has been vacuumed and there 1s a
clean white sheet of paper in the footwell, you may be
impressed. And if there is a band of paper round the steering
wheel that says, ‘This car has been serviced by Fred Jones. If
you have any worries please ask to speak to him,” you would
now be inclined to say that the garage has provided a good
service.

You see, giving a good service is providing the unexpected
or the extra — the few add-ons that in most cases cost so little.
It is caring for one’s customers and treating others as you
yourself would like to be treated. Build up your own list of
those things that you can do to give your customer a better
service.

One of the great laws of success states, ‘What you hand out
in life you will automatically get back.” There is also the law
of ten-fold return: ‘What you hand out you will get back ten
times over.” The laws of success do not state when you will
receive whatever it is you are due! But the certainty is that you
will. I pointed out earlier in the book that it is the points of
detail that make the difference between the winner and the
‘also ran’.

Providing a good service is not the delivering of the right
product at the right price on time. That is what your customers
pay for. If you really want to be a superstar, set out to provide
awesome service to your customers — that call that you can
make out of hours to make sure your product is performing,



the visit after the sale that you did not have to make. If your
product or service doesn’t live up to your client’s expectations,
go over the top to make sure it does.

My wife and I recently purchased a floor polisher from a big
departmental chain. It was the last one they had and they had
lost the box, together with its instruction book; so we were
given a small discount. They gave us the telephone number of
the manufacturer. We phoned for the instruction book and duly
discovered that the polisher should also come with brushes and
buffing pads, which we didn’t have. We referred back to the
store. After five or six phone calls we had got nowhere with
the people there. We got numerous excuses and different
people with different stories. Meanwhile, Lorraine from the
manufacturer telephoned us to see if we had received the items
that we should have done and we explained the misery and our
predicament. Within two hours of our explanation Lorraine
phoned again and said she had spoken to her supervisor and
they were horrified by our treatment and they were
despatching immediately all the missing items at no cost to
ourselves and that they would be with us within two days.

That company was Hoover and we will buy their brand again.

Recognizing_clients’
achievements

Some months ago I noticed in one of the business magazines
that one of my clients, Simon Davies, had received a major
award in the catering industry. I dropped him a short note
congratulating him and his staff on their achievement. He told
me at a later date that it was the only letter he had received
congratulating them on their award. I might add that the note
strengthened our business relationship and we have since
worked together on numerous occasions. So my suggestion to
you is, read your trade magazines and your customers’ trade
magazines and whenever you hear of your clients or customers



achieving, winning or receiving accolades or recognition, drop
them a short note. Don’t include your latest product brochure
and don’t do this by e-mail. Try to send out two or three letters
every week to people that you know and can recognize.
Obviously it’s not a good idea to write to people that you don’t
know.

Helping_ your clients

Look for ways that you can help your customers to do better. It
might be introductions, by passing on tips that you have heard
from another source. Care about your customers and they, in
turn, will value and respect your input. There might come a
time when you don’t have the best possible deal to offer. It is
more likely that their buying decision will not be based just on
that deal, but that they will value, as I am sure you will, the
service that is provided.

Be positive

It is very important to tell people what you can do and try not
to tell what you cannot. Have you ever telephoned a company
and asked someone there to send you an engineer as you have
a problem at home? Isn’t it extraordinary how often you will
be told that the company cannot send somebody out to you for
two days. Or that it just cannot be done just at the moment. We
always seem to get told what the company, organization or
utility cannot do. The staff there very rarely say what they can
do. And what do we in turn feel, or indeed, say? ‘What a lousy
service!” Of course, what they should say is something like
“Thank you for telephoning. I’ll have an engineer with you in
two days’, or ‘We will get somebody out to you on Thursday.’
Whenever such people say what they cannot do, they are
sublimely indicating that they are not doing their job properly.
So if your customer asks you to arrange delivery for tomorrow



don’t reply, ‘No, we can’t do that’; always counter with a
positive response.

The personal approach

Some research was once carried out in a department store to
test the quality of service that customers were receiving. Part
of the research was an experiment. On one group of counters,
when the assistants gave the change and the receipt to the
customers, they put it directly into the customers’ hands and
some physical contact was made. On another group of
counters the change was either put down on the counter to be
picked up, or it was dropped into the customers’ hands. The
customers were then monitored as they left the store. It was
discovered that the customers who had the change put into
their hands thought the service was very good, whereas those
who hadn’t said the service was poor. What this highlights is
how customers perceive good and bad service.

In the retail trade, and I include any service from behind the
counter such as banking and the building society industry, the
first and most important stage of giving good service is the
welcoming smile of the person behind the counter. Then, quite
naturally, the next stage is to use that person’s name.

Handling_ your product

If you ever have to demonstrate your product or handle
anything that belongs to you or your company, and I include
here price lists and product brochures, it is imperative that the
hand movements should be as though you are handling a piece
of rare porcelain. If you treat anything belonging to you as
though it is priceless, your customers will value it as such.
And when we, in turn, hand over something in that manner,
again we are providing a much better service. Service and
customer care are so vitally important that it is impossible to



do the subject justice in this book on professional
salesmanship.

Pocket reminders

* Remember, good service is providing the extra, the unexpected.

* Always say what you can do, not what you cannot.

Write two letters a week recognizing your clients or customers.
» Pass on your customers’ ideas for improvement.

* Remember points of detail.

» Always respond to cries for help.

* Do or provide something different tomorrow.

Wise words

A lie may take care of the present, but it has no future.
Richard Denny




Chapter Twelve

Handling_objections

Far too many sales trainers overemphasize the importance of
handling objections. Too many books on selling give the
objections handling sequence, and preferred solutions,
disproportionate importance in the overall sales process.

When a prospective customer raises an objection it is
because he or she has not been convinced. The customer is
uncertain or has worries that have not been satisfied. In other
words, the customer has not been sold to properly.

Prevention, not cure

I truly believe that people like buying but they like being sold
to well. Customers find it distasteful to be sold to
unprofessionally, so the real emphasis concerning objection
handling should be on prevention rather than on cure. It is no
more than common sense to prevent objections arising rather
than to solve those that do.

Let’s just recall one of the great principles of selling: both
win or both lose. If we follow that concept, selling is not a
boxing match in which the customer throws a punch with an
objection and the seller counters with an answer, which
provokes the customer to throw another and so on. Poor
selling raises objections, and if you find you are getting a lot
of objections, the first place to start looking for remedies is
with your presentation.

Most products or services contain one or two objections that
will regularly crop up. The professional salesperson will have
first the confidence and secondly the knowledge (as well as



the belief in the solution) to counter those objections during
the sales presentation. In other words, the objections should be
pre-handled at the selling stage of the presentation. Find out if
those objections are pertinent to your particular prospect
during stage 3 of the presentation, the questioning stage. You
will then know if you are going to have to pre-handle the usual
objections.

Let’s look at some examples with this in mind. Suppose that
you ask your prospect at the questioning stage, ‘How
important is the price to you, or are you looking for value?’ If
the prospect replies, ‘Well, I have already had a price in from
Fishman Contractors. Let’s see what you come up with’, and
you know that Fishman Contractors are always cheaper than
you, when you come to the selling stage you must build value
on your price. Don’t expect to get away with closing your
presentation without price coming up as an objection.

Most products and services have only a very few inbuilt
objections. A very good piece of advice is for you to discuss
with the most successful salesperson in your company or
business how they handle particular objections.

Inability to handle objections is, of course, a weakness and
the true professional must make handling objections a
strength. There is no point whatever going into the market-
place to get business and make sales with any weakness. It is
quite uncanny how customers always seem to home in on that
flaw. You will spend most of your presentation dreading
customers’ raising ‘that point’.

The three-stage process to
deflect objections

Let’s now look at how to handle objections correctly. There
are three stages:



 Stage 1: Ask back.
» Stage 2: Agree and outweigh.

 Stage 3: Provide the answer.

Stage 1: Ask back

The first stage in answering an objection is to find out if what
is being said is the real objection. It is most important that you
are absolutely clear about what is being asked of you. Try to
think or find out what your prospect is thinking so that you can
answer his or her worry.

Imagine the objection to be like an apple. Inside the apple is
the core and it is the core that is the real objection. So in order
to get to the core, you have to take bites out of the apple. Let’s
take a very straightforward example. Your prospect says that
your price is too high. That is an apple objection. You cannot,
and you must not, attempt to answer it, because there are too
many variables for you to be able to cover it accurately or
reassure the prospect. When somebody says that the price is
too high, the person could mean:

* Somebody else is cheaper.

It’s more expensive than I thought.

I cannot afford it.

I want a discount.

It’s outside my budget.

I’m not the decision maker.

It’s my job to reduce the price.

I don’t really want it.

“The price is too high’ could mean any of these, so the first
stage in handling the objection is to ask the question back:

e In relation to what?



 How much is too much?
* May I ask you why you say that?

 That’s an interesting point. May I ask you why you think it
is too high?

By doing this you get yourself back into a discussion, and you
may have to keep questioning each statement that is made
until you finally get to the core of the objection. Only when
you have found the real objection should you proceed to the
second stage, which is to agree and outweigh.

Stage 2: Agree and outweigh

Now agreement does not mean saying, ‘Oh, yes, I quite agree
with that’, and losing the sale. That is as bad as its opposite:
making the prospect feel stupid with a talk-down statement.
The result is identical. So you must agree with the prospect’s
thought process, the reasoning that led him or her towards that
core objection. Let me give some examples:

* I can understand your reason for saying that, Mr Prospect,
and it has since been proved that...

* | used to think the same but I have since discovered...

 It’s interesting that you should say that Mr Prospect. Some
of my best customers used to think that as well but they
have found...

You will gather from these examples that we should agree with
the thoughts but not the objection. We build our prospect.
Don’t put him or her down. But we outweigh the objection
with experiences, results, performance, success and value.

Stage 3: Provide the answer

The third stage involves answering the objection to your
prospect’s satisfaction, remembering all the time that the



person wants to be convinced. You would want to be
convinced if you were sitting in the prospect’s place.

Common objections

Here is a list of the most common objections that arise. Most
professional salespeople have to handle them at some stage in
their selling careers. Remember that we are still dealing with
principles, and that you must fit them into your own particular
product or service.

Price

[ am going to use the price objection as one in which you are
more expensive than the competition, and where your
prospect’s concern is that he or she should not pay more than
necessary. The first guideline is to always concentrate the
prospect’s thoughts on the difference rather than the price.

Let’s say you have quoted £800 and the competitor has
quoted £750. ‘So, Mr Prospect, we are talking about a £50
difference. Now for this small £50 difference, this is what you
will be getting...” At this point re-establish your unique sales
points: ‘And furthermore, by placing your order with me, you
will get my support and attention to your business, which
means...’, and tell him what you will do.

‘How long do you anticipate this product will last you? Two
years, you say. So that, broken down, is about £25 a year,
approximately 50 pence a week, round about 7 pence a day.
Now, in all honesty, it makes good common sense for only
about 7 pence a day, to have what you know deep down
anyhow is a product of real value. And as you have already
said, you don’t buy the price, you prefer to buy the best
possible value. Are you happy with that, Mr Prospect?’

Whenever you handle an objection, always check that you
have covered it sufficiently. Look at the price objection in the



example I have just given from the prospect’s viewpoint, and
remember that to win in a competitive market-place, you don’t
need the best prices or the best products, but offer and then
give outstanding service. So state clearly and specifically what
you will do as far as service is concerned. Don’t ever fall into
the trap that salespeople in the 80 per cent category trap do, by
saying, ‘And we give a good service.’

Finally, on the subject of price objections, you are less
likely to face this objection if you are smartly turned out.
Shabby salespeople cause customers to doubt the validity of
their claims about their products or services. Smartly dressed
sellers, on the other hand, builds value on to their product or
service.

The discount question

There is a tendency for more people to ask for a discount. I
cover this in much more detail, which is really necessary, in
my business masterclass, but let me give you an instantly
usable response whenever you are asked for a discount. First,
have a nice big smile on your face and then respond with the
question ‘Do you mind me asking you, why do you want a
discount?’ I promise you will have a lot of fun with the
response. But as a last ditch if somebody is really pressuring
you on reducing your price, how about asking ‘What would
you like me to leave off?’

‘I'm just not convinced’

This objection is a core and is very rarely stated as an apple.
Let’s look at a practical method for handling this customer

WOTITYy.
‘Mr Prospect, I realize from what you have told me that you
are not really convinced that my product or service will do the

job you want, which I say it will do. Now, if I had the
managing director of one or two companies similar to your



own here to tell you how our product or service has performed
for them, and how happy they are with the results that they are
getting, would you then be convinced?’ If your prospect is
sane he is obviously going to say, ‘Well, yes of course |
would.’

‘Well, Mr Prospect, they obviously aren’t here, but let me
show you what they have said.” At this stage bring out your
credentials. Every professional salesperson should carry letters
of credibility and statements from their best customers. All too
often, salespeople waste these; they have them in a
presentation file, and they bring them out as part of their
presentation, when they are often completely wasted.
Credibility should be used sparingly, and treated as your most
prized weapon.

You can in some instances even arrange for your prospect to
speak on the telephone to another of your customers, so long
as your reference has agreed to provide such a testimony.
Sometimes it may be necessary for you to arrange a company
visit for your prospect.

When you have deflected this objection, remember, once
again, to ask your prospect, ‘Are you happy, are you
reassured?’

No budget

This one is often an apple. ‘No budget’ could mean:

* The prospect has used his or her budget up.

» No budget has been allocated.

* The prospect doesn’t really want your product or service.

But let’s take the ‘no budget’ objection at face value — your
prospect wants your product or service but has, in all honesty,
used up that year’s budget. So now the professional
salesperson must become creative; you must help the prospect



to find the money. Make it easy for the prospect to proceed
into a purchase situation. Suggest that there may be other
departments that haven’t yet used up their budget allocation,
and remind the prospect that staff in another department might
be very enthusiastic about providing him or her with the
necessary funds because they know that if they do not use all
their allocation it will almost certainly be cut back next year.
Actively brainstorm the problem with your prospect. Try the
advertising department, or the public relations department.
What about the research department, or the promotions
department? Maybe there is a special fund?

Make sure you that know your own company policy. There
are times when creative accountancy can make it easy for your
prospect to place the order. Suppose you have discovered that
the new budget is due to start in March and you are selling in
January. It may be acceptable for you to proceed with the sale
now but to date your invoice March.

Before we leave the subject of budgets, the professional
seller must fully understand the purpose of budgets. They are
set as a means of financial control; they are not set for the
purpose of building a business. There is not a managing
director in this world whose goal it is to make profits who will
not allow expenditure over and above any pre-set budget on a
product or service if it will enable his or her company to make
more money or be more efficient. Because your offer is one
that the company should not refuse if it is serious about
improvement, development or greater profits, it should
increase the budget. This comes back to your skill in selling
the result to those who will make that decision. But it will
mean that you may have to make a further presentation to the
new decision maker. Read the chapter on closing before you
do.

All this, of course, depends on the objections being a core,
not an apple.



‘Il have been doing business with
Frobishers for 10 years’

This is an objection that normally comes up at the very first
meeting, before the salesperson has had a chance to ask any
questions and, I would hope, before he or she has made a
presentation. It is, of course, quite common and this is what
you as the seller want your customers to be saying to your
competition.

So how does the winner approach this brick wall? Try this.
‘Mr Prospect, presumably when you selected Frobishers it was
because you wanted to get the best possible value and the best
possible service with the right guarantees and the right
security. Would I be correct in thinking that?’

Your prospect is unlikely to deny this, and he may even give
further details of why Frobishers was selected. At which point
the winner will say something along these lines: ‘Well,
presumably, Mr Prospect, you are still concerned that you
should be buying the best possible value with the best possible
service because that’s exactly why I am here. May 1 tell you
about what we have to offer?” And then go into stage 2 of your
presentation.

Now, in reality, there will, of course, be occasions when you
will not be able to gain the whole of that client’s business.
There will be occasions when you will most certainly win. But
you can always be a winner and so can your customer, when
your prospect tells you what he requires from you, and from
another supplier. You can suggest that, for his own security,
it’s better not to have all his eggs in one basket. There will also
be times when you can go for a very small trial order. Do you
recall Chris Bowles’s bag of calf food?

At the very least you should come away with a promise
from your prospect that he will contact you if ever he should



be in difficulties, or need some service or product in an
emergency.

Delivery

Let’s look at delivery as an objection that you cannot possibly
answer. Your customer requires delivery on a specific date and
you know that your production schedule makes this
impossible. You can only supply two weeks later. You are in
an impasse. That objection cannot be answered. The
professional seller’s approach is to change the prospect’s
thinking. Move the prospect from impasse to your unique
selling points. Re-establish them with your buyer and say, ‘Mr
Prospect, from everything that you have told me, it is obvious
that you really do want this product. Now doesn’t it make
good commercial sense just to wait only 14 more days to get
what you really want rather than something that will just get
you by?’

Another opinion

Your prospect wants to discuss the purchase with somebody
else — a husband or wife, a partner, co-director, or any Tom,
Dick or Harry. As far as selling family homes are concerned,
it’s only the really wally salesperson at the bottom end of the
80 per cent category who will waste time making a sales
presentation without both husband and wife (or partners) being
there. So I am not even going to bother giving the cure when
prevention is SO easy.

In the business world, however, the professional seller
should say something like ‘Just supposing they like it, will you
go ahead?’ Now this is a very important fact to establish,
because the objection could have been an apple. If they answer
yes, you have pre-closed the sale and it will now be necessary
to get yourself in front of whoever the discussion is going to
take place with. Don’t let your prospect make the presentation



on your behalf because he or she will not do your product or
service justice. The prospect cannot, as you know a great deal
more than the prospect does and only you can answer the
various concerns and objections that the other party may raise.
So fix a time for the meeting, and explain to your prospect that
it is obviously in his or her interest that you explain your
product or service to give it the best possible chance of getting
into a go situation. I sometimes say, ‘I’m sure you wouldn’t
want somebody else selling what you do on your behalf. The
same applies to me.’

‘l want to see the competition’

This prospect says, ‘Yes, I like what you have got. Yes, I'm
convinced that it’s good. But before I make a decision, I want
to see what else is on offer.” Or, ‘I’m not going to make a
decision today, as I have so and so coming in tomorrow.’

The professional salesperson should never fear this
objection because you know that what you can offer will be
better. It is natural for buyers to want to be sure they are
making the right decision. Don’t you think before you buy
something? Don’t you shop around, look to see what else is
available? But there are several ways of handling this
objection. In some instances it is quite acceptable for you to
talk about what else is available, to advise your client and
mention your competitor’s USPs. These, of course, will
naturally be outweighed by the advantages of your own
products, but don’t make the mistake of not telling the truth.
There is a lot of value in advising your prospect of the USPs of
a competitor, particularly if you know that the company is
going to be making a presentation to the prospect. If the
competitor’s salesperson is coming in after you, you will be
stealing his or her thunder. And while the person is labouring
the competing company’s USPs, the buyer will be thinking, ‘I
know this already.’ If you are going in second, you can
demonstrate your industry knowledge and will build your



credibility and trustworthiness with the buyer. It shows too
that you are not afraid. And if you are not afraid, your buyer
will not be afraid.

In those cases when your prospect is stating quite
categorically that he or she will be seeing other companies,
always get an appointment to go back in last of all, when the
prospect has completed his interviews with your competitors.
And get an absolute guarantee from your prospect that he or
she will not make a decision until you come back in again. The
conversation can follow these lines: ‘Of course, Mr Prospect, |
quite understand why you want to see what else is available. If
I was in your shoes I would be doing just that, but I really do
want to do business with you. Will you allow me to come back
again with some proposals, before you make a definite
decision? I am sure you will find them acceptable. Let’s fix a
firm date now.’

Once again let me refer you to Chapter 9, ‘Closing the sale’,
because there are times when a comment is not an objection, it
is just flannel. In such cases the sale should be closed.

You will no doubt have gathered from all this that the secret
is to find the real objection, the hidden objection. I love this
quotation: ‘A person generally has two reasons for saying
something, one that sounds good, and the real one.’

‘l want to think about it’

This is probably the most feared objection of all among
speciality or home salespeople. There is a lot of gimmicky
nonsense talked about coping with this objection. I once heard
a sales trainer say that his method for handling a customer who
says he or she wants to think about it is to reply, ‘Oh yes, and
what are you going to use for equipment?’

I find the best and most professional method of all is to say,
‘Sure, I quite understand that. But, presumably, if you want to



think about it there must be one or two points that you are a
little uncertain about. Would I be right in thinking that?” Most
people then say, ‘Yes, there are a number of things I have to
think about before I can definitely make up my mind.” The
professional salesperson will then say something to this effect:
‘OK, let’s just list those and see exactly what they are.” He or
she will then take out a clean sheet of paper and write numbers
from 1 to 10. ‘Now what is the first concern that you may
have?’ Whatever the prospect says, write it down next to
number 1. Ask the question again, and write the answer next to
number 2. At most you will have a list of three or four.

When the prospect runs out, say, ‘Now, is there anything
else that we haven’t thought of?” If the prospect says ‘No’,
ask, ‘If I can answer all of these points that you have made to
your complete satisfaction, and I am not saying that I
definitely can, but if I can, can we go ahead?’ If the prospect
says ‘Yes’, your sale is pre-closed and you should reassure the
prospect point by point. If the prospect says ‘No’, the
professional seller says, ‘Then there must be something else.’
Add the new concern to your list and again draw a line
underneath that number. As you answer each one of these
points tick them off clearly and visibly, before proceeding to
the next. And check each one: ‘Now, are you happy with that?’
Or, ‘Have we covered that satisfactorily?’ Or, ‘Are you now
reassured on that point?’

The prospect who says, emphatically, ‘Under no
circumstances will I give you a decision today as I am going to
think it over’ will not react well if you try to push a decision.
The professional salesperson will say, ‘Fine. When will you
make that decision by?” When you have got the date, say
something like: ‘Fine, Mr Prospect. I can rely upon that, then,
can [? [ will give you a call then.’

There are, of course, some occasions when it is quite correct
to encourage customers to think it over. By not pressurizing



and by being really helpful you will win their business. This is
particularly important in some forms of retail selling, but
always give your name and invite your prospect to come back
again. Remember, don’t be pushy, be ‘pully’.

Pocket reminders

» Prevention is better than cure.
* Poor selling raises objections.
* Don’t be a weak salesperson — know the answers.
* In most objections the prospect is really saying, ‘Please convince me’.
» Handle objections in three stages:
— Ask back.
— Agree and outweigh.
— Answer.
» Check you answered the objection satisfactorily.

» Find out from other very successful salespeople in your organization
how they handle particular objections.

Wise words

There is no substitute for hard work. Don’t talk about it, do it.

Gerald Ronson




Chapter Thirteen

Negotiation

Professionals must understand that much of good, modern
selling will involve negotiation, because very rarely does a
sale depend upon a single item with a single price and a single
delivery date. Therefore, in presenting a proposal you will
often need to negotiate the parameters to get both parties into a
win—win situation.

You must be sure in your own mind of the type of
relationship that the prospect is looking to build with you. Will
your sale be a one-off sale? Professional sellers should always
be looking for repeat business or new opportunities but there
are, without question, some occasions when the salesperson
will make a one-off sale. Suppose you sell your car or house
privately, for instance. You will be very unlikely ever to sell
another car or house to the same person. In these cases you
will quite naturally be more interested in getting the best
possible deal for you regardless of how bad it is for your
prospect. You will probably want to drive a hard bargain in
this type of sale. I personally don’t like that expression, but it
sums up an attitude that is often adopted.

If you are attempting to build a long-term relationship,
however, it is very important to be aware of maximizing the
trust and confidence in the relationship while at the same time
being careful not to concede to every whim of the prospect. So
you need to negotiate.

It is also well worthwhile being aware that if a seller has too
much authority to negotiate it can lead to weak selling, to the
salesperson giving too much away. In my experience,
whenever salespeople are given a lot of flexibility on price the



vast majority of transactions are at the lower end of the scale.
So if your company restricts your authority and does not give
you too much room to negotiate, you will be a better seller and
a more proficient negotiator for it.

The principles of negotiation

Let’s now run through some of the principles of good
negotiation.

The person who aims high will get
more

Salespeople who think big get big results (but don’t catch
‘bigcaseitis’!) Successful selling, as you know, depends
largely on your attitude, so it is crucial that you raise your own
level of aspiration but lower your prospect’s. If you don’t keep
your aspirations high your prospects will almost certainly
lower them for you.

Let me give you some examples of comments that will
instantly lower your level of aspiration, and thereby reduce
your ability to negotiate. The prospect says:

» ‘We’ve already had a very good quote.’
* ‘This is not really a priority for us right now.’

* “You’ve got to be sharp on the price or else you’ve got no
chance.’

* ‘We have never bought in large quantities.’

The above will all lower your aspiration level. Now let’s look
at some examples that will raise your aspirations but reduce
the prospect’s:

 ‘This is proving to be outstandingly popular.’

* ‘There 1s a long waiting list.’



* ‘These are now selling at a premium.’

* ‘Our products show hardly any depreciation.’

Don’t be a price crumbler

Many salespeople succumb to the temptation to reduce their
prices as soon as they are put under a little pressure. Good
negotiators defend their prices logically, by restating the value.
Your products and services are priced for a very good reason
to make profits, and provide security for yourself and
everyone else in your company. So don’t be willing to concede
on price. The art of negotiation is to put together a package
that 1s going to be right for both parties.

Don’t ever give away concessions

This principle sums up much of what is best about good
negotiation. Don’t give away, but trade concessions. Learn to
balance what you offer against what you are offered.

Nothing should be given away free. Here is a simple
example: ‘Mr Prospect, if you agree to pay in 14 days, then we
can meet your price.’ If you are negotiating a price your
prospect will often offer to split the difference between your
price and his. A skilful negotiator, rather than agreeing to this,
will say, ‘I just can’t afford to do that. But what I can provide
is... (offer an extra service that will be of real value to your
prospect) if you agree to take the package.’

Negotiate the variables

The skilled negotiator always has something to trade that is
not the price. If your product or service has been sold correctly
you will have inflamed the prospect’s desire but he or she will
still want to negotiate the best possible deal. Try never to get
into a haggling situation over prices. The variables that you
should be negotiating should be cheap to you but valuable to



your prospects. So make a list of your own concessions. Here
is a list of questions you should ask yourself to help you
compile your own list:

What do we normally make?

What are they worth?

What can we receive in exchange?

What other variables do we have?

What can we offer that is cheap to us but valuable to the
prospect?

What can he offer that is cheap to the prospect but valuable
to us?

Reduce the value of the prospect’s
concessions

This is where the negotiator reduces the prospect’s perception
of his or her own concessions. Try saying:

 ‘It’s quite normal to do that.’

* ‘Many companies do that.’

» ‘That’s not going to help us a great deal.’
 ‘That’s not too much good to us.’

Such statements gradually erode your opponent’s negotiating
skills.

Be miserly

This is, perhaps, one of the most important principles of good
negotiation, especially if you intend to build a long-term
relationship. There is nothing more uncomfortable for both
buyer and seller than when the seller agrees too readily on a
negotiated package. I am sure you must have experienced this
yourself when you have had something to sell. You advertise



your house or car or whatever and the buyer makes you an
offer that you immediately accept. The buyer goes away
thinking, ‘I should have made a lower offer because I bet he
would have accepted it.” You go away thinking, ‘I should have
got a better deal. I’'m sure he would have paid more if [ had
stuck it out.” If you are going to trade concessions you must
trade them reluctantly. You must put up a fight at every stage:
every concession must be wrung out of you. When people
reach an agreement too quickly, both parties always feel that
they could have got a better deal, and next time they will
negotiate a much tougher one. So don’t ever say ‘Yes’ too
quickly. Don’t ever accept the first offer. You must always let
your buyers feel that they really have negotiated a good deal.
So whenever you are about to say ‘Yes’, say ‘No’ just a few
more times.

Be aware of the danger of deadlines

Your ability to negotiate will always be reduced when a cut-off
date or a deadline is imminent. Salespeople who are desperate
to get more sales to meet their monthly target are much more
likely to concede if they are negotiating on the last day of the
month. And if your prospects have clearly indicated a deadline
by which they must have concluded the transaction, their
negotiating skills will also be reduced. This knowledge can be
a tremendous weapon, but don’t let an impending deadline put
you in a position of weakness.

See the big picture

Always keep the whole deal in mind. Try to get your
prospect’s complete shopping list and all his or her
requirements. This will strengthen your ability to negotiate
because it will help you to trade concessions. Remember to
balance the trade-off. What the prospect offers you should be
balanced by what you offer the prospect.



Negotiate the deadlock

When your negotiations have reached deadlock, there are no
more concessions on either side and you have exhausted all
offers to trade, you will need exceptional negotiating skills.
But it is likely that both sides will have invested quite a lot of
time by this stage and it may be worth trying to concentrate
your prospect’s thoughts on the time he or she has spent. Try
something along these lines: ‘Mr Prospect, we have both
invested a great deal of time. We both want to conclude and
get this business transacted. Let’s just go through it one more
time before we admit defeat.’

Identify your weaknesses

No salesperson should attempt to negotiate in the knowledge
that he or she has got areas of serious weakness. Turn those
areas into areas of strength, because our weaknesses
immediately become apparent. It is the weaknesses that the
people on the other side will concentrate on. And the more
they concentrate on those weaknesses the more they will
undermine your ability to negotiate.

Let’s now look at a few situations. The prospect says, ‘I like
the proposal but this is all I’ve got.” A weak negotiator will
respond by instantly offering a discount. An able negotiator,
on the other hand, will put together and then offer an
alternative package. So whenever possible be armed with
some alternative packages and remember that if your prospect
wants to change the price, you will change the package. One
price for one proposal and a different price for another.

The prospect says, ‘You’ve got to do better than that.” Be
persistent in your defence of your price, rebuild the value of
what is being offered and make a promise against
performance. The negotiator will say something along these



lines: ‘Yes, we can do better than this — if you will increase
your order to...” So be ready to trade.

Now, we all know that some buyers think that this tactic
makes them good buyers. But you and I know that the
customer who uses this as a tactic will, in the end, only be
confronted by salespeople who have already inflated the price.

I was selling watches a few years ago, and I was confronted
by small-time buyers who constantly pestered me for larger
discounts. Discount was all they were interested in. So, quite
naturally, I inflated the price and gave them their discount. No
doubt you have seen slashed across shop windows, ‘10 per
cent discount’, ‘20 per cent discount’. What is important is the
figure that is being discounted.

Whenever I am now asked the discount question, I always
respond with the question ‘Do you mind me asking why you
want a discount?’, and until you hear the reply to that question
you cannot respond effectively. The current market-place is, as
we both know, more monetary aware. People are more willing
to discuss and negotiate in order to get the best value for
money. So let’s be absolutely clear: you must defend your
price. Don’t give in to pressure for discount unless you are
exchanging it for quantity or faster payment. Useful
phraseology is:

‘We consider it’s dishonest to sell to one at one price

and to another at another price.’

‘If we felt that this was the right price, why would be

want to give you a different price?’

The buyer says, ‘I have to get final approval from my board,
the managing director, the chairman (etc).” This is sometimes
used as a delaying tactic to get a better deal and reduce your
aspirations. The skilful negotiator will put a time limit on the



decision-making process. Remember that deadlines produce
weakness when applied.

The buyer says, ‘Take it or leave it.” The negotiator must
not get into a confrontation or create a showdown. If the buyer
says, ‘I want a 10 per cent discount. Take it or leave it’, the
negotiator must find a face-saving solution. Don’t respond by
saying, ‘That’s not negotiable.’

Pocket reminders

» Decide the type of relationship you want.
« Aim high and you will receive more.

* Raise your level of aspirations.

» Lower your prospect’s aspiration level.

+ Always trade concessions.

* Negotiate the variables.

* Be miserly.

+ Be aware of deadlines.

* Negotiate the deadlock.

+ Identify your weaknesses.

Wise words

First you must have the appetite to succeed — ambition. When you have
no ambition, you are dead. You have to be willing to work.

Sir James Goldsmith




Chapter Fourteen

Letter writing

Acomprehensive guide to letter-writing skills 1s beyond the
scope of this book, but I want to give you a few basic
guidelines to make written communication for getting business
more effective. This chapter contains a few useful ideas that I
know work.

Let me assure you and stress, this is a big opportunity not
only to get closer to your customers but also to stand out from
the crowd. Letters are becoming rarer and because of this they
have much greater impact and letters get read.

Short letters work

Research into direct mail has demonstrated that any mailshot
must contain a letter, and this letter is most effective when it is
a two-page letter written on four sides. Now that is directly
contrary to what works in business-to-business
communication. If your letters are short and are on one side of
the page, they will get read. If they are much longer they
won’t, or if they do they will be at the bottom of the pile.
Another advantage of making your letters short is that you
save thinking, dictation and typing time. That leaves you more
time to sell.

Short paragraphs work

Try to ensure that your paragraphs contain no more than two
sentences each. You’ve got to keep your reader’s attention.

Make your letters easy to read




People who read your letters want easily digested information
in the simplest possible format.

Avoid over-complex language

Don’t clutter your communications with phrases such as
‘Please find herewith enclosed...” Why not say ‘Here is...’, or
‘I have enclosed...’? And, just as a thought, why do you
always start your letter off with the word ‘Dear’? If you were
talking to the recipient of your letter on the telephone, or face
to face, would you address him or her as ‘Dear’? You would
be more likely to say, ‘Hello.” So how about starting a letter
off with a ‘Hello’?

Avoid jargon

Let me give you an example taken from the executive training
programme ‘Better letters’, published by the Economics Press
in Fairfield, New Jersey. Someone once wrote to a government
bureau asking if hydrochloric acid could be used to clean the
tubes in a steam boiler. He received this reply:

Uncertainties of reactive processes make the use of
hydrochloric acid undesirable where alkalinity is
involved.

To which the man replied:
Thanks for the advice, I’1l start using it next week.
Back came this urgent message:

Regrettable decision... involves uncertainties.
Hydrochloric acid will produce sublimate invalidating
reactions.

Which prompted this in reply:

Thanks again, glad to know it’s okay.



This time there came the following urgent, but clear message:

Don’t use hydrochloric acid, it will eat the hell out of
your tubes.

Don’t use jargon, whether or not it is specific to your industry,
in your sales letters.

Keep control

[ am sure you have never finished a letter from which you are
hoping to gain business with these words: ‘If I can be of any
further service, please don’t hesitate to contact me.” Now I am
sure you have never done that. But it is really quite amazing
how many letters I get with that as a sign-off line. The sender
has lost control. He or she has given the next move to me, and
the future of our relationship is now in my hands.

I recently needed some building and decorating work to be
carried out. Three different companies sent in their estimates,
each having spent some two or three hours assessing the work.
They then possibly spent another two or three hours costing
out and preparing the estimate. The first one arrived in the post
with a covering letter that ‘hoped it met with my satisfaction’.
It added, ‘We value your esteemed business and if we can be
of any further service please do not hesitate to contact us.’
Guess what I looked for? Of course, you’re right, the price!
They tried to hide it, but I found it!

The second estimate also arrived in the post with much the
same verbiage. The third contractor telephoned me and said he
had prepared his estimate and could he bring it round to
discuss it with us. He was not the cheapest. He explained why,
and what he would do for the extra cost. He convinced me of
the value of that increase in price, and he got the work.

The other two builders have never even bothered to follow
up on their estimates! The lesson is: don’t write a letter if you



don’t have to, and if you do, make sure you retain the
initiative.

The correct way to finish a letter or proposal is with
something like this: ‘Here is my proposal. I will give you a

call within the next 24 hours to discuss it with you. If in the
meantime I can be of further service do please give me a call.’

Whenever possible take your estimates or proposals to your
prospects, so that you can take the opportunity to build value.
This principle applies to all aspects of professional selling.
Always retain the next move yourself. Always tell your client
exactly what is going to happen next. Never, in any
circumstances, leave your client to make the next move while
you sit and wait to see what is going to happen. Many
salespeople don’t like to follow up or chase a client because it
appears they are putting pressure on the client. But if, on the
other hand, you say that you are going to telephone in three
weeks’ time or three months’ time, you are obliged to do that.
Your telephone call will not appear to be pushy: you are
simply doing what you said you were going to do. At the end
of any visit to a client, always say what you will be doing next.
It creates a feeling of security and confidence on both sides.

With the ever-increasing pressure for speed and fast
response in business, e-mail or fax is now a totally acceptable
form of communication. So, if you cannot visit, use e-mail or
fax. Send your quotation or proposal, but always sign off with
the following: ‘I will call you within the next few hours, first
to make sure you have received this e-mail/fax and second to
check that this is what you wanted.” You are now in a position
to obtain control, discuss your proposal and close the sale.

While on the subject of communication, I am getting
increasingly frustrated with companies that use voicemail as a
means for customers to record their requirements. I personally
believe this 1s extremely dangerous and I do not recommend it.
Voicemail is perfectly acceptable for internal communication,



but not for a customer or prospective customer who wants to
speak to a person to be sure that an order has been received
and perhaps even to discuss its delivery time. Prospective
customers don’t want to speak to a machine and then have to
wait for somebody to phone back. They will, if they have an
alternative, enquire and place their order with an organization
that employs people rather than machines.

Make it easy for your customer to get to you, speak with
you or communicate with you, and while we are on this
subject, if you have the facility to play your customers music
while keeping them hanging on the line, the maximum time
this should play for is four seconds. A customer may not want
to pay to listen to your choice of music, and it is no excuse to
play your music to a customer while leaving them hanging on
an empty line.

Be a good news carrier

Try always to include an item of good news in your letters. If
you can write something that will cheer your reader you are far
more likely to get the response you want.

Pocket reminders

* Keep your letters short.

» Keep your paragraphs short.

* Make your letters easy to read.

» Don’t use over-complex language.
+ Avoid jargon.

» Keep control.

Always include good news.

Wise words

The written words are best read twice and sent once, words can have
nearly as much fallout as an atom bomb.

Richard Denny




Chapter Fifteen

Body language

here are about 700,000 body language signals, 15,000 from

the face alone. Obviously one cannot control all those
signals, so whenever the spoken word is in conflict with the
body language signal, the latter is invariably correct.

The professional salesperson, being a master of
communication and a specialist at understanding people, must
be able to interpret other people’s body language. The
professional realizes that every person he or she speaks to is
different. But there are certain body language movements and
signals that we all have in common.

The purpose of this chapter is to make you, the professional,
more aware of people, more aware of what they say and how
they say it. There are, of course, many specialist books on this
subject and it is my intention here simply to bring it to the
attention of professional sellers.

Mirroring

Many sales trainers are advocating ‘mirroring’. This is the US
terminology for copying. Well, all I can say is ‘Beware.’” The
psychology is sound inasmuch as if you behave as the other
person does, you are more likely to increase rapport and
reduce conflict. Most people prefer to mix with and to conduct
business with others similar to themselves.

There is of course great sense in this, but you must be very
careful and subtle. Some advocates of mirroring state that if
the prospect crosses their legs, you should do likewise. This is
silly. On the other hand, if your prospect talks very slowly,



then you should slow down. If your customer talks quickly and
makes quick movements, then make sure you speed up.

The body language of the other person is there for you to
see and therefore respond to. It is very easy to spot when the
other person is getting bored or losing interest, so do
something — change, stop, but respond. There are some
salespeople who are so in love with what they have to say that
they are oblivious to the other person’s feelings.

Eyes

Let’s start with the eyes. It is said that the pupil of the eye will
dilate for approval and constrict for disapproval: for things that
we like the pupil gets larger, and for things that we dislike it
gets smaller.

Remember though, the pupil size will change according to
the light. When you go from bright sunlight into a darkened
room, your pupil size changes. So you must be aware of any
light change that might have happened if you suddenly see a
pupil expand or contract. This 1s why body language is so
imprecise — there are so many variables.

Space

Introverts generally require more space around them and
dislike being crowded. Extroverts, on the other hand, are often
more comfortable in a reduced space. There is a zone of space
about 45 centimetres around every human being known as
personal space. No doubt you have experienced people
invading your space. The normal reaction is to back away,
because such close proximity causes pressure on an individual
if they haven’t developed a close relationship. Space can be
used to exert or reduce pressure according to the
circumstances.



In the world of professional selling you must understand
when you may be applying too much pressure on a client. This
will be clearly communicated back to you as your prospect’s
extremities will twitch and make involuntary movements. A
foot will start to shake, a leg crossed over another will start to
waggle, fingers could also strum. These are signs of
impatience or frustration.

If you see this type of involuntary signal, try to discover
what is causing it. Change the subject and let the prospect’s
body language become relaxed again. If you are exerting so
much pressure that it becomes uncomfortable, a natural
resistance to you will develop in your client.

Seating

Have you noticed that in some offices the visitors’ chairs
appear to be much lower? When you sit in a low chair you
suddenly lose confidence. You are facing your client across the
desk, yet looking upwards. It will be very difficult for you to
make a strong and enthusiastic presentation in such
circumstances. Try to sit on the arm of the chair or, at worst,
find an excuse to sit on another chair. If your body language
shows lack of confidence you are not giving yourself a chance
to close professionally.

Notice the way a person sits down. Introverted people will
often move their chair backwards slightly. People who are
more extroverted will pull their chair up underneath them.

The most effective way of making a presentation is for the
buyer and the seller to be on the same side of the table or desk.
Face-to-face encounters, in body language terms, almost imply
conflict. It’s a head-on meeting. Being side by side implies
that you are working together, two people aiming to
collaborate.



Furthermore, if you are right-handed, try to get the prospect
on your right-hand side. You will be stronger, more fluent and
confident.

Height

Physical height can give an impression of authority and power.
We always raise people up for their achievements: sporting
winners stand higher on the rostrum than those who come
second or third; the most important person in a court is
normally in the most elevated position, and so on. So if you
happen to be very tall try not to cause a feeling of insecurity
by bearing down on a prospect.

Posture

More is talked about posture in the context of body language
than almost any other factor. Be careful not to read too much
into a steady posture. What is important is the change of
posture. You may be in conversation with a customer who is
sitting with his or her arms folded. Does it mean that the
person is bored or uninterested? Not necessarily. It may simply
indicate that he or she is very comfortable in that position. But
if a customer who is sitting with arms folded suddenly opens
them and leans forward it could well indicate that what you are
now saying is of great interest. Be aware, equally, of your own
signals in this respect.

Lies

There are a number of signs that betray a person who is not
telling the truth. Whenever you ask a leading question, notice
the body language response. If you detect an involuntary hand
movement towards face, neck, hair or ear lobe, it is possible
that what is being said is not strictly true. A further indicator is



that the eyes suddenly fix on the ceiling or the floor. Keep an
eye on these changes.

Groups

Finally, let’s look at the group presentation. The leader or
decision maker in a group of people can sometimes be
identified by observing the group’s collective body language.
If one person crosses his or her legs and the others follow, the
first person to have crossed legs is likely to be the prime
decision maker. I discovered this by accident.

During a presentation I made to a board of six directors |
geared my presentation towards the managing director, whom,
naturally, I believed to be the decision maker. I was selling a
very comprehensive training package. I had handled all the
directors’ questions satisfactorily, I believed, yet I could not
close the sale and get the decision. Suddenly I noticed that
every time the financial director made some involuntary
movement the others subconsciously followed. So I fixed my
attention on that director and within a few minutes I had
closed the sale. I later discovered that the managing director
had only nominal power and that the major shareholder was
the financial director.

Pocket reminders

* Build your own understanding of body language.
* Use space wisely.

» Watch for pressure signals.

* Become a people watcher.

Wise words

If you do not think about the future, you cannot have one.

John Galsworthy




Chapter Sixteen

Avoiding_the negative

he worst thing you can do is to be negative. The

salesperson who is unwilling or unable to fully understand
what this is, and its effect, will never become a champion, a
winner and a star professional.

The negatives that do so much harm in the prevention of
success, happiness and achievement are all based upon
attitudes of mind. It is what people say that can do so much
harm to another individual. These negatives are known as the
three ‘Cs’: criticizing, condemning, complaining.

Of course constructive criticism is essential for someone’s
growth, but very little criticism is constructive. It is
destructive. It takes very little intelligence to find fault with

someone else’s work; even a pea-brain would still be able to
find fault.

It 1s what people say that does so much harm. Remember,
the negative 1s always stronger than the positive. Someone
might say to you one day, ‘You’re a really nice person but you
will never be a success.” Which will you remember? The
negative or the positive? You can receive a hundred
compliments but it is the negative criticism that you will
always remember.

The law of conformity states: ‘As human beings we
naturally conform to our environment, whatever that
environment may be.’ I discussed this law when we looked at
confidence building in Chapter 3. If you are working in an
office environment that is positive, enthusiastic and highly
motivational, however you may previously have been
conditioned, you will start to conform to this excellent



working environment. If, on the other hand, the environment is
backbiting, full of petty in-company politics and generally
negative, then however strong your personality, however
strong a positive attitude you may have, you will in time
conform and that alone will dramatically reduce your chances
of success.

As an exercise in awareness, let’s build a simple checklist of
the characteristics of negative and positive people:

Negative Positive

They are miserable They are enthusiastic

They worry They smile

They have no goals They have goals written down

They have no plans They have their plans written
down

They fear failure They are self-confident

They have false ceilings They have an expanding mind

They have problems They overcome problems

They blame the other person They look to themselves

They cheat themse|ves They're honest about their

strengths and weaknesses

They tear down other people’s They build other people’s hopes
hopes and dreams and dreams

[ am certain by now you quite naturally conform to the
characteristics of the positive and you are a winner!

Although you are likely to meet negative people, you as a
professional must take the greatest care of your attitude and
treat it as the most valuable asset you will ever acquire. Never
allow anyone to pollute your thinking.

Take the very simple analogy of a barrel full of apples. It
only takes one bad apple to destroy the rest. In order to prevent
this happening, if you see an apple start to change colour,



remove it instantly. If you are looking for permanent
prevention you could coat each apple with a varnish, thereby
protecting each apple from the others. People are very similar.
It needs only one person in a group to become negative, and
all the others will eventually catch that disease.

So the first stage in handling and then avoiding negative
people is learning to recognize them. They betray themselves
by what they say: they criticize; they condemn; they complain;
they find fault; they say, ‘It won’t work’ or ‘It’s impossible’;
they are always expecting the worst; they have no purpose;
they have no sense of direction; they blame everyone else
because nothing is ever their fault; they have nothing to look
forward to; their facial expressions always exhibit a negative
outlook; they are bitter about life, people and themselves; they
are utterly dissatisfied with everyone and everything; they
never lose an opportunity to pull another person down; they
are totally unable to give a compliment; they are backbiting
and they gossip incessantly; they are jealous of other people’s
achievements; and they believe the world should treat them
better.

Negative salespeople will blame their non-achievement on
the product, but never on themselves. The price is too high,
the delivery schedule i1s inadequate, they are given far too
much paperwork, they have been allocated a lousy area and, if
it weren’t for their sales managers, of course they would do
better!

There is an expression that says, ‘That area is a salesman’s
graveyard.’ If [ were to plot on a map every area where this
remark has been said, the whole of the UK would be wiped out
as a potential market-place and we would see tombstones
lining the roads in memory of fallen salespeople!

It 1s all an attitude of mind.



Negative people continually feed into this valuable asset
every little bit of misery they can lay their hands on. They
thrive on other people’s misfortunes. They are just not aware
of the harm they are doing. It is interesting to note that a great
deal of research is now going on into the true power of the
human brain and thought processes. It is being proven over
and over again that positive people are less likely to suffer
illness than those who are negative.

The great tragedy about this disease, negativity, is that
negative people are not aware they’ve got it. People who
haven’t got it are not aware just how contagious it is or how
harmful it can be. It is quite horrifying how many people quite
unknowingly allow their greatest asset to become polluted,
weakened and in some cases even destroyed by someone else’s
negative input.

A negative input can sometimes change a person’s direction
for weeks, months and even a complete lifetime. So you, the
professional salesperson, must truly master your understanding
of the negative and make sure you never catch the disease.

I suggest you read this chapter regularly to top up your
immunization. Remember, the negative is always stronger
than the positive and your immunization will wear out in time
unless you take positive steps to reinforce your belief in and
understanding of the horrors of negativity.

Here are seven ideas to work on regularly:

* Develop and build your own understanding of what is really
negative. Do remember that constructive criticism is not
negative.

* Check your conversation with others. Are you being
negative?

* Check your thoughts and thinking process. Remember that if
you are thinking negatively the only person you will harm is
yourself. So remove these thoughts as you would a bad slide



from a projector. Discard them. You have the capacity to do
that. Your mind will respond if you are strong enough and
willing enough to discard a negative thought.

 Build a bullet-proof screen around you so that no negatives
from other people will penetrate. You can do this by
instantly recognizing negative criticism or conversation.

» From time to time, check the company you are keeping. If
you have been mixing in the wrong environment, talk to
people who are positive. Go out and mix with people you
know have positive, constructive ideas. Mix with people
who are doing better than you.

« If another person’s negativity does get through to you, say to
yourself, ‘Why did he or she say that?’ You must remember
that no positive people become so unfeeling that they cannot
see life from another person’s point of view. It could happen
that someone very close to you says something that can be
construed as negative. It may be because they are worried,
they are concerned or they have a fear. By asking yourself,
‘Why did he or she say that?’, you will more than likely be
able to understand and, by reassurance, conversation and
looking at the worry from a different point of view, turn that
negative into a positive process.

* Have your own neg (negative person) repellent. On my live
training courses I train salespeople to always have a neg
repellent as one would have an insect repellent. This is, of
course, a fun idea, so please do accept it as such. Whenever
anyone says anything really negative to you, just say
‘Fantastic!” — no negative people enjoy hearing that word;
they normally run for cover! ‘No monument has ever been
erected to a critic. Monuments are erected to those who
have been criticized.’

Pocket reminders

* Read the seven ideas regularly.




Wise words

Experience informs us that the first offence of weak minds is to
recriminate.

Samuel Taylor Coleridge




Chapter Seventeen

Don’t quit

There are those in this world who make things
happen.

There are those in this world who watch things
happen.

And there are those who wonder what
happened!

tar professional salespeople throughout the world make

things happen. They are ambitious and they are goal
motivated. Not only do they recognize opportunities, they also
seize them.

For a number of years [ was a member of the If I’d Club. If
I’d only done that! If I’d only bought that! I could have bought
those shares! I saw that when it first came out! Looking back, I
think I must have been the founder member of that pathetic
organization. The winners of this world must take risks;
calculated risks of course, but they must take them and persist
until they bear fruit. Winners make history for other people to
read. Winners read history to gain knowledge that can be used
to their advantage in the future. But winners do not live
history. They do not allow their thoughts to dwell on the past
or to think what it used to be like in the good old days. The
winner must be progressive, moving forward and looking to
the future.

Everybody in this great profession has ups and downs.
Nobody ever gets to the top in selling without having some
periods in his or her life when things are tough. I have never
come across any great achiever who has had a rosy path of



continuous success. To some extent we are all self-made but it
is extraordinary that only successful people will admit it. In
mastering the art of selling to win you will have rejections,
you will have the ‘No’s, you will have days of self-doubt and
from time to time you will feel that the grass is greener on the
other side of the fence. There must be an easier way of earning
a living. But don’t quit.

I don’t believe that professionals in any other line of work
can ever experience the real euphoria and the wonderful
feeling of winning a great sale. You will go through the
doldrums, spells when things just don’t seem to go your way.
But don’t quit.

There are good days and there are bad days. But in time the
good days will outnumber the bad days. People often say that
you have to pay the price of success. I don’t believe anybody
pays the price of success or enjoys the benefits of success. But
people pay the price of failure.

But what is failure? A negative word, a frightening word, a
word that human beings fight hardest of all to avoid because of
fear of the consequences. Remember: ‘The only way to
conquer fear is to keep doing the thing you fear doing.” Let me
be absolutely emphatic — nobody fails at anything until they
reach the stage when they finally give up. You cannot fail until
you throw the towel in. You see, failure cannot live with
persistence, so as long as you persist you will never fail.

History is full of wonderful examples of this great principle.
Thomas Edison, the great inventor of the light bulb, wanted to
replace the gas mantle with electric lights. He persisted in his
experiments, on his own in an attic. One hundred experiments
got him nowhere. His friends told him that the gas mantle had
worked for years. What was this silly idea of replacing it? It
wasn’t necessary. He became known as Nutty Tom, yet he
persisted. After some 500 experiments his neighbours became
concerned about him. They thought he was becoming a danger



to the community and perhaps he ought to be put away. His
close friends said, ‘Tom, you must stop. People are talking
about you. They want to have you put away. Don’t you see
what you are doing? You have done 500 experiments and you
have failed 500 times. Now is the time to give up.” He replied,
‘No, I haven’t failed 500 times. I have just found 500 ways it
doesn’t work.’

Thomas Edison discovered the secret of the electric light
bulb during his one thousandth experiment. Failure cannot live
with persistence.

There is a story about a Swede who drove the wrong way up
a one-way street in London in a small, open-top car. He
realized he was going the wrong way and did a U-turn in the
street. A policeman shouted, ‘Hey, you can’t do that!” The
Swede replied, ‘I think I can make it.’

Whenever anybody says to you, ‘You can’t do that. You
won’t make that sale. You’ll never get that deal’, reply, ‘I think
I can make it.’

Here is another example. All humanity can take some
strength from the story of the great jockey Bob Champion,
who discovered he had cancer. Through sheer positive
thinking, determination, willpower and belief, he conquered
that terrible illness and rode that other great champion,
Aldaniti, to win the Grand National.

You will never fail until you give up.
Don’t quit
When things go wrong as they sometimes will
When the road you’re trudging seems all uphill
When the funds are low and the debts are high

And you want to smile but you have to sigh



When care is pressing you down a bit

Rest if you must, but don’t you quit

Life is queer with its twists and turns

As every one of us sometimes learns

And many a fellow turns about

When he might have won if he’d stuck it out
Don’t give up though the pace seems slow

You may succeed with another blow

Often the goal is nearer than it seems

To a faint and a faltering man

Often the struggler has given up

When he might have captured the victor’s cup
And he learned too late when the night came down
How close he was to the golden crown

Success is failure turned inside out

The silver tint of the clouds of doubt

And you never can tell how close you are

It may be near when it seems afar

So stick to the fight when you’re hardest hit

It’s when things seem worst that you mustn’t quit.

Anon

Good luck and great selling.



Success Stories

“Congratulations on the success you have had with
Selling to Win although it comes as no surprise to me. At
the time your book came out | was running a sales
recruitment agency with discerning clients such as Mars,
Unilever and Procter & Gamble. In those days it was not
unusual for the interviewer to throw a pen at the
candidate and ask them to sell it. We would always
encourage our recruits to read your book before the
meeting which | am sure contributed to our success
rate!”

David Carroll, Managing Director, Stonor Search and
Selection Ltd

“My first sales course with Richard Denny, back in
October 1984 in Perth, Scotland, fundamentally changed
my life. Within five months | got my first big sales job in
the company — there were 365 people in the sales force.
Within a year | was second top salesman — from
nowhere! (I became the boss of the guy who ‘beat’ me
some years later and he confessed that his own boss at
that time cheated a little to help him win.) After that | was
promoted a number of times and became an executive
director of the largest insurance company in the UK. |
have now retired from that career and am doing many
other interesting things as a financially independent
person and it all started with that sales course from
Richard Denny. Thank you Richard, the greatest
motivator I've ever met.”

George Berrie, previously CEO of General Accident,
New Zealand, and then Executive Director of General



Accident UK (formerly the largest insurance
company in the UK)

“I purchased my copy of Selling to Win twenty-five years
ago when it first hit the shelves. | was a young health
club manager at the time looking for new ways to boost
club membership sales.

Selling to Win gave me a method, a structure, or
process to follow when | knew absolutely nothing about
how to sell. | learnt about things that I'd never heard of in
business school; sales preparation, building a
foundation, finding prospects, negotiation, developing a
‘win-win’ situation, achieving the sale and above all, how
to be a professional salesperson. It worked; my sales
improved, the club turnover rose and my career
progressed.

Twenty-five years later and with bags of experience
under my belt, including motivating and training sales
teams | still have the book and it doesn’t just sit on a
shelf gathering dust. | often pick up Selling to Win and
skim read it, or re-read through chapters to reinforce
principles and techniques that | already know but
sometimes let slip — something that we’re all guilty of!

The lessons that | learned all those years ago from
Richard’s book are just as relevant today as they were
then and they’ve proved themselves time and time again
throughout my career. | still use many of the techniques
and ‘pocket reminders’ today when I'm approaching and
addressing potential sponsors for my expeditions.”

Justin Miles, Explorer and supporter of Children’s
Trust

www.justforthechallenge.com


http://www.justforthechallenge.com/

“My name is Adérito Lopes, | live in Portugal, and my job
is sales manager in an IT firm. I've worked about 8 years
as a programmer, 10 in technical and 5 in sales. | bought
your book about 4 years ago and it has been a great tool
for developing my knowledge of the sales world. Your
book is always next to my bed and every month | read a
few chapters. Your book was the first | bought about
sales, and it is thanks to your advice and my hard work
today that I'm a sales manager. | still visit customers
because it is a passion of mine to develop new
friendships with the clients. Your book inspired me to do
a postgraduate course in business management and
sales management, which | finished about two weeks
ago. Maybe one day | will teach others about sales.”

Adérito Lopes, Sales Manager

“I could go on and on about how Richard’s book Selling
fo Win has helped me reach fantastic results and
improved my overall selling ability; but I'm not going to,
the book deserves much more, as it was written in such
a simple form for the reader. We all know how the sales
profession gets tarred with a brush that absolutely ‘white
ants’ the market and puts that negative perception in the
potential client’'s head! However, Selling to Win has
taught me to identify, listen and more importantly close
the sale. Why? Because it teaches every sales
professional to sell in such a way that it becomes
contagious to our clients, showing the client that you
actually want them to succeed with their business, more
importantly selling in such a truthful manner that it builds
trust with that potential client.”

Ryan Clarkson, Sales Executive



“Selling to Win by the inspirational Richard Denny has
been an incredible guide to every sales situation that |
have come across since | was recommended it by a
successful entrepreneur. | have to thank Richard for his
wonderful way of making every piece of advice easy to
follow and being straightforwardly logical. Using many of
his lessons, | have been able to see substantial results in
my company’s client growth, profits and customer
satisfaction.”

Oliver McNeil, Owner, Legend Photography

“Armed with only £600 and a copy of Selling to Win |
started my first business in 1989. | didn’t know any other
self-employed people at the time and Richard Denny’s
‘voice’ was extremely motivating. The way the book is
written makes everything seem obvious and achievable.
In fact, having virtually followed the book word for word
I’'d made my first sale before | knew how to invoice it!

All these years later I'm still running my own business
and Selling to Win has been with me throughout. I've lost
count of how many copies I've given away or
recommended and | will continue to urge anyone
wanting to up their game, from entrepreneur to budding
salesperson, to invest in their own copy — it's a place
where logical, common sense meets with humanity and
humour — a combination guaranteed to get results.”

Stella Barnes, Managing Director, Jaz Media

“I heard Richard Denny speak several years ago when |
worked in recruitment and at the time | was totally
inspired by him. | had heard many ‘inspirational
speakers’ in my time but none had the effect that
Richard had on me. From the moment he started to talk,



| felt totally engaged and | could relate to so much of
what he said. His stories were both amusing but so true
and | still remember so much of what he said. Five years
ago | left recruitment to run my own franchise business
in diet and exercise and | still carry Richard’s words with
me and often quote his stories to inspire and encourage
my members. A truly inspirational man.”

Kay Fletcher, Franchisee, Rosemary Conley Diet &
Fitness Franchise

“I first read Selling to Win by Richard Denny in 2010 and
it has been an invaluable sales companion to me ever
since. At a challenging time of global recession and
company budget cuts Selling to Win gave me a solid
foundation to start from and a positive sales strategy to
work with, which | have been able to apply successfully
to the German market. It was the first book | had ever
read on the art of salesmanship and it made me look at
the profession in a brand-new light. Richard clarifies
popular misconceptions about the art of selling. He
encourages us to serve and help the customer by
applying a consultative, rather than aggressive,
approach. Absorbing and using the information and
examples he provides has definitely made me into a
better salesperson. Maintaining the positive approach
outlined in Selling to Win has resulted in sustainable
supplier—client relationships, based on trust and integrity.
This book should be on every entrepreneur’s bookshelf.
If you are one of those people whose first thought is: ‘I
hate selling!” this book is definitely for you!”

Louise Loxton, Director of Loxton Professional
English in Hamburg, Germany



“During the 80s | was area then regional sales manager
for a national window company. We had books and
tapes by American sales professionals to learn effective
sales techniques, but these seemed too brash for Great
Britain. We needed an English mentor to inspire us with
an acceptable and relevant selling system — ‘The English
Way’, that would really work.

This chap Richard Denny was found and a bunch of us
went off to a recording studio where a set of videos were
to be recorded by him. Sitting spellbound in the small
audience, | quickly realized this man knew how to sell to
the British in every aspect — from how to present
yourself, the product presentation linking features to
benefits, to pre-close and closing techniques. | was
blown away and immediately bought a set of his VHS
tapes and a 1st edition book called Selling to Win.
Richard Denny has inspired and taught not just me but
many thousands of salespeople. We quickly became
‘Denny’ people at our company!

| have been using and teaching his techniques
successfully ever since. It’s as relevant today as then
and applies to all selling and any product. | would
strongly urge anyone in sales who has direct contact
with the public or businesses to at least buy his books,
and, better still, attend one of his ‘Selling to Win’ highly
motivational conferences for the best possible
professional advice.

Use his methods and you can't faill He has served me
well.”

John Gibbs, MD, J & J Publications Ltd



“I first read Selling to Win in 1993. The first thing that
struck me about this book was the simplicity with which it
was written. | was able to understand and start using the
techniques shown straight away. Within two months of
reading this book | was one of the top performers in my
organization, not bad for someone who had less than
eight weeks’ sales experience prior. In 1995 | started to
work for an IT reseller; | was top seller within six months.
Three years later | was sales manager and two years
after that | was sales director. My sales team were
trained using the methods in Selling to Win and have
gone on to successful managerial roles, started their
own businesses and continued to have success in their
selling roles. This book has helped change my outlook to
life and sales, has paid off my mortgage within three
years of purchasing my home and has now led me to my
own business focusing on telephone lead generation.
Thank you Richard Denny for such an inspirational book,
a must-read for anyone looking to get an edge in the
world of sales.”

Jazz Dhillon, CEO Xpand Unlimited

“In 2001 | dabbled in sales for the first time selling
double glazing — | soon realized that | was half decent
but wanted to learn how to do it properly! Selling to Win
was the only sales book on the shelf of the bookshop
that | walked into, and for that | am very grateful. | read
the book from cover to cover in one train journey back
from university (having quit to become a salesman!) and
went into my first ‘proper’ sales job. | followed everything
that was in the book and quickly became the top seller in
the company, generating more new business than
anyone before. Since then my career has developed, my



successes have come from when | remember to dip
back into the book and remember the basics, my failures
have normally come from when | think | know it all and
forget the basics. | now deliver sales training to
salespeople globally, and many of my beliefs and
structures still remain from reading the book cover to
cover all those years ago.”

Chris Darwen, Global Training and Development
Manager at Rainmaker

“It is great to read that your book is reaching the 25th
year mark and is still sought after by those who want to
professionalize their abilities as a salesperson. Your
book has proven both to me as well as to many
colleagues the right tools for selling to win the business
without jeopardizing prices and so on. At the moment |
am country manager for Cargotec in Chile, | have
introduced your way of active selling to my sales force,
and can see the results already.”

Ronald Verzijl, Country Manager, HIAB Chile

“The late great Jim Rohn said ‘Formal education will
make you a living; self-education will make you a
fortune.” | have stacks of books in my personal
development library, but Richard’s is one that is referred
to on a more frequent basis than any other. Why?
Because in his field, he is a master at providing not only
the knowledge that will make a ‘different-difference’, but
also the motivation to use the tools he suggests, and on
this 25th anniversary edition, | cannot recommend it
enough.”

Jim Hetherton, Executive L&D Coach, Jim Hetherton
International Ltd



“I came across Richard Denny when he was touring with
LDL in the mid 80s and | went on to use his ‘Professional
Selling’ video course. Bought a copy of Selling to Win
and thought that when it came to understanding exactly
what selling is, it was the best book | had ever read!
‘What is selling? Selling is being a mind-maker-upper’ —
a simple and emotionally logical description. My advice
to anybody who is involved with helping their customers
to buy from them is to buy a copy of Selling to Win. You
will find everything you need to know and will use it time
and again for reference. Many thanks Richard for helping
me to understand exactly what selling is and in return |
have passed this knowledge on to many salespeople
from the world of media sales.”

Peter Fletcher, CEO, Fletcher Sales & Marketing

“| picked your book up back in 2009 and I still use the
letter templates today! As a book it simply flows, sales is
a process and without a process there is no sale.
Although there’s no magic formula to selling, your book
certainly lays a blueprint or a template to work from.
Funny thing is, | was nine years old when it was first
published (sorry if that’'s made you feel old) and it’s still
going strong, a fine wine gets better with age they say!
Great piece of writing for a salesman!”

Paul Meakin, MIRP CertRP — Recruitment Branch
Manager, Meridian Business Support, Nottingham

“In addition to the many helpful tips and the ‘proud to be
a salesman’ mantra espoused so eloquently by Richard,
the big idea | took from him was the realization that it is
not just children who love a good story. Adults do too;
they buy from good storytellers — in person, in public



speaking, and in commercial life. Richard is one of the
very best storytellers.”

Tim Meadows-Smith, Champion at StartUp, Suffolk

“Selling to Win is an invaluable addition to any
salesperson’s library. | have had the pleasure of meeting
and working with Richard when | booked him for a clients
conference. Exceptional insight into the psychology of
selling and especially selling in the UK. Read his books
or book him to speak to your team, either way he will
enhance your knowledge and motivate.”

Steve Brown, Sales Executive, The Paper Company
Ltd

“I was weaned on the book and it has served me well,
particularly through my formative stages as a leader of
people. The aspects that have always stayed with me
are ‘It is desire not ability that determines success’ and
of course ‘No is not never’. I'm now Head of UK
Operations for HSBC Bank, the largest bank in Europe,
possibly the world these days, and both this book and
the ‘Succeed for yourself’ edition have been instrumental
in providing me with the framework, discipline and
approach so needed to succeed. Something like a
classic that every leader, regardless of role should read,
refreshingly simple but devastatingly effective.”

John B Hackett, Head of Operations, HSBC Bank

“I read Selling to Win in my early days of entering the
sales arena and found it invaluable in learning and
honing my sales skills. | remember asking my sales
manager at the time if he had read the book, he hadn’t
and over the coming months as he ‘showed me the
ropes’ it certainly showed. In fact over the next two



quarters | out-performed my sales manager and the
other team members just by using the lessons taught in
the book. | then left that role to a better position and
have never looked back!”

Jonathan Butler, Southern Business Development
Manger, Syme Wood Ltd

“If you can get to a workshop where Richard is speaking,
then do it! His words and passion will inspire, educate
and help you to motivate yourself onwards to achieving
influential results.”

Graham Moates, Patron, Peace One Day

“Richard Denny inspired me to win business as a
salesman and helped me to inspire hundreds of
salespeople as a sales manager and sales director. Your
words on how to stay positive on the ‘bad days’ have
stayed with me for over 25 years. | bought his very first
set of video tapes and gave a copy of his book to every
salesperson on my teams over the years. Now my own
book, Principled Selling — How to win more business
without selling your soul, is being published by Kogan
Page this year and that would never have happened
without the contribution your books have made to my
own sales and management career. Sadly too many
people still think that selling is not quite a ‘nice thing’ to
be doing in the UK — I'm making my own effort to show
that selling is an honorable, professional and totally
necessary activity for anyone in business.”

David Tovey, Programme Director, Questas
Consulting Ltd

“Having seen Richard deliver in person and having read
his book | have experienced his infectious enthusiasm



and passion for selling and delivery. My experience
across retail, brands and FMCG is: delight the customer
for the best results — they will return and recommend.
Denny products and services are all about delivering
excellence with consistency. Keeping service fresh and
in tune with customer needs is also often lost, and it is
also openness that counts so that people experience a
genuine interest in pleasing them. Like Richard, James
Caan has a stimulating effect, is in tune with customer
needs and delivers in any situation whether in business
or his charity work — this also motivates the team and
partners around him. Positivity is also a great driver of
success and rewards — the more you put in, the greater
the likelihood that it will drive best results! We are all
lucky to be alive so we should make the most of every
day, to be fulfilled in our lives and enrich all that is
around us!”

Michael Green, Partner at Hamilton Bradshaw
Venture Partners

“I received a signed copy of Selling to Win from Richard
Denny on stage at the Royal Albert Hall as recognition of
being the top sales manager for NatWest in 2000. The
book has inspired me to improve the sales skills of
hundreds of professionals through my training company
in the years that have followed.”

Howard Slaney, Director, Concensio Ltd

“A couple of years ago, at a time when | actually thought
of myself as ‘successful’, | was given my first introduction
to Richard Denny by my sales director who loaned me
the audio version of Selling to Win. | listened to the
cassette at night, every night, and felt an immediate



familiarity with many of the lessons, them having such a
common sense approach. | soon found myself recalling
Denny principles when faced with certain situations and |
would say that, above all, | obtained a certain sense of
confidence that | had never possessed before.

| had never seen myself as a salesperson as such, |
was a designer, and reluctant to label myself as being
associated with sales, but | quickly learned that the two
weren’'t mutually exclusive and success in one area
inevitably led to success in the other. What followed was
incredible, my most successful year in sales, recognition
as a designer and a part playing a major role in my
team’s most successful year to date.

| introduced my wife to Richard Denny books and the
same effect was felt by her. Whilst the books cannot be
claimed to be solely responsible for her success, it surely
is no coincidence that since becoming an avid reader her
career has gone from strength to strength also.
Eventually, her promotions led to us moving overseas,
leading to some amazing opportunities and an incredible
lifestyle.

My new-found confidence and the ability to see
opportunities rather than obstacles has seen me start
and develop a number of smallscale global businesses
whilst also working as the Creative Director for
Porcelanosa Studio, Australia.

Furthermore, | also regularly speak at professional
conferences, something that | would never have
dreamed of doing pre-Denny!

| guess the ultimate compliment is that, whilst still
reading Denny (currently Motivate to Win) | now find



myself introducing the books to my employees in the
same way my sales director had first introduced them to
me! Quote from my wife, Gurjit, who returns to your
books when the need arises... ‘They pick you up when
you are down, inspire when you feel you are losing your
way, and make you believe in yourself again. Truly
inspirational, Richard Denny’s books have genuinely
changed our lives!’

Colin Wright, Design & Business Development,
Porcelanosa Group, Australia

“I| first came across Selling to Win as a fresh-faced 19-
year-old. | had just been appointed to my first sales
manager position and decided a book on ’selling’ would
be the easiest way to show my new team that | knew
what | was talking about! It's the only book on selling that
I've ever read cover to cover and has been a
cornerstone of sales training that I've delivered for the
last 20 years.

I've used it not only as the basis of my own sales
presentations to decision makers on every level but to
help train staff all over the world. With its no-nonsense
approach to sales and selling, Selling to Win must really
be one of the essential tools for any serious sales
executive.”

Tony Dobbins, Managing Director, Glen Insurance
Group

“It is nearly 20 years ago that | first met Richard Denny —
an individual whose passion for business is positively
infectious. His book Selling to Win was my bible when |
set up my first company in 1993. | was genuinely
inspired, so much so, that when the company began to



expand Richard became a regular speaker at our staff
training sessions. It is no exaggeration to say that things
| learned from Richard then | still apply to my business
practices every single day as | move towards selling my
second company! | would recommend Selling to Win,
and of course Richard Denny to anyone in the business
world. It's an eye opener.”

Brian MacLaurin, founder and CEO of MacLaurin
Communications Ltd/MacLaurin Group Ltd,
Chairman of MacLaurin Media Ltd since 2003. Using
their unrivalled knowledge of the media his company
develop strategies and deliver award winning media
campaigns for their clients

“I met Richard nearly 20 years ago when | worked in
marketing and advertising, just prior to being made
redundant (and founding King of Shaves!). He was a
dynamic, impressive individual — and made a mark on
me — | read and re-read his book then — the 1997 edition
of Selling to Win. Nothing starts in this world without a
sale — and he for sure helped me in transferring MY
enthusiasm for what | intended to do, too often — the
desired effect.”

Will King, created King of Shaves in 1993 in his
kitchen, it is now the second largest brand of
shaving software in the UK with a powerful retail
presence throughout the nation. His Book ‘The King
of Shaves Story’ — tells how he founded King of
Shaves in the teeth of the 90s recession, and
developed it into a global challenger brand in the wet
shave market



“Thank God for Richard Denny. I've lost count of how
many businesses and individuals his priceless advice
and knowledge have saved from the mortal dangers of
uncertain economies, uncertain customers and
ineffective selling techniques. | bought Selling to Win 20
years ago on one of my many maxed-out credit cards. It
stayed by my side through my evolution from massive
debt into owning a multimillion pound business. Richard
Denny is that rare combination — a sales genius with the
ability to translate his profound knowledge into simple
steps that you can follow to transform your sales. This
book contains the keys to unlocking the financial
freedom you deserve. Buy it. Read it. Use it.”

Chris Cardell is a trusted adviser to business owners
across the world on marketing, internet marketing
and entrepreneurial success. For two decades, he
has shown business owners, managers and the self-
employed how to win more customers and increase
their profits using advanced marketing, advertising
and internet strategies

For further information on Richard Denny, please contact:
The Richard Denny Group

1, Cotswold Link

Cotswold Business Village
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