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For acknowledgement, I really need to thank Geoffrey James (who Iõve never 

met by the way). I was inspired to write this book when reading his blog and 

I borrowed a considerable amount of ideas from his B2B Sales Blog. If you 

are involved at all in sales, you really should read his blog regularly: 

 http://blogs.bnet.com/salesmachine/  

 

Is this just another book on sales? 

 

 Wellê, yes (and no ). 

 

With the recent and rapid innovations in technology and social ne tworking, 

the process of selling has advanced dramatically. Much of the available lite-

rature on sales is very outdated. Still, some of the traditional knowledge is 

still valid. Knowing the difference seems to be a significant key to success. 

Iõm a former community college professor, an engineer, a writer, trainer, 

instructor, speaker and an amateur behavioral scientist. Iõve spent a good 

deal of my life studyi ng behavior, motivation and productivity.  

With this book  and the psychology of marketing, I have basically taken a 

behavioral based approach to sales, behavior modification, persuasion and 

influence of the self and others, using time-tested, practical techniques.  

FEAR and REJECTION 

I started out creating a small personal reference. The more I worked on it, 

the more I realized others may want it too . It is my attempt to create one 

small book with an emphasis on handling fear and rejection  (just the 

thought of cold calling really frightened me and being a former rugby and 

semi-pro football player, very little scares me), to carry in your pocket, brief 

case or whatever and have it handy for a reference and motivational tool.  

Larry Grimes, Author 

 

ññññññññññññññññññññññññññññññ 



 

  

4 

 

  

 

 

 

 

 

 

[Intentionally Blank] 



 

  

5 

 

  

 

 

 

ññññññññññññññññññññññññññññññ 

 

IN AN EMERGENCY? 

Read this first, any time  you:   page  

Canȭt make a sale!     123 

Are immobilized by fear or rejection. 126 

Are anxious or canȭt relax.   135 

#ÁÎȭÔ ÓÔÏÐ ÎÅÇÁÔÉÖÅ ÔÈÉÎËÉÎÇ.  144 

Canȭt get motivated.    149 

#ÁÎȭÔ make a cold call.    164 

#ÁÎȭÔ ÈÁÎÄÌÅ ÏÂÊÅÃÔÉÏÎÓ.   176 

Canȭt close a sale.     190 

ññññññññññññññññññññññññññññññ



 

  

6 

 

  

 

 

 

 

 

 

 

[Intentionally Blank] 



 

  

7 

 

  

ññññññññññññññññññññññññññññññ 

TABLE of CONTENTS 

Chapter 1 Everyone is a Salesperson  ........................................................... 9 

Chapter 2 The Real Secret................................................................................ 17 

Chapter 3 You, the Salesperson  .................................................................... 29 

Chapter 4 Customers  .......................................................................................... 52 

Chapter 5 Relationships  .................................................................................... 82 

Chapter 6 Presentations  ................................................................................... 97 

Chapter 7 Negotiations  .................................................................................. 106 

Chapter 8 Follow Through  ............................................................................ 113 

Appendix A How to Change Your Own Behavior..................... 117 

Appendix B How to Overcome a Sales Slump ......................... 123 

Appendix C How to Overcome Fear and Rejection ................. 126 

Appendix D How to Overcome Anxiety ................................... 135 

Appendix E How to Overcome Negative Thinking .................. 144 

Appendix F How to Get Motivated .......................................... 149 

Appendix G How to Cold Call ................................................... 164 

Appendix H How to Overcome Objections .............................. 176 

Appendix I How to Close a Sale ................................................ 190 

Bibliography  ....................................................................................................... 199 



 

  

8 

 

  

 

 

 

 

 

 

[Intentionally Blank] 

 



 

  

9 

 

  

ññññññññññññññññññññññññññññññ 

Chapter 1 

Everyone is a Salesperson  

(just some are better than others) 

 "Don't bother to buckle up you may not want to survive this.ó 

  John Lithgow, in the 1994 American movie, "Cliffhanger" 

EDITORõS NOTE: From this point forward in the book, the term 

òproductó refers to any combination of products, 

services, offerings, ideas, concepts or anything 

else you may be selling (or trying to sell). 

Everyone is a salesperson, selling themselves, their ideas and deci-

sions ð Learn to sell as if your life depends on it (because it does). 

There is no life skill more valuable and more important than learning 

how to sell, yet people have negative attitudes about salespeople. 

You're selling any time you're trying to persuade, convince or talk 

someone into doing something you want.  You are basically: 

TRYING TO GET SOMEONE TO BUY SOMETHING. 

It's just that some are better and more experienced than ot hers. 

Whatõs the difference between the skill levels of salespeople? 

The novice òproduct-orientedó salesperson says: 

 "We have the finest acne cream on the market today." 

The average òsolution-orientedó salesperson says: 

 "Your face will glow when you use our acne cream." 
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The true professional òresults-orientedó salesperson says: 

 "Imagine how fantastic youõre going to feel at your prom with 

everyone watching you get out of that limousine with a 

completely clear complexion." 

It is paramount to your success in sales that you understand what 

really motivates you to sell and what drives people to buy.  

Everything has to be sold. People are constantly selling or buying 

something, all of the time. When you're buying anything, you are 

selling your side of the transaction to get the best deal you can.  

Anytime you are trying to:  

* Acquire anything.  

* Negotiate for something .  

* Convince someone of something . 

 You are selling! 

If you are trying to get the best of any situation involving yourself 

and at least one more person, you are selling. 

You are selling: 

 o When interviewing, you're selling yourself. 

 o When trying to get your kids to do their homework, you're 

selling the benefits of education.  

 o When fighting a traffic ticket in court, you're selling the fact 

that you're really a safe driver. 

 o When asking someone for a date, you're selling the benefits 

of your companionship . 
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 o When getting a loan, you're selling the  ability to pay. 

 o When making a decision, you're selling the idea to yourself. 

Even when you're buying something, you are selling back at the per-

son selling to you. You're trying to get the best deal, which is why 

some end up spending less than others for the same automobile. 

 òEvery actor is somewhat mad, or else he'd be a plumber or a 

bookkeeper or a salesman.ó 

  Bela Lugosi, early 20th century American film actor 

"SNAKE OIL"  and USED CARS 

 A lot of people feel that sales is the greatest occupation in the 

world. To them, it's unbelievably exciting, satisfying, fun and can pay 

you handsomely without ha ving to give up all that much of your 

own personal freedom and time, especially compared to other o c-

cupations that even come close to paying so well. 

On the QVC Cable TV channel, Ron Popeil sold over a MILLION 

DOLLARS worth of chicken rotisseries at $127 a piece, in one hour! 

He could to grab the willing attention of thousands of TV viewers, 

overcome their objections to buying something most people would 

question whether they really needed and get them to part with a 

substantial amount of cash for it, all  in a very short time. 

One of the richest men in the world, Ross Perot, became a Billio-

naire, creating EDS (Electronic Data Systems) from the money he 

made as a salesman for IBM. Some salespeople make more than 

most of the executives at some of the more sales-oriented comp a-

nies. There is a lot of money to be made in sales. Without sales, 

most companies couldnõt even exist and some donõt even know it. 
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 òThe salesman knows nothing of what he is selling save that he is 

charging a great deal too much for it.ó 

  Oscar Wilde, 19th century British author 

On the other hand, there was a post in one of the Internet blogs 

about a woman making $40,000 A MONTH and absolutely hated her 

sales job. The only reason she remained was the money. 

WHAT? Why doesn't everyone feel this way? Why do most people 

feel sales is probably the most terrifying, demeaning task and prob-

ably the greatest source of rejection than any other occupation? 

 o You have to make cold calls. 

 o You get hung up on. 

 o You get doors slammed in your face. 

 o You have to get attention from people who don't want to 

give it to you.  

 o If you're lucky enough to get their attention, you have to 

keep it for much longer than they  want to give it to you.  

 òIf a man smiles all the time he's probably selling something that 

doesn't work.ó 

  George Carlin, American comedian, journalist 

Why in "heck" would you want to be considered by a large portion 

of the population to be a òHucksteró, someone involved in the pur-

veying of Snake Oil and Used Cars? 

There are a LOT of people who neither like, nor respect salespeople 

and especially ones working for their own company, such as MLM. 
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 òThere are worse things in life than death. Have you ever spent an 

evening with an insurance salesman?ó 

  Woody Allen, American actor and author 

Selling IS difficult. The more the potential buyer: 

 o Is aware of many different sellers. 

 

o Is aware of many different similar products . 

 

o Is uncomfortable with the price . 

 

o Doesn't know who makes the product . 

 

o Doesn't know who the seller is. 

 

o Doesn't know what the product is . 

 o Doesn't know what the product does . 

 o Doesn't know who manufactures the product . 

 The harder it is to sell. 

But, some people like Snake Oil and want to buy some. Millions of 

people want and need to buy used cars. They need someone they 

can trust to buy from.  

 It's your job as a salesperson to find these people and make 

them comfortable about their purchases, hopefully from you.  

If you keep everyone involved completely informed at every step in 

the sales process, it will go a long way to counter the misconcep-

tions of the Snake Oil salesman. 
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RISK 

 "First you jump off the cliff and build wings on the way down." 

  Ray Bradbury, American science fiction author 

ALL selling (and actually just about everything worthwhile in life) in-

volves risk. If you donõt assume any risk, you wonõt get anywhere 

(anywhere worthwhile, anyway). 

WordNet defines òriskó as: 

 òêa source of danger; a possibility of incurring loss or misfortune 

êexpose to a chance of loss or damage êin the hope of a favora-

ble outcome.ó 

NEVER forget, risk goes both ways. Your prospect or customer is 

assuming what seems to them to be quite a lot  of risk dealing with 

you. Theyõre risking their time and if theyõre a business and they buy 

from you, they may be risking their career. 

The Key to Successful Selling  

Don't waste your time dealing with people who  won't buy what 

you're selling (but first, make sure they really arenõt viable). 

The primary keys of success as a salesperson: 

 o Value the SCARCE resources of time and money.  

  * You HAVE to respect BOTH your time and your poten-

tial customersõ. 

  * You HAVE to respect that your customer wants (and 

needs) to use their money in the most effective and eff i-

cient manner possible. 
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 o Discover as rapidly as possible whether the person you're 

contacting is truly a potential customer.   

  Is this person the one who makes the decision to buy? Or, is 

it their supervisor or their supervisorõs boss? 

 o Discover as quickly as possible if your customer can actually 

buy what you're selling. 

  DO NOT be rude, curt or short with someone when you find 

theyõre not an immediate customer. They still may buy in 

the future and/or they may have other people they would 

recommend to buy what youõre selling. ALWAYS thank them 

for their time . 

 òEveryone lives by selling something." 

  Robert Louis Stevenson, 19th century Scottish novelist 

There are plenty of potential customers. You just have to find them. 

The major problem is most customers have already been contacted 

by SEVERAL other salespeople, selling similar products to yours and 

already been rejected. 

Your job is to be BETTER and counter obstacles to closing the sale. 

The salespersonõs job is to get the customer's willing attention . Re-

spond to all objections in a timely and effective manner to get the 

buyer to part with their valuable resources of time and mo ney. 

The difference between low-income and high-income salespeople is 

the "willing attention " and "objection response". 

òThere is no such thing as a natural born salesperson. No woman 

in the delivery room looked at her newborn child and said, ̀We've 
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got a champion salesperson here!õ Everyone starts out with pret-

ty much the same abilities. Where you go from there depends on 

a lot of factors. However, what you become in life boils down to 

what skills you master along the way. 

òSelling has been called an art and a science. The title doesn't re-

ally matter. What matters is that selling skills are there to be 

learned. Like the skill of riding a bicycle, it just takes practice.ó 

òAnother aspect of this myth needs to be addressed. It is that in 

order to succeed in sales, you must have t̀he gift of gabõ. While 

it's true that you must not be afraid to talk with people, it's even 

more important that you learn to listen. The human body is 

amazing. We have been given two eyes, two ears and one mouth. 

They should be used in that proportion. Learn to listen and ob-

serve twice as much as you talk and you will succeed in sales.ó 

 Tom Hopkins, the dean of American sales trainers 

EDITORõS NOTE: We have deliberately not included very many 

examples, because we want to stress the neces-

sity for you be as unique and creative as possi-

ble and not do the same things in the same way 

as other salespeople. 
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Chapter 2 

The Real Secret 

(suckers, no more) 

 òKnow where to find the information and how to use it - That's 

the secret of successó 

  Albert Einstein, 20th century German-born physicist 

P.T. Barnum, the 19
th

 century American showman and circus owner 

once said, òThereõs a sucker born every minuteó. In the past, way too 

many so-called salespeople took this approach to their sales pitch. 

This created a very negative stereotype, still generally accepted by 

most people today.  

With the current accelerated advances in technology and extended 

social networking, this approach has little success in todayõs world of 

business. Customers are very savvy today. With the Internet, they 

can find just about anything they want to know (even if itõs not true) 

within seconds and easily find a reason NOT to buy from you, let 

alone even talk to you. 

 òNo hawk swooping down upon his prey, no stag improvising new 

detours by which to trick the huntsman, no dog scenting game 

from afar is comparable in speed to the celebrity of a salesman 

when he gets wind a deal, to his skill in tripping up or forestalling 

a rival, and to the art with which he sniffs out and discovers a 

possible sale.ó 

  Honore de Balzac, 19th century French novelist 
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If you are still using these types of techniques or your management 

is forcing them on you, your  future in sales is very bleak. 

Todayõs customers may need to and be willing to pay for something 

to achieve a result, but they hate being "sold" to. Millions of people 

automatically assume (until proven otherwise) a salesperson will be 

pushy and arrogant. There are millions of salespeople in this world 

who think selling is something that you "do to" a customer, not 

something that you "do for" a customer. 

In todayõs climate, you HAVE to: 

 o Have your customer feel they can TRUST you. 

 o Leave your customer feeling HAPPY AND SATISFIED. 

 o Have your customer GLAD to have dealt with you . 

 o Be REMEMBERED by your customer in a positive way. 

THE FUNDAMENTALS 

 "To make an apple pie from scratch ...first invent the universe" 

  Carl Sagan, American astronomer, author of, "Cosmos" 

This is the beginning, the fundamentals of sales, persuasion and ne-

gotiation. And, anyone's sales abilities are solidly based on the 

foundation, the base, the bedrock of the basics and fundamentals. 

When you can't: 

 * Make a sale.  

 * Are afraid of a sale.  

 * Feel rejected by someone. 
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Itõs because your sales ability is faulty and this ALWAYS is a problem 

with the fundamentals of selling.  

The legendary American NFL Hall of Fame football coach Vince 

Lombardi (of the Green Bay Packers dynasty in the 1960's, winning 

the first two Super Bowls), after embarrassingly losing a game the 

team should have easily won, lectured the entire team, both veter-

ans and rookies alike on the "Basics of Football". 

 He actually held up a football and said, "This is a football". 

 Side Note: Wide receiver and punter, Max McGee jokingly 

spoke up and said, "Coach, youõre going to have to 

slow down. You're going too fast for usó. 

 He continued to talk about the ball's size and shape, how it can 

be kicked, carried and passed. He took the team on the field and 

said, "This is a football field". He walked them around, describing 

the dimensions, the shape, the rules of the game and how the 

game is played. By explaining EVERY fundamental, he was sure 

not to leave anything out.  

Vince Lombardi was a remarkably successful coach. He continually 

taught and coached the basics, firmly establishing a secure founda-

tion before continuing on to more advanced and complicated stra t-

egies. He made sure the team had completely mastered a concept 

or play, before moving on. When there were problems, he started 

over at the very beginning with the most fundamental concepts.  

He learned how important this was and how successful it was, when 

teaching Latin, Chemistry and Physics to high school students. He 

found when teaching these extremely difficult, esoteric subjects, if 

he started from the beginning, repeated each individual concept 
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until the student understood, he could help almost anyone stru g-

gling with  the subject become successful. 

If a student was faltering at any point, he discovered the student 

hadn't mastered an earlier concept. Applying the same techniques 

to seemingly not -so-difficult subjects (such as football) ensured the 

pupil was proficient.  

 "The difference between something good and something great is 

attention to detail."  

  Charles R. Swindoll, American clergyman, author 

Revisiting the basics and fundamentals forces you to pay more at-

tention to details. Over time and with repetitive use of tec hniques, 

the details will get lost. You tend to forget the real reason why 

you're doing something  and you just do it. Do it the way you've a l-

ways done it and the method you use, becomes predictable, boring 

and uninteresting, almost guaranteeing a lost sale. The simplest de-

tail is ALWAYS worth revisiting when things aren't going well.  

No matter how accomplished you are, never be afraid to start all 

over from the beginning.  Why is this important? If you had truly 

mastered the fundamentals in the beginning , you probably wouldn't 

be having problems now. 

 òSuccess is neither magical nor mysterious.  

Success is the natural consequence of consistently applying the 

basic fundamentals.ó 

  Jim Rohn, American success speaker and motivator 

Every time you start from the beginning, you're looking at the basics 

of selling, your techniques, policies and procedures through more 

educated eyes. If you're actually paying attention, you'll find things 
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you NEVER saw before. Errors and inaccuracies are discovered, new 

ideas and concepts are created and you begin a fresh, energized 

and enthusiastic start from the beginning, doi ng what you should 

have done in the first place. 

Fundamentals from Canadian motivator, Robin Sharma's Blog: 

 òWe forget the fundamentals.ó  

 

òFundamentals, like every one of us is meant to be great ñ in our 

own unique way.ó 

 òFundamentals, like that stranger walking down the street is just 

like you: he was someone's child. He hopes for some happiness. 

He once had dreams. He needs to be loved. Fundamentals, like no 

matter who you are and what you do, if you choose, you can 

make a positive difference at work and in life today.ó  

 òFundamentals like life are good. And we can find joy in the sim-

plest of things over these coming hours, if we have the good sense 

to focus on them.ó 

The American Heritage Dictionary defines òsalesó as: 

 "...to persuade (another) to recognize the worth or  

desirability of..." 

Persuasion is a form of social influence, guiding people toward the 

adoption of an idea, attitude, or action by rational and symbolic 

(though not always logical) means. It is strategy of problem-solving 

relying on "appeals" rather than strength. 
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Webster's Revised Unabridged Dictionary defines òpersuasionó as: 

 "...the act of influencing the mind by arguments or reasons of-

fered, or by anything that moves the mind or passions, or inclines 

the will to a determination". 

Persuasion is NOT manipulation, which is coercive, negative and a 

real barrier to future sales. Manipulation is taking persuasion to the 

extreme, where one person benefits at the cost of another. 

WordNet.com defines òmanipulationó as: 

 "...exerting shrewd or devious influence especially  

for one's own advantage" 

"Worth or desirability" is the VALUE in your product. THIS is what 

you're selling, NOT the product itself. You're selling VALUE. Your job 

is to convince someone they are receiving GENUINE VALUE for the 

exchange of their precious resources. 

Wendy Weiss, in her very popular sales book, "Cold Calling for 

Women: Opening Doors & Closing Sales": 

 "...to succeed in sales you MUST believe in the 'WORTH OR 

DESIRABILITY' of your product or service. Before you can ever 

convince someone else to buy, you must first 'BUY INTO' the 

worth or desirability of that product or service is the cornerstone 

of making introductory calls and indeed of the entire sales 

process. If you donõt have this deep belief in your product or ser-

vice, get another product to sell." 

After studying what the "Masters of the Universe" (of sales anyway), 

Earl Nightingale, Og Mandino and Zig Ziglar, this is how they basi-

cally (and collectively) describe as the elements of a sale: 
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 o Know your product, company and market (inside - out). 

 o Find a potential customer and establish a relationship. 

 o Get to know your customer (inside - out), establish rapport 

and discover their needs. 

 o Convince them what you're offering meets (or better, ex-

ceeds) their needs. 

  * Adapt your sales approach to customer needs . 

* Make your sales presentation memorable .  

* Sell a solution, not a product.  

* Avoid canned sales pitches. 

 o Handle ALL their objections. 

 o Get their money (get the business, close the sale). 

 o Follow up. 

 o Get referrals from established, trusting customers. 

The main problem with the older app roaches is some people have 

taken these steps as gospel. Theyõve sealed this list of procedures in 

stone and sell by checking off each item in order. Some organiza-

tions even require their people to strictly follow a list like this.  

If you do this, you are violating a fundamental concept of selling 

today. The customerõs wants and needs are left out of the process. 

They most likely DONõT want to follow y our list. They probably have 

their own list. Salespeople who arenõt flexible enough to adjust to 

the customerõs desires, needs or requirements of their own organ i-

zation to buy will lose out to a competitor who does.  
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In September 2007, Geoffrey James in his sales blog spells out his 

five steps to the selling process: 

 1. Adapt your sales approach to customer needs. 

 2. Make your sales presentation memorable. 

 3. Sell a solution, not a product. 

 4. Avoid canned sales pitches. 

 5. Close the deal when the moment is right.  

A year later in September 2008, he revised the steps: 

 1. Discover where your customer is today. 

 2. Discover where your customer wants to be. 

 3. Position your solution as the best vehicle to get from the 

current situation to the desired one.  

 4. Repeat steps 1 through 3 with multiple, increasingly impor-

tant, contacts. 

 5. Close the deal. 

Brian Dietmeyer, American CEO of e-ThinkINC.com and negotiation 

trainer breaks down the selling process in three general steps: 

 * Prepare. 

 * Present. 

 * Negotiate. 

ALL of these sets of steps are valid as long as youõre flexible and al-

ways consider the customer. Create your own list based your skills, 

your company, your industry and your product.  
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THE REAL SECRET: 

 Just do ALL the above DIFFERENTLY than everyone else. 

Highly successful poker players instinctively play the same hand dif-

ferently every game. They always try to play in a way other players 

can't predict, so their opp onents are caught guessing and unsure 

how to play their hands. They keep their opponents òoffó their game. 

Ironically, good poker players often play a hand in the obvious way, 

because their opponent is expecting something else. If you can pre-

dict what the other player is going to do, it's easy for you to know 

whether, "to hold 'em or fold 'em". 

To be really successful at selling, you ABSOLUTELY have to do every-

thing more uniquely, cleverly and intelligently than most of the oth-

er salespeople. You want to keep the customer òoffó their game of 

trying to catch you in the process of selling. Todayõs savvy customer 

seems to be looking for a reason to find another salesperson, 

another product, a way to get you off of their phone.  

If the prospect can't predict your behavior, you've got  a much better 

chance of getting/keeping  their attent ion. If what you say is unique, 

interesting and memorable, theyõll listen to you much more than 

someone else using "traditional"  selling techniques, especially if the 

salesperson seems to be working from a list. 

SALES SKILLS 

What's the difference between novice, average and truly profession-

al salespeople? 

Unknowledgeable salespeople attempt  to sell products. Product 

Marketing is the activity centered on products: defining them, pos i-

tioning them, comparing them, etc. 
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Average, competitive salespeople sell solutions, not products. 

Most sales professionals spend an extraordinary amount of time 

translating product feature/function information into something the 

customer will value, turning the "product" into more of a "solution" . 

But, the customer doesn't want a product or a solution. Customers 

actually (whether they're aware of it, or not) need you to be respon-

sible for results and have no real interest in your products, even if 

repackaged as "solutions." The customer wants results. They want 

the salesperson to manage those results. 

REAL sales professionals sell: 

RESULTS 

NOT products and NOT solutions. 

The novice product-oriented salesperson says: 

 "We have the finest acne cream on the market today." 

The average solution-oriented salesperson says: 

 "Your face will glow when you use our acne cream." 

The true professional results-oriented salesperson says: 

"Imagine how fantastic youõre going to feel at your prom with 

everyone watching you get out of that limousine with a 

completely clear complexion." 

Notice how much creativity and information the results -oriented 

salesperson required for their response. The product wasn't even 

mentioned . They had to do a lot of homework, but closed the sale.  
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The results-oriented person paints an emotional, vivid and memora-

ble picture, making the decision to buy very easy. 

How the Internet Changed Sales & Marketing  

The Internet has changed the business world in a way no one ex-

pected, changing òproduct sellingó into òconsultative sellingó. 

WikiPedia describes òconsultative sellingó as: 

 òConsultative selling emphasizes customer needs and meeting 

those needs by combining products and/or services to create solu-

tions. A consultative salesperson provides detailed instruction or 

advice on a solution that best meets their needs.ó 

It's created tremendous new opportunities for salespeople who u n-

derstand it. 

Back in the 1990s (the original Dot.Com period), it seemed like al-

most everyone assumed the Internet was going to remove the 

"middleman", the salesperson. 

The salesperson has actually become more essential than ever be-

fore. Customers soon found even though they could do their own 

research on the web, the research eventually involved an expert in 

selecting the proper product . 

With complicated products and services, few customers want to take 

the time and energy to learn the details of every product and service 

they need to run their business. Companies want to outsource eve-

rything they can and focus on their core specialty. 

Selling isn't selling any more. It's an outsourcing service. Rather than 

being an information provider/order taker, the salesperson must 

now be capable of managing segments of the customer's business 
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the customer prefers not to manage directly. The customer needs 

the salesperson to become more like a contract employee paid with 

a commission as the result of the outsourcing. 

To be successful in sales today, you need to become THE EXPERT in 

THAT particular segment of your customers' businesses. 

Selling Before the Internet:  

 1. Customers know the product  they want. 

 2. Prove your offerings are superior to the others. 

 3. Build a trusting relationship with the  customer. 

 4. Close sale. Write order. Follow up. Ask for more business. 

Selling After the Internet:  

 1. Customers are too busy to know what's needed. 

 2. Build relationship so customer trusts you to deliver. 

 3. Remove confusion from conflicting inform ation. 

 4. Take ownership of customer's needs. 

There is GOOD NEWS and BAD NEWS! 

The BAD NEWS is there may seem to be too many people selling 

too many things to too few people.  

The GOOD NEWS is (you can ask practically any previous customer), 

most salespeople donõt seem to have a clue to this, "SECRET". 

ññññññññññññññññññññññññññññññ
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Chapter 3 

You, the Salesperson 

(Willie Loman never made a lot of money) 

 "Who are you really? And what were you before? And what did 

you do? And what did you think?" 

  Humphrey Bogart, 20th century American actor 

The greatest obstacle you will ever face as a salesperson (or any oc-

cupation) is negative thinking. The most successful people in the 

world have to battle with it continually.  The best positive thinkers 

often find themselves falling back into thinking the opposite  of their 

normal thought. You must maintain a continual vigil to ensure you 

operate at peak performance, effectiveness and efficiency. 

You must assume responsibility for your own thoughts and question 

your values, because thatõs where all your thinking (and reacting) 

originates. But, you first have to be sure you are receiving exactly 

what is presented to you, otherwise everything is moot. 

PERCEPTION 

If your perception is faulty, your reasoning and overall thought 

processes will return faulty results (ògarbage in ñ garbage outó). This 

leads to inappropriate reactions, incorrect responses and embarrass-

ing behavior. To perceive and think properly is a MUST for a good 

sales acumen (as well as almost everything else in life). If you canõt 

see whatõs really in front of you or hear whatõs really said to you, you 

are beginning with  a very strong disadvantage. 
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To anyone else, you will appear incompetent and/ or ignorant  if you 

have to continually qualify what you t hink others are saying or 

doing, or worse if you act on an incorrect assumption. How many 

times have you seen people waste precious resources on a project 

and get it wrong because they didnõt understand it in the first place? 

Patterns in the Chaos  

If you understand how the mind works, it can go a long way to i n-

terpreting reality accurately. To begin with, everyoneõs perception is 

faulty. The conscious mind can only assimilate a limited amount of 

information, so it uses filtering mechanisms to choose what stimuli 

or input to process and what to ignore.  

The subconscious mind is constantly searching for familiar patterns, 

primarily patterns that may indicate possible danger. This primitive 

quality of the autonomic nervous system is left over after millions of 

years of evolution. Your subconscious mindõs primary responsibility 

is to ensure the survival of the species. Faces, sounds and places can 

come close enough to previously recognized patterns that the sub-

conscious pays extra attention to them. This explains the òDéjà Vuó 

phenomenon, just as if we really had experienced this before. 

When our subconscious mind reacts without conscious awareness, 

we're not apprehending and unde rstanding the difference between 

our "inner" and "outer" worlds (fantasy and reality). The subcons-

cious mind doesnõt know the difference between our imagination 

and reality. Our subconscious makes very quick, grand assumptions 

and generalizations for us. These unthinking generalizations help 

create our prejudices. 

The subconscious mind has to make sense of everything, even the 

nonsensical. It's genetically-programmed. The primitive subcons-

cious mind isn't aware that our survival isn't in danger. It doesn't 
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realize when we have time for our conscious mind to figure things 

out, it just reacts. We unfortunately tend to be lazy and too o ften 

assume our first thoughts about an event are correct. 

Since itõs the subconscious mind that recognizes this òpatternó, the 

effect on the psyche is very strong. This is why some people still in-

sist they are completely right; despite overwhelming evidence that 

theyõre wrong. All this occurs with very little conscious awareness. 

Havenõt you ever been in a situation where you canõt explain being 

uncomfortable with a person youõve never met before or a place 

youõve never been before? 

The only way to combat this unconscious, primeval urge to be right 

is to ALWAYS ASSUME YOU MAY BE WRONG, despite common 

sense or any other evidence that you may be sure youõre correct. 

Until 1940, for Newtonian physics to be universal, the speed of light 

had to be variable. Back then, astronomers observing a full solar 

eclipse noticed a phenomenon that completely changed our co m-

mon sense notions of time and space. Until that time, most every-

one, including the most prominent scientists, thought time and di s-

tance were constant and the speed of light, like the speed of every-

thing else in the universe, was variable. 

The astronomers detected the gravitational force of the earth  was 

bending, altering the path  of the solar rays of light around the 

moon: proof the speed of light was not a variable, but a constant  

value. 

In 1905 an unknown author, unrecognized as a scientist, published a 

three-page paper in an obscure scientific journal, without any proof 

or authority, proposing the speed of light to be constant. On that 

day in 1940, Albert Einstein became an instant celebrity. His theory 

of relativity, E=mc
2
, proved that properties (size, weight, density, 
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speed) of everything in the physical universe existed only in relation 

to everything else. We perceive the universe AS WE SEE IT, NOT AS 

IT REALLY IS. What we observe, is not true reality. 

A man with a poor formal education and a background in math e-

matics severely lacking in credibility, daydreamed almost constantly 

about the speed of light. His imagination and visualizations changed 

everything we knew about physical science. 

He was right and practically EVERYONE else was WRONG. 

If you approach every situation with  the mindset that YOU could 

possibly be wrong, you open your mind to more possibilities.  

People can keep different thoughts or concepts in their mind se e-

mingly simultaneously, but this is only an illusion. Your mind thinks 

so rapidly, switching between different thoughts that it appears to 

be thinking them all at the same time. Most people can have three 

at a time. Extremely intelligent people can have up to seven. But, 

your mind can actually only think of ONE thing at a time.  

An optical illusion: 

This is a famous perceptual illusion from 

the 1800s where the brain switches be-

tween seeing a young girl and an old 

woman (or "wife" and "mother in law" ). 

One is a young woman from the back, 

looking over her left shoulder . The other 

is a profile of an old woman wi th a large 

head, nose and chin, looking down to the  bottom left corner. If 

youõre having trouble, the eye of the old woman is the ear of the 
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young one. The necklace of the young woman is the mouth of the 

old one. 

Can you see both? Yes, but you can only see ONE AT A TIME. You 

can only think of one thing at a time.  If you think you see both, 

youõre actually only switching back and forth very rapidly. 

When you know you are completely right, that is the only thing you 

can think of. It blocks out other thoughts and possibilities. To oth-

ers, you may seem to be arrogant and/or obnoxious if they think 

differently than you. The last thing you need is to have a customer 

think these things about you.  

We don't have to be victims of our primitive intelligence, we can 

think and reason. We can avoid being trapped into reactive, illogical, 

subconscious thinking, by reasoning and using our rational, intellec-

tual common sense. 

When dealing with others, remember this: 

 o You may be wrong.  

  Assume the other person is possibly correct and both of you 

can create a mutual consensus with a proper conversation. 

  But, you do have to overcome the obstacle of having the 

customer insist that they are right. You have to give them 

overwhelming evidence, authority and substantiation of 

your side of any disagreement. 

 o You may not know enough.  

  Assume the other person knows more than you. 

  Ask quality questions to assess the situation. 
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 o You may not have enough experience.  

  Assume the other person has more experience than you. 

With these attitudes, you are in a much better position to unde r-

stand the other personõs perspective. With enough knowledge of 

both sides, you can tremendously increase your negotiating ability.  

NEGATIVE THOUGHT 

Negative thinking can put you into a downward cycle o f failure. 

Value Circle of Feedback: 

If you don't have solid , positive core values and you are experienc-

ing poor results (such as rejection), it reinforces your negative beliefs 

(òIõm not a good salespersonó), manifesting in your att itude (òWhy 

even try?ó ñ Youõre just going through the motions), creating an 

emotion (fear of failure), affecting your performance  (losing the sale), 
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adversely contribut ing to more negative (and even worse) results. All 

of this reinforces your shaky foundation of negative values. 

It's a downward cycle. The easiest way to get out of a downward 

cycle and back to an upward cycle is to change your beliefs about 

your negative thoug hts, if your core values are solid. 

 "Never underestimate your power to change yourself." 

 H. Jackson Brown, Jr., American author 

If those beliefs are strong enough, they'll change your attitude and 

emotions, improving your performance and results, reinforcing your 

core value system. 

Instead of clinging to a negative belief, such as: 

 "Rejection means I'm a horrible person". 

Consider this question: 

 òHow much MORE successful could I be if I REALLY BELIEVED the 

same beliefs about rejection that motivate and energize the most 

successful people in the world?ó 

This Value Cycle also maps positive values and becomes an upward 

cycle. It works in the opposite dire ction. 

If you have solid, positive core values and you're experiencing excel-

lent results, it reinforces your positive beliefs, manifesting in your 

attitude, creating an emotion (elation), affecting your performance, 

affirmatively creating even more positive results, another illustration 

of the value in positive thinking . 

 "If we are to go forward, we must go back and rediscover those 

precious values that all reality hinges on moral foundations..." 
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  Martin Luther King, Jr., American civil-rights leader 

VALUES 

Whatõs really impor tant to you? ñ What do you really value? 

"Personal leadership is the process of keeping your vision and 

values before you and aligning your life to be congruent with 

them." 

 Stephen Covey, American leadership consultant and writer 

"It's not hard to make decisions when you know what your values 

are." 

 Roy Disney, American Film Writer, Nephew of Walt Disney 

"...the great parts of the miseries of mankind are brought upon 

them by false estimates they have made of the value of things." 

 Benjamin Franklin, American politician, inventor, scientist 

What are your core values, not what you think you value, say you 

value, want to value, wish you could value? What is the true source 

of your real core values? The answer is your character. 

Character  

 òIt was character that got us out of bed, commitment that moved 

us into action and discipline that enabled us to follow through.ó 

  Zig Ziglar, American sales guru 

Without character, NO ONE, including you, can trust the value of 

your thoughts  and actions. Without honesty, they have no value. A 

person's character is evident by their actions. What they say they 
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think and what they say they do is totally immaterial. It's how they 

act on a continual basis that is infinitely more important.  

Former U.S. Congressman and University of Oklahoma quarterback, 

J. C. Watts once said, 

 "Character is what we do when no one is looking." 

There is one and only one, principle to judge character: 

 Don't do ANYTHING to ANYONE  

you wouldn't want them DOING TO YOU  

(or to anything you are responsible for). 

The American military academies have a motto to judge character: 

 "I will not LIE, CHEAT or STEAL, nor TOLERATE anyone who does." 

You canõt have one set of rules for yourself and another for others.  

If we are fully aware of anyone else violating our character principles 

and we tolerate it, is our character intact? The answer is: 

 Would we want someone doing this to us?  

This should be obvious, but to most people it isn't. The fully -

functioning character MUST exhibit ethical behavior at ALL TIMES. If 

we can't live in our "outer" world with honesty, our "inner" world is 

full of tu rmoil and confusion, with  what psychologists call, "cognitive 

dissonance". 

 òIt is the eternal struggle between these two principles: right and 

wrong. They are the two principles that have stood face to face 

from the beginning of time and will ever continue to struggle. It is 

the same spirit that says, `You work and toil and earn bread, and 

I'll eat it.õ" 
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  Abraham Lincoln, 16th President of the U.S. 

If you feel it is okay to break the rules sometimes, it becomes more 

and more difficult for you define, "sometimes". You begin to make 

LOUSY decisions. You can't predict or control your own behavior.  

 Character is easily evident by how we handle mistakes. We learn 

from our mistakes. As long as we alter our behavior from the 

mistake forward, we make fewer errors over time. Each time we 

don't do wrong as we would've done before, our character grows. 

Character is built with discipline. 

Discipline   

WordNet  defines òdisciplineó as: 

 òêthe trait of being well behaved. êtraining to improve strength 

or self-controló 

You build your character and reinforce the benefits of discipline by 

doing what you know is the correct thing to  do, but for some reason 

(laziness, discomfort, anxiety), you donõt want to do it. Paperwork, 

cold calls, follow-ups, all have to be done and you need the discip-

line to force yourself to do these things, especially when you really 

donõt want to do them. 

"You gain strength, courage, and confidence by every experience 

in which you really stop to look fear in the face. You are able to 

say to yourself, ̀ I have lived through this horror. I can take the 

next thing that comes along.õ ...You must do the thing you think 

you cannot do." 

 Eleanor Roosevelt, former American First Lady 
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As Tony Robbins says, if you donõt want to do something you really 

need to do right now:  

 You MUST do it!  

And, do it now! Youõll feel much better, because itõs done, youõve 

reinforced your discipline to make it easier to do in the future and 

youõve contributed tremendously to your character. 

Back to THE GOLDEN RULE 

You use your character and discipline to keep your values in check. 

It all comes down to the principle that is as old as mankind. It's "The 

Golden Rule" - found in the writings of Plato, Aristotle, Socrates, Se-

neca, as well as: 

 "Do not do unto others what you would not want others to do 

unto you!" 

  Confucius, Chinese thinker and social philosopher, author 

of, "Analects" (15:23), approx. 500 BC 

 "êdo unto others as you would have them do unto you..." 

  The Bible, book of Matthew (7:12) 

 "And what you hate, do not do to anyone." 

  Ancient Jewish book of Tobit (4:15)  

  [Included in Christian Aprocrypha as the book of Tobias] 

 "Do not do to others what you would not like done to yourselves." 

  2nd-Century documents, Didache and Apology of Aristides 
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 "Whatever I judge reasonable or unreasonable for another to do 

for me, that by the same judgment I declare reasonable or unrea-

sonable that I in the like case should do for him." 

  Samuel Clarke (1675-1729), major intuitionist, philosopher  

But we've heard this all our lives, why should it be different now? 

Authority figures from our past giving this advice didn't follow it 

themselves, so why should we? 

The reason to have integrity has nothing to do with anyone, but 

ourselves. We like ourselves. We can trust ourselves. We're the kind 

of person we would like and want to know. Think how it would feel, 

not having to say to yourself: 

 * òWhy did I do that?ó  

* óWhy did I say that?ó  

* óWhy didn't I do that right the first time?ó 

With integrity, you  just don't treat yourself badly. 

It's all so simple ñ just, don't do what you wouldn't want done.  

 òBecoming a successful professional at selling takes a little more 

effort than it took you to learn to live with the Golden Rule. In 

selling, rather than treating people as you would like to have 

them treat you, you want to treat people as they want to be 

treated. Every action, gesture and word should make them feel 

important. It should tell them that you are there to serve their 

needs. You're not the stereotypical salesperson who is only out to 

get their money. With an attitude of servitude, your business will 

grow exponentially." 

  Tom Hopkins, the dean of American sales trainers 
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In a society where you continually interact with others, if you donõt 

think what others value is important, your own values are virtually 

impotent and immaterial. They only have meaning to you. 

BELIEFS 

The American Heritage Dictionary defines a òbeliefó as: 

 "Mental acceptance of and conviction in the truth, actuality, or 

validity of something...ó 

 òSomething believed or accepted as true, especially a particular 

tenet or a body of tenets accepted by a group of persons." 

What is true for you in your world? That is your belief. Severe prob-

lems arise when a personõs beliefs do not agree with the beli efs of 

others. Some even have inner beliefs that conflict . Itõs difficult, if not  

impossible to transact with customers with incongruent b eliefs. 

Beliefs come directly from values. If you have problems with your 

beliefs, itõs because you have problems with your values. When 

thereõs a disagreement in beliefs, examine your values. If you canõt 

change your beliefs, itõs because you canõt change your values. You 

have to seek business elsewhere. 

 "The person we believe ourselves to be will always act in a man-

ner consistent with our self-image." 

  Brian Tracy, American sales trainer 

If you bypass your beliefs and values (òsell your souló), your personal 

and professional life, as well as your long term income, will suffer. Is 

it really worth the sacrifice of your long term lifeõs vision and pur-

pose for a short term gain? The internal struggle you create will 

eventually affect your mental and physical health, as well. 
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 òI can believe anything provided it is incredible.ó 

  Oscar Wilde, 18th century Irish playwright, novelist, poet 

Thereõs a ton of business available in pornography, but many people 

canõt get involved because of their beliefs, beliefs validated by their 

core values. Validation is directly related to values. 

False Beliefs Are False Limitations  

Our experiences lead us to believe things about ourselves. In our 

mind, it doesn't matter whether these beliefs are really true or not. If 

we accept them as true, they are true for us. False beliefs are just as 

valid as true ones. 

Abandon Mistaken Beliefs  

 "Nothing is easier than self-deceit. For what each man wishes, 

that he also believes to be true." 

  Demosthenes, ancient Greek statesman and orator 

It is not just the process of going from negative thinking to positive 

thinking. It is thinking properly by co rrectly interpreting reality.  

Both positive thinking and negative thinking are filtered through our 

belief system. Right thinking comes from being in touch with reality, 

being aware of what is really true in any situation. 

You MUST avoid negative anticipation. You can't ignore problems. It 

is important to face your challenges head on. If you face them with a 

clear and open mind, a mind free from negative anticipation, you 

have more energy and wisdom to handle problems. 
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Are you psychologically prepared to sell?  

Business trainer, Ron Willingham in his book, "Integrity Selling for the 

21st Century", says these core beliefs are required to be psychologi-

cal prepared to sell: 

 * "I am aware of my basic values about people and life."  

 * "I know the proper steps to selling."  

 * "I honestly believe I can take these steps."  

 * "I really am committed to taking these actions."  

 * "I really believe in the product I'm selling." 

If these core beliefs are incomplete, incongruent, unbalanced or in-

consistent, you'll be constantly waging an internal battle  with your-

self. You're conflicted and don't really know  why or if selling is really 

the right career for you . 

Did you ever wonder why sales organizations encouraging high 

pressure tactics have such high turnover rates? 

Anyone that deeply feels a difference between their personal values 

and the values of their company's or customerõs culture can become 

physically ill. Such internal conflicts lead to stress-related illnesses, 

alcoholism, drug abuse and depression (all are some form of escape). 

You're going to spend a third of your life at work. Why spend it 

doing something that makes you miserable? 

Beliefs that Cause Sales Failures 

Three very common beliefs that ALWAYS create failure in sales: 

 1. òMy self-worth is based on what others think of me.ó 
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  When convinced that people think badly of them, these 

people suffer from low self -esteem and lack of confidence. 

 2. òMy past failures affect and limit my future performances.ó 

  Some find failure so unpleasant they avoid it at all costs. 

They avoid any risk. There are NO sales without risk. 

 3. òMy life is controlled by the stars, fate or luck.ó 

  Some people believe their status in life and potential as a 

person is completely determined by luck, fate or divine  in-

tervention. 

  These people don't take personal responsibility for their 

actions. They tend to ignore anything that could show the 

folly of what they believe. No one wants to feel foolish, so 

they go out of their way defend their beliefs wholeheartedly.  

If you believe any of this, you cannot be successful in sales. 

 "...people's beliefs and convictions are in almost every case gotten 

at second-hand, and without examination, from authorities who 

have not themselves examined the questions at issue but have 

taken them at second-hand from other non-examiners, whose 

opinions about them were not worth a ..." 

  Mark Twain, American humorist, satirist and writer 

ATTITUDES 

 "The greatest discovery of my generation is that human beings 

can alter their lives by altering their attitudes of mind." 

  William James, American author, physician, psychologist 
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The American Heritage Dictionary defines òattitudeó as: 

 òA state of mind or a feeling; dispositionó 

Your attitude may be a state of mind, but you canõt judge your att i-

tude. Many people easily delude themselves into thinking or feeling 

they have a good attitude  or positive thinking. Others (in a much 

better position to evaluate), may have a totally different op inion. 

Attitude is a state of mind , but it is an outward manifestation  of your 

core values and beliefs. Faulty values can create a poor belief struc-

ture, creating a bad attitude. 

 "SUCCESS ñ it's a matter of having a positive attitude and apply-

ing motivational principles on a daily basis." 

  Jeff Keller, American attorney, motivational speaker 

Your attitude is only what others perceive it to be, no matter what 

you think it is. If you think your attitude is okay, and other people 

are acting otherwise, you are probably wrong. 

 "The basic thing is that everyone wants happiness, no one wants 

suffering. And happiness mainly comes from our own attitude, ra-

ther than from external factors. If your own mental attitude is cor-

rect, even if you remain in a hostile atmosphere, you feel happy." 

  The Dalai Lama, Tibetan spiritual and political leader 

If you are perceived as a person with a bad or poor attitude, hope-

fully youõll get enough feedback from others to give you motivation 

to change your values and beliefs. If your life is not what you want it 

to be and you seem to be blaming other people or outside events, 

you need to learn to control your em otions, so you can alter your 

value/belief system. 
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 "Attitude isn't the only thing, but it is one thing that can make a 

difference in your life." 

  John C. Maxwell, American author and leadership expert 

Where Did You Get Your Attitude?  

Have you ever heard someone say, "Attitude is everything"? This 

seems to be a favorite line of some motivational speakers. Accord-

ing to them, a great attitude is all you need to be successful. Unfor-

tunately, it's just simply not true.  

A motivational speaker may make you feel as if you have a better 

attitude, but the next day you're not sure why.  

 òSales are contingent upon the attitude of the salesman - not the 

attitude of the prospect.ó 

  W. Clement Stone, American author, motivator 

The promise that "Attitude is everything" is hollow. If believe that, it 

may actually hurt more than help you. If attitude WERE everything, 

then the only real thing between you and a gazillionaire is just the 

belief "you can do it". There IS another factor, TALENT. 

On the TV show, "American Idol", plenty of terrible singers loudly 

insist they really can sing. It's just their opinion and opini ons can 

obviously be wrong. Just because you want to do something, 

doesn't mean you can do it. No attitude can substitute for a lack of 

talent. Again, itõs so important in life to interpret reality accurately. 

 òI have a talent for convincing people to try something new. I am 

a good salesman. When I'm on form, I can sell anything.ó 

  Brian Eno, English musician, composer, producer 
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The BIG FIVE Attitude Obstacles: 

 * Discouragement. 

 * Change. 

 * Problems. 

 * Fear. 

 * Failure. 

Most people have to deal with at least one of those obstacles every 

day, if not every hour! 

 "Attitude is an inward feeling expressed by outward behavior." 

  John C. Maxwell, American author and leadership expert 

Some people mask their negative attitudes, but the cover-up 

doesn't last long and the real attitude ALWAYS manages to wiggle 

its way out into the light of day  for all to observe eventually. 

Your attitude colors every aspect, every corner of your life. It  is the 

mind's paintbrush. It can paint everything in bright, vibrant colors , 

creating a masterpiece or it can color everything dark and dreary. 

Attitude is: 

 * Your best friend or worst enemy. 

 * More honest than your words.  

 * What draws people to you or repels them from you.  

 * Librarian of your past. 

 * Speaker of the present. 

 * Prophet of your future.  

 

 "The little difference is attitude. The big difference is whether it is 

positive or negative." 

  W. Clement Stone, American author, motivator 
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There is NOT a single portion of your life not affected by your att i-

tude. Your future completely depends upon your attitude today. 

EMOTIONS 

 "When dealing with people, remember you are not dealing with 

creatures of logic, but creatures of emotion." 

 Dale Carnegie, renowned American author of,  

"How to Win Friends and Influence People" 

Managing your emotions is probably the greatest asset you can 

possess. To avoid emotional interference with situations requiring 

logical, concrete thought and decision making, emotions can se-

verely cloud perception and response time. 

Review Appendixes A through F. They deal with recognizing, han-

dling and controlling emotions.  

 òEmotion turning back on itself, and not leading on to thought or 

action is the element of madness.ó 

  John Sterling, 19th century British author 

PERFORMANCE 

òPractice as if you are the worst. Perform as if you are the best.ó 

  Anonymous sports coach 

You cannot perform in a manner inconsistent with the way you see 

yourself. If you have solid values and beliefs, study and rehearse 

with purpose and passion, you canõt help but deliver your best per-

formance and get the best results. 



 

  

49 

 

  

The secret, as with anything in life, is to make it look easy. If you 

practice enough, the performance becomes second nature and 

practically automatic. When this happens, it allows you to divert 

your attention and energy to paying attention to the customer.  

NEVER get so rehearsed that you become complacent, scripted and 

predictable. This is worse than not rehearsing at all. NEVER lose your 

interest, enthusiasm and energy to be the best. 

 òLet your performance do the thinking.ó 

  Horace Jackson Brown, American Olympic athlete 

RESULTS 

Results are the outcome of your endeavors, expenditure of your 

precious time and energy. Without measurable, positive, effective 

results, everything is a wasted effort. Are you just going  through the 

motions? Or, are you achieving results youõre proud of? 

 "There's a difference between interest and commitment.ó 

 òWhen you're interested in doing something, you do it only when 

circumstance permit.ó 

 òWhen you're committed to something, you accept no excuses, 

only results." 

  Art Turock, American corporate trainer, speaker 

Thereõs an old saying: òWith ham and eggs, the chicken is involved, 

but the pig is REALLY committed.ó You need to be committed.  

To continue to create more and gain continual  momentum, you ab-

solutely need to read, study, listen to something every day to im-

prove yourself, your abilities, your capabilities, your skills, your 
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knowledge and your professionalism. Always strive to become a 

better person and a better salesperson. 

Self -Education  

 òAll you need in this life is ignorance and confidence, and then 

success is sure.ó 

  Mark Twain, American humorist, satirist and writer 

ALL education is self-education. You are the only person in control 

of what you learn. You will only learn if you know how to learn.  

The big secret in Epistemology (the theory of knowledge) is one 

thing so few people seem to be aware of in the process of learning: 

 ALL LEARNING IS BY DISCOVERY. 

To retain, recall, analyze, synthesize and learn anything, you have to 

discover it for yourself. It canõt be told to you and you really canõt be 

taught anything. Thatõs why most sales training and motivation 

classes, seminars and sessions give you a warm, fuzzy feeling until a 

week later, when you start asking yourself, òWhat did I learn?ó 

If you don't discover for yourself what you're supposed to know, 

you'll never really learn it. If you don't get that fulfilling, self -

actualizing, "AHA!", "eureka!", "I've found it!" you're basically wasting 

your time. As an adult, self study is often the best way to learn. 

 "You see, it's never the environment; it's never the events of our 

lives, but the meaning we attach to the events ñ how we interp-

ret them ñ that shapes who we are today and who we'll become 

tomorrow." 

  Tony Robbins, American self-improvement guru  
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In sales, especially in technical sales, education is a continuing re-

sponsibility. You get behind at your peril. Everyone learns in their 

own way, at their own pace and for their own reasons. 

You need to discover for yourself, the best way for you to assimilate 

and retain necessary information and experience, then always repeat 

this method when trying to learn something new.  

It is your job to create an environment where your customer disco v-

ers and educates themselves the value of what youõre offering. 

 "We learn through experience and experiencing. No one teaches 

anyone anything. This is as true for the infant moving from kick-

ing to crawling to walking as it is for the scientist with his equa-

tions. If the environment permits it, anyone can learn whatever he 

chooses to learn; and if the individual permits it, the environment 

will teach him everything it has to teach.ó 

  Viola Spolin, American drama teacher and author 

If you don't completely understand it, go over it repeatedly. Each 

time, look at it from a different angle, perspe ctive, speed (slow down 

each time) and with a different motivation . Keep at it  until you get 

that wonderful, self-actualizing, "AHA" experience of "getting itó. 

 "In my conversations with hundreds of top salespeople over the 

years, I have found that they all have one thing in common. They 

have taken the time to sit down and create a clear blueprint for 

themselves and their future lives. Even if they started the process 

of goal setting and personal strategic planning with a little skep-

ticism, every one of them has become a true believer." 

 

  Brian Tracy, American sales guru and trainer 

 

ññññññññññññññññññññññññññññññ



 

  

52 

 

  

ññññññññññññññññññññññññññññññ 

Chapter 4 

Customers  

(all that is worth doing is what we do for others) 

òNever treat your audience as customers, always as partners.ó 

 James Stewart, American Actor and motion picture star 

It should be obvious, but without customers , sales are impossible. 

But, without qualified  and motivated  customers, the process can be 

very depressing and make sales very close to impossible. Itõs your 

job to qualify and motivate your prospects into buying customers.  

Believe it or not, some òtraditionaló salespeople still view the cus-

tomer as an obstacle to sales, someone to òcoerceó to buy as soon as 

possible so they can move on to the next one and keep their q uota. 

Even if a prospect doesnõt turn into a direct sale, almost everyone 

you establish a good rapport with can help expand your ne twork. 

 òFirst, treat every customer as if he is going to be a great source of 

word-of-mouth advertising for you. Remember that every person 

knows about 300 other people." 

 

  Brian Tracy, American sales guru and trainer 

Jeffrey Gitomer in his book, "The Sales Bibleó, describes how to turn 

a prospect into a customer with 39½ rules. Hereõs a sample: 

 o Have a positive attitude. 

 o Believe in yourself, your product and your company. 

 o Redefine rejection. They're rejecting your offer, not you. 



 

  

53 

 

  

 o Set and achieve goals. 

 o Understand the customer. 

 o Be prepared and be sincere. 

 o Anticipate and overcome objections. 

 o When you ask a closing question shut up and listen. 

 o Follow up. 

 o Don't blame anyone or anything, but yourself.  

 o Be persistent. Take "NO" as a challenge, NOT a rejection. 

 o Be passionate, memorable, creative, positive, professional. 

If you donõt put the customer first, ahead of you, ahead of your 

commission, ahead of your company, ahead of your product , you 

are creating your own obstacles and making sales difficult . 

If you donõt consider: 

o Who the customer is? 

o What the customer really wants? 

o What the customer really needs? 

o What keeps the customer awake at night? 

o How will their life will change after doing bus iness with you? 

You donõt have a clue about how to conduct business and sell in 

todayõs environment! 
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Customers: 

o Are VERY busy. 

o Attention span is VERY SHORT. 

o Will only connect if they feel valued by you.  

o With common interests, have a natural rapport.  

o Love to teach you things they know. 

o Buy emotionally and defend logically. 

Customers want to feel they're: 

*  Important.  

* Appreciated. 

* Understood. 

Customers also want: 

* You to truly listen. 

* To associate with others who can help. 

* Two basic things in life: success and happiness. 

Customers are: 

  * Drawn to those who show genuine interest. 

* Not particularly inte rested in you. 

 "If you donõt take care of your customer, your competitor will." 

  Bob Hooey, Canadian sales trainer and motivator 
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COMMUNICATION  

The American Heritage Dictionary defines òcommunicationó as: 

 "The exchange of thoughts, messages, or information..." 

Communication is basically the (hopefully accurate) transfer of in-

formation between two or more people.  Get that? òBETWEEN 

PEOPLEó ñ Remember, if youõre talking, youõre NOT listening. 

 "Ideal conversation must be an exchange of thought, and not, as 

many of those who worry most about their shortcomings believe, 

an eloquent exhibition of wit or oratory." 

  Emily Post, 20th century American author, "etiquette" expert 

The primary things to remember with c ommunication are: 

 o It NEVER matters what you think you said. 

  People often say things they didn't intend to say and don't 

recall actually saying it. 

  While speaking, if you are distracted or if you pay too much 

attention to what you've said in the past  or what you're 

going to say in the future, you will often NOT say what you 

think you're saying in the present. 

 o What REALLY matters is what they understand and retain. 

  People often hear things not actually said. 

  While listening, if you are distracted, if you pay too much 

attention to what you  may recall in the past or what you 

think you will hear in the future, you will often NOT hear 

what is said in the present. 
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The omission, replacement or transposition of just one or two words 

can dramatically alter the intent  of a communication. 

This "attention filtering"  applies to printed, graphical and textual in-

formation, as well. You can be distracted while writing and they can 

be distracted while reading. Just because you've read something, it 

doesn't necessarily mean you grasp what was actually intended. 

In the eyes of the reader, ANY spelling, diction and/or grammatical 

errors in printed communication , decreases its accuracy, validity, 

importance and professionalism (often dramatically). 

It is important to ALWAYS follow up any important communication 

with a question of clarification. ALWAYS make sure the other person 

is aware of EXACTLY what you meant to say. 

The Elements Of Communication  

The "7% - 38% - 55%" Rule: 

 You've probably seen this "rule" in a communication seminar or 

course somewhere. The original research is from Albert Mehra-

bian (Professor Emeritus of Psychology, UCLA) in 1971. 

Mehrabian determined the proportion of meaning in any message:  

 7%  is Choice of Words.  

38% is Tone of Voice.  

55% is Body language. 

Mehrabian reached conclusion with experiments dealing with com-

munications of feelings and attitudes (such as like and dislike). 

The main thing to remember is: 

 ONLY 7% Of Communication is in Words.  
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When interpreting the meaning of face -to-face communications, 

you really need to be aware of how aspects (other than the words), 

influence the delivery of the message. Basically, you MUST pay very 

careful attention to yours and the other person's attitude much 

more than the words both you both  use. 

When practicing any presentation, in addition to WHAT you're 

going to say, also rehearse HOW you're going to say it and HOW 

you will move when you're talking. Get feedback from 

friends/associates to determine the effectiveness of your delivery. 

Also remember, on the telephone, all this means: 

 "TONE OF VOICE" is MORE important than the words. 

Your voice tone is ALWAYS evident to your customer. If youõre not 

honestly positive and enthusiastic, your tone of voice reveals it. 

BODY LANGUAGE 

In any face-to-face interaction in sales, if you don't have at least a 

basic understanding of body language, your chances of success are 

significantly diminished before you even walk in the door.  

Body language is communication using body movements and/or 

gestures and facial expressions. This includes the most subtle 

movements many people are not aware of, including winking and 

slight movements in the eyebrows. 

People send and receive non-verbal signals. The idea of mirroring 

body language to put people at ease is commonly used in inter-

views. It can set the person being interviewed at ease. Mirroring the 

body language of someone else may indicate they understand the 

other person. 
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Body language signals may have a goal other than communication. 

 o One of the most basic and powerful body-language signals 

is when a person crosses their arms across the chest. This 

may indicate a person is putting up an unconscious barrier 

between themselves and others. 

  It can also indicate the person's arms are cold which would 

be clarified by rubbi ng the arms or huddling. When the 

overall situation is amicable, it can mean a person is think-

ing deeply about what is being discussed. In a serious or 

confrontational situation, it may mean a person is express-

ing opposition. This is especially true if the person is leaning 

away from the speaker. 

 o Constant eye contact may indicate a person is thinking posi-

tively about whatever the speaker is saying. 

  But, it can also mean the other person doesn't trust the 

speaker enough to "take their eyes off" of the speaker. Lack 

of eye contact may indicate negativity. 

  Be careful when trying to interpret lack of eye contact. 

People with personality problems or mild anxiety di sorders 

are often unable to make eye contact without discomfort. 

Eye contact is often a secondary misleading gesture be-

cause we're taught from an early age to make eye contact 

when speaking. 

 o Disbelief is often indicated by averted gaze, touching the 

ear or scratching the chin. When a person is not being con-

vinced with what someone is saying, attention will wander 

and the eyes will stare away for an extended period of time. 
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 o Boredom can be indicated with the head tilting to the side 

or the eyes looking straight at the speaker but being slightly 

unfocused. 

  But, a head tilt may also be a sore neck and unfocused eyes 

can indicate visual problems. 

 o Interest can be indicated through posture (leaning forward) 

or extended eye contact. 

 o Deceit or possibly withholding information can SOMETIMES 

be indicated when someone touches their face during con-

versation. 

Other researchers have determined the level of nonverbal commu-

nication can be as high as 80% of communication. More reasonably 

it could be at around 50 -65 percent. 

PERSONAL SPACE 

When involved with anyone in a close interaction, you need to be 

aware of the psychological phenomenon of personal space. 

If you are closer than armõs reach, you are in someoneõs personal 

space. But, it is also culturally defined. For instance, people from the 

Middle East and China tend to have a smaller personal space, but do  

not count on it. Just be aware they may seem to crowd you. 

 You should NEVER create a situation where a person believes 

their intimate space is or is about to be, invaded with another 

person or an object. 

 A person in this position will clam up and practically refuse to 

pay attention to anything. Even if their sense of security is res-

tored, they will remember who originally violated their security.  
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 If for any reason, you need to approach a person's intimate 

space when they wouldn't normally expect it (such as a hand-

shake), ALWAYS ask for permission first. 

When a person feels their space is compromised, to create at least 

the illusion of more space, they will often tense up, hold their arms 

close to their body (often crossed) and avoid eye contact. 

FINDING CUSTOMERS 

There are three ways of finding new customers: 

 1. Cold calling. 

  Go out and find new customers. 

 2. Networking.  

  If your current customers trust you, they will go out of their 

way to help you find other new customers. 

 3. Demand creation (most expensive and time-consuming). 

  Create conditions where customers come find you. 

  Advertise and use Public Relations, using testimonials. 

Cold Call ing  

Thereõs good news and bad news about cold calling. The bad news 

is you usually HAVE to do a lot of cold calling earlier in your sales 

career. The good news is once you have a good-sized customer 

base, the personal referrals you get from that network ensure you 

donõt have to cold call much, unless you encounter a sales slump. 

Review Appendix H ñ òHow to Make a Cold Calló 
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Networking or Referral  Selling  

 1. Ask people who trust you. 

  The most effective referrals always come from people who 

already know and trust you. 

  When you're bootstrapping a network, you're better off u s-

ing your personal contacts than your business contacts. 

 2. Ask at the right time.  

  Ask existing customers ONLY after you've established a rela-

tionship with good rapport and it's obvious they trust you.  

  The best time to ask a client for a referral is after you've 

proven you can deliver. You can ask earlier than that, but 

only if your sales skills and industry knowledge have created 

enormous credibil ity. 

 3. Ask at the natural time. 

  There is no point in the sales cycle that is always the right 

time to ask. When you're getting refe rrals, you're leveraging 

social connections, even when those connections are in a 

business context. 

  Ideally, each contact with a potential "referral source" has 

more the feeling of a meeting between friends (or potential 

friends) rather than a formal in teraction between the sales-

person and a potential customer. 

 4. Ask for an action, not just a contact name and number. 

  If all you get from the referral source is some contact infor-

mation, you're just setting yourself up for a cold call.  
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  While you can always say something like, "Joe told me to con-

tact you", these phrases are used so frequently they're mea-

ningless. 

  For all the contact knows, your customer might have given 

you their name just to get you off the phone! Rather than 

asking for a name, ask the referral source to call or email the 

contact and then get back to you to confirm the action has 

been taken. 

 5. Follow up regularly and religiously. 

  Contact the source of your referral within 24 hours of the 

conversation  and express gratitude. This is not only polite ; it 

allows you to gracefully remind your contact of the ir com-

mitment to make  the referral. Send a gift, if you want. 

  After you have contacted the person you were referred to, 

send another thank you/status report email to the referrer.  

  If the referral results in a sale, send another thank you. 

Demand Creation  

 1. Printed material. 

  Marketing tends to use too much printed material, too 

much jargon, too many buzzwords. Don't use it or rely on it 

unless you absolutely need to or are asked to provide it. A l-

though when  asked for a brochure, make sure this is not an 

immediate opportunity to handle an objection or keep the 

sale moving forward. A customer asking for printed material 

can terminate a  presentation. 

  Some feel marketing material should emphasize òbenefitsó. 
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  The problem with product "benefits" is they're always the 

same. Every automobile gets you where you're going. Why 

would you bother to  point it out?  

 2. Use testimonials in any printed material. 

  What works for demand creation is with TESTIMONIALS, real 

customer narratives with high emotional content. With 

something unique  about the product that either saves the 

customer from massive pain or creates massive pleasure, 

preferably both.  

  Dell Computer did some research into the effectiveness of 

their marketing and found the only real thing that drove 

buying behavior was a positive recommendation from a 

peer, a testimonial. 

 3. Advertising and Public Relations. 

  Ensure you use testimonials in all advertising and PR. 

GENERATING LEADS 

Anytime you generate leads, always qualify the prospects and get 

the best return for the expenditure of scare and precious resources. 

Make sure you spend your time and money with people that will 

either buy your offering or help you connect to others who  will. 

Cold Calls 

Review Appendix H ñ òHow to Make a Cold Calló 

When making cold calls, target your list.  Prepare, practice and ac-

cept rejection as just part of the process. Do not sell anything; just 

make appointments for meetings or a better time to call . Have fun! 
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Marketing Surveys  

A fantastic way to generate leads is to conduct your own marketing 

survey. People are more open and much more approachable if they 

know immediately youõre not trying to sell to them. 

People are naturally attracted to others who are truly interested in 

them, but not trying to manipulate or take advantage of them. As 

long as you maintain this environment, you can generate inform a-

tion, leads and references as long as youõre up front and straight 

forward. As soon as you blow this, you are history. 

Now remember, this applies much less as you go up the chain of 

command in a business, because the higher they are, the busier they 

are and they deal with unplanned distractions  much less. 

Donõt even start to think about selling. Thatõs not your purpose. You 

are generating information  and people are actually willing to give it 

to you. If youõre honest about it, you will establish rapport . 

 o Start with a question about a current event or topic related 

to your questions. 

  This gets the conversation to start flo wing. 

 o Keep it short. No more than 5 or 6  questions. 

  A short survey can be tolerated by even the busiest of 

people. It's also long enough for you to know if you're 

building any personal rapport. 

 o Create open-ended questions. 

  Include specifics to your product, but not just your offering . 

It will look like youõre selling. 
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 o Ask if you can give them the results later. 

  This gives you a golden opportunity to follow up and then 

start qualifying them as a potential prospect.  

Email 

Be VERY careful using email to generate leads, because it can back-

fire on you in ways you canõt imagine. Most people tend to just de-

lete emails from sources they donõt recognize. Others, especially 

tech-savvy users get so upset with what they call òspamó, they will 

go to great lengths to retaliate.  

You need to ensure your emails are solicited (the receiver knows who 

you are and expects your email). Most website hosting administr a-

tors have a passionate dislike for spam; they define as ANY unsoli-

cited e-mail. Draconian measures, such as removing a website (with 

or without warning) , is a very normal response to what they consider 

to be spamming. Terms of service agreements with Internet Service 

Providersõ contracts permit these actions. The emailing party often 

has no recourse. 

If youõre going to use email, make sure itõs to known pros-

pects/customers and personally addressed to them. Do not broad-

cast the same message to everyone. Software and websites are 

available to help automate the creation of end user -specific email 

campaigns. 

You can get email campaign support from: 

ConstantContact.com 

ExactTarget.com 

iContact.com 














































































































































































































































































