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Dedication

 

 

 

To the merchant in us all . . . each and every one.

 

From the five-year-old proprietor of a lemonade stand . . . to the GE sales maven pitching a 250-megawatt turbine dynamo.

 

From the English lit teacher bending a teenager’s ear on the charm of the written word . . . to the community volunteer fighting her heart out for a wetlands wildlife sanctuary.

 

Forget the Death of a Salesman and embrace the Life of the Salesperson!

 

Negotiating and persuading is what we do 24/7. The aspiration: to execute it expertly . . . and with an irresistible touch of class.




Praise for Harvey’s Six New York Times Bestselling Books:

Lou Holtz—“Harvey Mackay may be the most talented man I have met.”

Billy Graham—“Harvey’s business acumen shows through on every page . . . There’s so much warmth, wisdom, and wittiness in this book that it would be well for everyone to read every page.”

Ted Koppel—“Harvey Mackay takes you on an easy reader ride to success in the business world. He got his; now, in a burst of compassion, he’s drafted the guidelines so that you can get yours.”

Rabbi Harold Kushner—“Harvey Mackay has no equal when it comes to understanding what makes people tick.”

Gloria Steinem—“He is fast, smart, funny—and frighteningly right.”

Tom Peters—“Harvey Mackay joins Bob Townsend (Up the Organization ) as master of brief, biting, and brilliant business wit and wisdom.”

Donald Trump—“Harvey’s uncanny ability to get people to talk and reveal their darkest and brightest hours is unsurpassed.”

Stephen Covey—“A mother lode of timely, hard-earned, bite-size, street-smart golden nuggets . . . invaluable for job seekers, employed or unemployed.”

Mark Victor Hansen and Jack Canfield—“Enjoy Harvey’s cookbook for success—it gives the reader the best of his wisdom—truly, the best kind of chicken soup for anyone and everyone in business and in life.”

Ken Blanchard—“I love this book! Mackay strips away the veneer and hits us between the eyes with the naked truth about succeeding in the real world. Impossibly, he delivers more in his second book that in his record-shattering first.”

Larry King—“Harvey Mackay is the only person I’ll listen to while standing in shark-infested waters . . . real stories from the real world with real solutions.”

Norman Vincent Peale—“Harvey Mackay is one of the greatest writers of our time.”
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Author’s Note

Because I write anecdotally and use real-life situations in all my work, I feel that using gender-specific language lends authenticity to each chapter, and it’s easier on the eyes. Obviously, the message in each of these pieces is not aimed solely at a male or female reader. Have fun with what I’m offering here—and learn from the experience of both genders along the way.

I’ve structured this book to be inviting to read cover to cover. Chapters are short. Lessons are sprinkled in with stories.

The Mackay MBA beats a path up the ladder of excellence. Some of the hardest lessons are saved for last.

My readers have a special fondness for morals and aphorisms—some term it “refrigerator door” wisdom. I call these nuggets Fortune Cookies, because some of them really can make you a fortune if you put them to work.

Quickies are sprinkled liberally throughout. Some of them are stories. Some are short-form studies. All are diversions, many on the lighter side.

My vision for this book: An MBA to give you an analytic map for success. The Mackay MBA will prime you on the street-smart psychology you need to succeed, especially in the world of sales.

Snack on this book and dip into its lessons regularly and at random. That may be the best way to learn about business . . . and about life.

 

Harvey Mackay




Foreword

As I’ve done in a couple of my other books, I start by thanking you for buying this book. Now I want you to do me a favor: Don’t—DO NOT—read this book.

Rough it up!

Study it! Underline it!

Highlight it!

Plaster it with Post-its!

Don’t wait to put these ideas, concepts, tools and philosophies to work. They don’t pay off in wisdom. They pay off in results. These are the tested practices that have grounded my career for over a half century of selling and business leadership. This book won’t revolutionize what you know about salesmanship. It will revolutionize and actualize the salesperson within you.

Welcome to a world of selling as you have never known it . . . and, even more, my best wishes for a happy and successful life!

 

Harvey Mackay
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‘It’s the whole kindergarten thing, Mom. I’m alone in there, swimming with the sharks.”




Introduction

Once you meet Harvey Mackay, you never forget him. From the day I met him, it didn’t take long before I respected Harvey and loved him like a sibling. A coach is fundamentally a salesperson. Before I became a coach, I was a salesperson in the business world, and one of the most important lessons I ever learned was: “You don’t sell anyone. You help people get what they want.”

I’ve never met anyone who understands sales better than Harvey, because he has spent his entire life helping people get what they want. In this masterpiece, Harvey gives readers what they want: an unrivaled command of sales.




Swim with the Sharks and Beyond 

In 1988, Harvey Mackay decided to put all he had learned about salesmanship, management, motivation and negotiation into a book. He called it Swim with the Sharks Without Being Eaten Alive. It became a #1 New York Times bestseller and launched Harvey’s public speaking career. Today Harvey is the author of six New York Times bestsellers, and two of his books—Swim with the Sharks and Beware the Naked Man Who Offers You His Shirt—have ranked among the New York Times’ top 15 inspirational business books of all time. His motivational business books have sold more than 10 million copies, are distributed in 80 countries worldwide, and have been translated into 42 languages.

Swim with the Sharks launched a remarkable international speaking career for Harvey. For more than two decades, he has been speaking once a  week somewhere in the world to a Fortune 1000 company or a leading business association. He is one of America’s most popular and entertaining business speakers. In 1993, he was voted by Toastmasters International as one of the five top speakers in the world, and he is a member of the National Speakers Association’s Hall of Fame. He has also addressed students at many of the top business schools—Harvard, Stanford, Wharton, University of Chicago, University of Southern California and Notre Dame.

Harvey has been a nationally syndicated columnist for United Feature Syndicate since 1993, author of a weekly business article which appears in 60 newspapers and magazines across the country with a combined circulation of more than 10 million. “It’s called a business column,” Harvey stresses, “but it’s really about life lessons.” The diverse backgrounds of the thousands who send him letters and e-mails each year vouch for this.

Harvey’s books and columns are used in more than 200 universities and can be found in libraries all across the United States. In addition to his widespread writings and public speaking engagements, Harvey has counseled and mentored more than 500 students and young adults.




Playing-Field Psychologist Without Rival 

When Harvey Mackay recruited me to revitalize the University of Minnesota football team in December 1983, he greeted me at the Twin Cities airport in a raccoon coat. I wasn’t at all sure I wanted to take this plunge. The windchill must have been 30 below outside, but Harvey was all fire and gumption. Then and there I knew I was up against a psychological talent with major-league reach.

Harvey persuaded me to come to Minnesota, whatever my misgivings about the climate. The decision was the right one. To this day, I stand in awe at the wonderful detail and engineering that he used to anticipate and overcome any objection I could have had. He knew his prospect to the core. Every detail was concocted into the equation. Every appeal was introduced effortlessly at just the right moment to make it persuasive.

Those early negotiations sealed what has become a lifelong friendship. Ever since, I have spent a lot of time with Harvey on the golf course, and the  excellence of his competitive thinking dazzles there as well. I’ve played at least a hundred rounds of golf with him. Not once has he ever lost the appetite to battle on. Vince Lombardi never lost a football game, the great coach maintained; he just ran out of time.

So it is with Harvey. Ever ready to play the next nine holes, he’s sure he can spot that chink in your game or in your psyche that will turn his fortunes. Given the time and the chance, I’m sure he would. Harvey knows how to pay attention to every psychological signal and motivational cue. What’s even better, he knows how to teach others to listen with that same finely tuned ear.

You know what takes my breath away about Harvey’s competitive zeal? His infinite capacity to learn. I knew he had a marathon coach and a speech coach, and that was impressive enough. On Amen Corner at Augusta, Harvey had just sunk a beauty of a putt on the 13th hole one afternoon. When I asked him how, he muttered offhand, “Lou, having a putting coach helps.” He then proceeded to tell me about the tips he’d picked up from Stan Utley at Grayhawk Learning Center in Scottsdale. A putting coach, you ask? When mere inches make the difference, Harvey will find the master who will put that precious edge to his advantage. And the teacher in Harvey gives him a special satisfaction in sharing his knowledge of inside resources with others.




Lessons . . . and the Long View 

Harvey has described his philosophy of life as being built on these four cornerstones: Be a good husband. Be a good father. Be a good businessperson. Give back to your community—in both time and money—for the good fortune that you’ve had. His definition of success is just as straightforward: “Have a predetermined goal and successfully carry it out over a long period of time—and have a terrific time doing it,” Harvey says.

For example: “If you’re a street cleaner,” he says, “be the best street cleaner you can be. If you’re a hairstylist, be the best hairstylist you can be. If you’re a CEO, be the best CEO you can be.” This attitude, Harvey believes, is something you have to foster early in life. “I’ve never met  a successful person who hasn’t had to overcome either a little or a lot of adversity in his or her life,” Harvey explains. “Move mountains to find a mentor. No one can do it all on their own . . . even the Lone Ranger had Tonto.” Harvey believes in lifetime education, and that education must be America’s #1 priority. Why? Harvey’s answer: “The best way I’ve heard it stated is, ‘If you think education is expensive, try ignorance.’ ”

When asked what it takes to be successful, Harvey says you must start with a mission statement. Harvey’s is simple: “My goal is to be successful. To achieve that goal, I will never stop learning, growing, changing or giving of myself. End of mission statement. Hit the start button to a whale of a lifetime.”

Harvey has made giving back to his community a priority in his life. For many years, he was the chairman of the task force that made a reality of the Hubert H. Humphrey Metrodome in Minneapolis, Minnesota, and he was proud to be asked to throw out the first baseball there. He played a key role in landing the 1992 Super Bowl for Minneapolis, and he was a catalyst in obtaining an NBA franchise, the Minnesota Timberwolves, for the city. Harvey also co-chaired the Save Gopher Sports campaign, which in 2002 raised nearly $3 million to save three varsity sports—men’s and women’s golf and men’s gymnastics—from extinction at the University of Minnesota. The men’s golf team miraculously went on to win the NCAA championship that year.

Harvey has been a board member of more than 20 nonprofit organizations committed to helping people and communities, and has served as president of many of these organizations. Harvey was a member of the Board of Trustees of Robert Redford’s Sundance Institute for 12 years; he has also served on the boards of the Minnesota Orchestra and the Guthrie Theater, as well as Allina Health Systems and the Minnesota chapters of the American Cancer Society and the American Heart Association.

From 1979 to 1981, Harvey was elected by his peers to lead the Envelope Manufacturers Association. He has been inducted into the Sales and Marketing Executives International’s Academy of Achievement Hall of Fame as well as the Minnesota Business Hall of Fame. He has served as president of the University of Minnesota National Alumni Association and as president of the Minneapolis Chamber of Commerce.

In 2004 Harvey received the coveted Horatio Alger Award, which is  given to distinguished Americans “who demonstrate individual initiative and a commitment to excellence, as exemplified by remarkable achievements accomplished through honesty, hard work, self-reliance and perseverance.” The ceremony marking his membership took place in the chambers of the U.S. Supreme Court. And in 2007 he received the prestigious Ellis Island Medal of Honor. Previous recipients of these two awards include U.S. presidents, senators, kings, queens, business legends, entertainers and superstar athletes . . . not to mention one former college football coach.

From the podium he kids that in high school he was so skinny he could tread water in a test tube, yet Harvey has run 10 marathons in the last 15 years, including those in Boston and New York, and he is a former #1-ranked senior tennis player in the state of Minnesota. Harvey is a prostate cancer survivor and has never given a speech without mentioning how vitally important it is for every man to get a PSA test after the age of 45.

And here’s what Harvey has to say about the family he and his wife have raised: “Friends and family have told me for years that I married over my head. And guess what? It’s true. My incredible wife, Carol Ann, has a list of achievements that dwarfs mine. Our best accomplishment together is our three children, David, Mimi and Jojo, and our 11 wonderful grandchildren, who are the very heart of my life.”

Harvey was once asked to capture in a nutshell his advice on living. He said: “Do what you love. Love what you do. And deliver more than you promise.”

 

Lou Holtz

Lou Holtz—a living legend—is one of the greatest coaches in college football history. His unforgettable leadership of the football program at the University of Notre Dame made him a national icon. He is the only coach in NCAA history to lead six different universities to bowl games, one of the reasons why he was inducted into the College Football Hall of Fame in his first year of eligibility. Today viewers of all ages applaud the insights and wisdom of his contributions as the dean of college football analysts on ESPN.






Prologue: Sales Superstardom

The Ingredients

 

What Makes a Good Salesperson?

 

I’ve been a salesman all my life, and I’ve been hiring sales reps for nearly as long. So I think I know a thing or two about sales. I am often asked to identify the traits of a sales superstar. Here’s my recipe:

 

• Hungry fighter. If I had to name only three traits that make a great sales representative, they would be:hungry fighter,  

hungry fighter and  

hungry fighter.





That’s how much I think of this trait. Every good salesperson I’ve ever encountered is driven. They have a strong work ethic and a high energy level. They work harder and longer than their peers. When the economy is poor, they are still out there pounding the pavement, making calls.

• High integrity. I’ve always believed that telling the truth is the best policy. In business, especially today, it’s a must. A few years back, the Forum  Corporation in Boston studied 341 salespeople from 11 different companies in 5 different industries. Their purpose was to determine what separated the top producers from the average producers. When the study was finished, the results were startling. It was not skill, knowledge or charisma that divided the pack. The difference came down to one trait: honesty. When customers trust salespeople, they buy from them!

• Positive attitude. Your attitude, not your aptitude, will determine your altitude. Success is 90 percent mental. You can alter your life by altering your mind. In tough economies, it may not be your fault for being down, but it is certainly your fault for not getting up. You have to be a believer to be an achiever.

• Authoritative. Strong sales reps know their products backward and forward. They also know their competitors’ products and are prepared to point out the differences.

• Prepared. I still remember the old Boy Scout motto, “Be prepared.” Well, it’s true. It takes a lot of unspectacular preparation to produce spectacular results.

• Reputation. You can’t buy a good reputation—you must earn it. If you don’t have a positive reputation, it will be difficult to be successful in whatever you do.

• Likability. I have never known anyone to buy from someone they don’t like. Are you genuine? Pleasant? Easy to talk with?

• Good first impression. You never get a second chance to make a good first impression. Are you neat and well groomed? Underdressed or overdressed?

• Goalsetter: measurable, identifiable, obtainable, specific and in writing. Winners set goals; losers make excuses. Goals give you more than a reason to get up in the morning; they are an incentive to keep you going all day.

• Service mentality. I’ve often said the sale begins when the customer says yes. Good salespeople make sure the job gets done on time—and done right. There’s one thing no business has enough of: customers. Take care of the customers you’ve got, and they’ll take care of you. You must have a fanatical attention to detail!

• Great listener. You can’t learn anything with your mouth open. For too many people, good listening means, “I talk, you listen.” Listening is a two-way process. Yes, you need to be heard, but you also need to hear others’ ideas, questions and objections. If you talk at people instead of with them, they’re not buying in—they’re caving in. Believe it or not, being a good listener is more important in sales than being a good talker.

• Sense of humor. It is impossible to underrate the importance of a sense of humor. When there are inevitable setbacks along the way, learn to laugh about them.

• Thirst for self-improvement. You don’t go to school once for a lifetime. You are in school all your life. Good salespeople are constantly working to become better. They take courses, read books, listen to audiotapes and inhale everything they can to improve. We live in the information age, so it’s easy to take every opportunity to learn and grow at any hour of the day.

Study this list. Commit to developing or improving these traits, and prepare for a spectacular career!



 

Mackay’s Moral: A salesperson tells, a good salesperson explains . . . and a great salesperson demonstrates.






YOU
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Chapter 1

The Early Bird

The San Francisco Chronicle used to call me monthly to participate in a discussion on a particular subject for their Sunday edition. One month the subject was “What job taught you the most lessons?”

I had to think about that for a while since I’ve had only a couple of jobs in my adult life. My first job out of college was for an envelope company, where I toiled for nearly five years. I learned plenty in that job, of course, but most significantly that I wanted to own my own company. In 1959, I bought a struggling envelope company, and the rest is history. I learn something new in this job every day.

After giving it some thought, I realized that the job that really taught me a lot was the paper route that my father, who headed the Associated Press bureau in St. Paul, Minnesota, encouraged me to sign up for when I was 10.

Here are some of the lessons I remember learning at that young age:• Hard work. Seven days a week, I had to get up at 4 a.m., when it was pitch dark and often snowing or raining, and deliver my papers by 6 a.m. There were no days off. And nine months of the year I had school to look forward to after my route.
• Promptness. Be on time. Customers expected to crack open the morning paper at the same time as they did their three-minute eggs.
• Focus. When you know you have to get up early every morning, you know you have to get your homework done and get to bed  early. It helps to think about the rewards of hard work. I was constantly saving for something, and if I focused on that, the work seemed easier. I’ve always felt that if you put your mind to it, you can do anything.
• Persistence. You deal with all kinds of people, including many who don’t like to pay their bills. But you have to keep after them. You learn that there are good days and bad days at work, but you work on all of them regardless. Pretty soon the bad days get better.
• Customer service. You learn how to deal with people face-to-face on a paper route. Sometimes you have to apologize for things that are out of your control, which is a tough thing to teach to anyone, especially a 10-year-old. But this is what I had to do when newspapers were late getting to me, or when other elements like the weather caused havoc, and I was in turn late getting papers delivered.
• Quality control. Who likes a wet newspaper? We didn’t have little plastic bags to put papers in back in those days. And it was important to remember who wanted the paper between the doors, in the milk box or under the mat.
• Accountability. I was accountable for my route to make sure my customers received their newspapers in a timely fashion and that they paid their bills. It’s pretty cut and dried, especially when you are a one-man show.
• Handling money. Collections and keeping financial records were also important, as well as learning how to handle money. A 10-cent boo-boo was as important to me then as a thousand-dollar mistake is now. The adding-and-subtracting end of the business also helped with math class.
• Salesmanship. Most important, I learned my #1 skill: the art of selling. If people paid in advance, I earned more from the newspaper office. If I could get my customers to pay for the newspaper one or two months in advance, I was in candy heaven. Likewise, if I could get new subscribers, I made more money—a good incentive for anyone. I learned that I loved to sell, and knew it would be my life’s work.



Now, after 50-plus years of working with another kind of paper, I can honestly say that the job that launched my career was pivotal. Everyone has to start somewhere. You never forget your first job.

Today the business of delivering papers is usually handled by people old enough to have a driver’s license. More and more, the news itself is delivered to us on the Internet. But the same classic lessons I learned about business as a paperboy are being learned by young people in their first jobs everywhere, whether behind the register of a convenience store or tending to tots, lawns or gardens.

No matter where you go to work, you are not an employee—you are a business with one employee: you. Nobody owes you a career. You own it, as a sole proprietor. You must compete with millions of individuals every day of your career. You must enhance your value every day, hone your competitive advantage, learn, adapt, move between jobs and industries—retrench so you can advance and learn new skills.

Mackay’s Moral: It’s never too early to learn this lesson: 
A student of life always does the homework.



Quickie #1

Integrity Deflates Easily

Ethics and integrity must be the cornerstone of every sales professional’s existence. Let me tell you a true story about Professor Bonk, who taught chemistry at Duke University. The lessons: First, integrity is always right. Second, dishonesty can be very risky business.

One year, three guys were taking chemistry and all getting solid A’s going into the final exam. They were so confident that the weekend before finals they decided to go up to the University of Virginia to party with some friends. Due to bad hangovers, they slept all day Sunday and didn’t make it back to Duke until early Monday morning.

Rather than taking the final exam then, they explained to Professor Bonk that they’d gotten a flat tire on their trip to Virginia and didn’t have a spare, so they didn’t get back to campus until late Sunday night. They wanted to delay the exam until Tuesday.

Professor Bonk thought this over and then agreed they could make up the final on the following day. The three guys were elated and relieved. They studied that night and went in for the test the next day. Professor Bonk placed them in three separate rooms, handed each of them a test booklet, looked at his watch and told them to begin.

They opened up the test booklet and saw that the first question, about OXYGEN, was worth 5 points.

They all thought this was going to be easy. Then they turned the page and saw the second question, worth 95 points:

Which tire?






Chapter 2

Believe in Yourself

Another professor I want to mention stood before his class of 30 senior molecular biology students, about to pass out the final exam. “I have been privileged to be your instructor this semester, and I know how hard you have all worked to prepare for this test. I also know most of you are off to medical school or grad school next fall,” he said to them. “I am well aware of how much pressure you are under to keep your GPAs up, and because I know you are all capable of understanding this material, I am prepared to offer an automatic B to anyone who would prefer not to take the final.”

The relief was audible as a number of students jumped up to thank the professor and departed from class. The professor looked at the handful of students who remained, and offered again, “Any other takers? This is your last opportunity.” One more student decided to go.

Seven students remained. The professor closed the door and took attendance. Then he handed out the final exam.

There were two sentences typed on the paper: “Congratulations, you have just received an A in this class. Keep believing in yourself.”

I never had a professor who gave a test like that. It may seem like the easy way out of grading a bunch of exams, but it’s a test that any teacher in any discipline could and should give. Students who don’t have confidence in what they’ve learned are B students at best.

The same is true for students of real life. The A students are those who believe in what they’re doing because they’ve learned from both successes and failures. They’ve absorbed life’s lessons, whether from formal education  or the school of hard knocks, and they’ve become better people. These are the people you look for when you’re hiring or promoting, and they’re the ones you keep if you’re downsizing. Your organization needs that brand of thinking.

Psychologists say that, by the age of two, 50 percent of what we believe about ourselves has already been formed; by age six, it’s 60 percent, and at eight years, 80 percent.

Wouldn’t you love to have the energy and optimism of a little kid? There is nothing you couldn’t do or learn or be.



But you’re a big kid now, and you realize you have some limits. Don’t let the biggest limit be yourself. Take your cue from Sir Edmund Hillary, the first person to reach the summit of Mount Everest: “It’s not the mountain we conquer, but ourselves.”

Remember the four-minute mile? People had been trying to achieve it since the early days of civilization. In fact, folklore has it that the Greeks had lions chase the runners, thinking that would make them run faster. They also tried drinking tiger’s milk—not the stuff you get down at the health food store, but the real thing. Nothing worked. So they decided it was impossible. And for thousands of years everyone believed it.

It was physiologically impossible for a human being to run a mile in four minutes. Our bone structure was all wrong. Wind resistance too great. Inadequate lung power. There were a million reasons.

Then one man—one single human being—proved that the doctors, the trainers, the athletes and all those before him who’d tried and failed were all wrong. And miracle of miracles, in the three years after Roger Bannister did it, approximately a dozen other runners broke the four-minute mile.

A few years ago in New York, I stood at the finish line of the Fifth Avenue Mile race and watched 13 out of 13 runners break the four-minute mile in a single race. In other words, the runner who finished dead last, that 13th runner, would have been regarded as having accomplished the impossible just decades earlier.

What happened? There were no great breakthroughs in training. Human bone structure didn’t suddenly improve. But human attitudes did.

On May 6, 1954, Bannister ran the first sub-four-minute mile in recorded history at 3 minutes, 59.4 seconds. Let’s turn the clock back from now. In the last six decades, the four-minute barrier has been reduced by nearly 17 seconds. But that’s hardly the whole story. New Zealander John Walker was the first person to run 100 sub-four-minute miles during his career, and American Steve Scott has run the most sub-four-minute miles, with 136.

Believe in yourself, even when no one else does.



Currently the mile record is held by Hicham El Guerrouj, who set a time of 3 minutes, 43.13 seconds in Rome in 1999. Another advance in this incredible progression: In 1994, 40 years after Bannister’s breaking of the barrier, the Irish runner Eamonn Coghlan became the first man over the age of 40 to run a sub-four-minute mile.

You can accomplish your goals . . . if you set them. Who says you’re not tougher, smarter, better, harder-working or more able than your competition? It doesn’t matter if they say you can’t do it. What matters—the only thing that matters—is if you say it. Until Bannister came along, we all believed the experts. Bannister believed in himself—and changed the world. If you believe in yourself, well, then there’s nothing you can’t accomplish. So don’t quit. Don’t ever quit.

 

Mackay’s Moral: If you believe, you will achieve.



Quickie #2

Bet on You!

 

Whatever you do, don’t be like Melvin. He went to church every day for three months and kept praying to God to please let him win the lottery.

A bolt of lightning.

Melvin asks, “God, is that You? I am a simple man. All I want is one thing. Please let me win the lottery.”

And God tells him: “Do me a favor . . . Meet me halfway . . . Buy a ticket.”

Believe in yourself . . . even when no one else does. Don’t just sit around and wait for things to happen!





Chapter 3

One Person: All the Difference

All my life my father pounded into me: One person can make all the difference in the world. I can’t think of a better example than my good friend Jon Wefald, president emeritus of Kansas State University. In 1986, Jon Wefald was made the 12th president of the school. In a brilliant career, the following is what he accomplished:• Enrollments increased from 16,500 in 1986 to more than 23,500 in 2009. In 1984, the administration prior to Wefald’s had predicted that enrollments would fall to about 11,000 or 12,000.
• The campus added a total of 2.5 million square feet of new space, including 26 new structures.
• All in all, Kansas State University has been developed into one of the most beautiful university campuses anywhere in America.
• Today K-State is at the forefront of animal health research.
• The university is vitally involved with the United States Army and the Pentagon to become a national leader in the effort to solve the crisis that might be caused by agro-terrorists.
• The academic prestige of the university has grown enormously over the past 20 years, and Kansas State is now regarded from coast to coast as an excellent land-grant university. A total of 125 K-State students have won Rhodes, Marshall, Truman, Goldwater  and Udall scholarships since 1986, which puts K-State ahead of other public universities winning those awards during that period.
• Jon Wefald was part of a handful of university presidents instrumental in developing the Big 12 Conference, which has become one of the top athletics conferences in the nation.
• K-State became a top 10 football team during the past decade, having gone to 11 straight bowl games from 1993 to 2003. By beating the University of Oklahoma for the Big 12 Championship in Kansas City in December 2003, K-State won its most important football game yet.
• The women’s basketball team won the Big 12 Championship in 2004. The women’s volleyball team has been to
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PERSON TO BE VISITED

4. How does this person function in the decision-making chain?
(Gathers information, evaluates resource pool, makes ad hoc
decisions, etc)

If call contact is not ultimate purchasing decision maker, who is
and where is the call contact positioned in the decision-making
chain?

5. Does the individual have preferences in the way he/she collects
information or makes decisions?

6. What does the call contact enjoy talking about? What motivates
this person professionally and personally?

7. Isthe contact a high-tech communicator (BlackBerry, smart-
phone, etc.), and are we expected 1o stay in touch this way?

What take-with/leave-behind information is essential for this
call?
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Date:
By:

CALL PROFILE

1. Name:

Nickname:
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MARKETPLACE

14. What useful new information about the marketplace can we
bring to this contact?

15. What useful new information can we supply about competitors?
Any credible industry rumors?

16. What can we do to help this business achieve a strategic or tao-
tical breakihrough in ts marketing positioning?

17. Forthooming industry or trade events at which we will have con-
tact with this company:

INTELLIGENCE UPDATE

18. Company website (f a subsiciary, that of parent as well:
Be sure to Google company for late-breaking news.

19. Who are our leading internal and friendly outside expert
resources on this business and what are the approach recom-
mendations?
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Title:
Admin. Assistant:
Receptionist:

Contact numbers:
E-mal addresses:

Company name and address:

Special driving and parking instructions:

2. Purpose of the calt:

SALES HISTORY

3. New account? Lapsed? (I yes, reason)

Iflapsed, last account manager and date relationship ended:

When was a visit to this company last made and what was the
result?
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20. What s the financial state of the prospect/customer company?

21, Any recent or pending organizational changes?

22, In general, what are the key driving factors in the buying deci-
sions of this company (price, quality, innovation, etc)?

COMPETITIVE POSITIONING

23, If this account represents current business served by a competi-
tor, identify the competitor(s):

24. 1 a competitor has the account, how long? Why are they pre-
ferred?

25. Who s the competitor's account manager or rep? (Any impor-
tant appeals or criticisms of their account personner?)

Mackayhitchell Envelope Company
Minneapols, Minnesota
Harvey Mackay © 2011
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OUR IMAGE

8. How can buying from us or expanding sales to us enhance this
person’s departmental performance? Career?

9. How does this prospect/oustomer expect to be sold and treated
on a personal level?

10. Instinctively, what does this client ike/disike about us?

1. How does the customer/prospect perceive us (strategicaly,
financially, in our quality and service levels)?

Has the customer/prospect had service or quality issues in the
past? What can be done o avoid them in the future?

12. Is there any heads-up this company needs 1o be given about pend-
ing operational/service/pricing plans within our own business?

13. Are there any community activities or sponsorships shared by
our company and the customer/prospect? Any recent news in
this area that should be mentioned?
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