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Praise for Get the Meeting!

“Get the Meeting! is one of those rare books where ideas literally leap off the page, sparking your creativity to ignite campaigns as you star in the role of a very successful contact marketer.”

— Willis Turner, president/CEO of sales and marketing at Executives International, Inc. (SMEI)

“I’ve always admired the way Stu Heinecke thinks. He has a no-limit mind-set. He makes the impossible happen. There is no person on this Earth he can’t reach with his engaging approach. He crafts an emotionally significant experience and if you read this book and follow his advice you’ll be empowered to get out of this world response rates.”

— Gerhard Gschwandtner, founder and CEO of Selling Power magazine and Sales3.0 Conferences

“Get The Meeting! is hands-down the most innovative and practical book on achieving meetings with hard-to-reach prospects I’ve ever read. Every strategic sales professional and marketer should read this book.”

— James Muir, CEO of Best Practice International and author of The Perfect Close

“I love this book. Stu Heinecke has written one of the most innovative and cutting-edge guides on marketing I have ever read. Get The Meeting: An Illustrative Contact Marketing Playbook gives you very powerful strategies that completely reinvent your marketing plan. Finally a guidebook that gives you exactly what you need to get above the white noise, stand out, get noticed, and create raving fans in a marketplace that is so overcrowded. I think Get the Meeting! is brilliant and a must-read for anyone building a business today!”

— Meredith Elliott Powell, business growth strategist and sales expert

“You’re so lucky you only have to seek meetings here on Earth—and you have a book like Get the Meeting! to help you do it.”

— Seth Shostak, senior astronomer at The SETI Institute

“If you are a marketer or seller who needs to get someone’s attention (and who doesn’t?), the one book you need is Stu Heinecke’s Get the Meeting! It’s a jam-packed lovefest of audacious ideas that real people dreamed up and harnessed to produce brilliant results, complete with step-by-step how-to’s that you can follow. You’ll enjoy super stories from big spenders as well as mind-boggling results from penny-pinchers with big imaginations. And you’ll meet genius technologies priced for even the smallest companies and solopreneurs. An astounding collection of inspirations that will keep you busy opening big doors for years!”

— Dr. Barbara Weaver Smith, coauthor of Whale Hunting

“Choose any account, take aim, and get the meeting! Stu’s book makes it that simple.”

— Sangram Vajre, author, podcast host, and founder of FlipMyFunnel

“Gene Simmons once said, ‘Rock stars have a license to be outrageous.’ Get the Meeting! gives sellers that same license. Be outrageous; get meetings! Peace, cheers, I’m out.”

— Kraig Kleeman, “the world’s greatest cold-caller”

“In sales, you can’t win if you can’t connect with buyers their way, and that’s getting tougher every day. Breaking through the noise of messages that buyers simply ignore will be made so much easier if you read Stu’s new book, Get the Meeting!, a companion to How to Get a Meeting with Anyone. You can thank me later!”

— Barb Giamanco, vice president of sales/marketing at ECHO Listening Intelligence

“Stu’s nonconventional but results-driven advice truly stands out. If you want to get a meeting with anyone to launch a business, close a deal, start your nonprofit, or anything else, then this is the book for you.”

— Nicholas Loise, president, Glazer-Kennedy Insider’s Circle

“When you’re faced with filling a gaping pipeline with leads and sales, it can be intimidating. The remedy is smart and fanatical prospecting, and that starts with getting the right meetings with the right people at the right time. Get the Meeting! can help you do just that.”

— Jeb Blount, author of Fanatical Prospecting

“Bombarded by noise, the speed of changes they need to make, and the pressure of making the right choices, it is getting increasingly harder to cut through all the clutter for your salespeople to get a meeting with the right people. That’s why I loved Stu Heinecke’s book Get the Meeting! He blends his experience as a Wall Street Journal cartoonist and skilled marketer to offer really fantastic strategies to get a meeting with anyone. His perspective is both pragmatic and modern—the right mix of practical and strategic for our new digital age of selling. Get this book, read it—and put his ideas to practice. You will be happy you did.”

— Scott Santucci, founder of Sales Enablement Society

“Empathy is key in securing meetings with potential buyers. If you can’t demonstrate that you understand a day in your buyer’s life, you will be quickly disqualified. In Get the Meeting!, Stu Heinecke gives the reader a trove of delightfully unique ways ways to demonstrate to prospects that they do indeed ‘get them.’”

— Colleen Stanley, author of Emotional Intelligence for Sales Success




Praise for How to Get a Meeting with Anyone

“In a super-connected world, we’re actually anything but. Stu reminds us that in business, you actually have to connect on a human level to really succeed, and he is the Master guide on how to do that.”

— Bob Guccione, Jr., media entrepreneur and founder of SPIN Magazine

“With this book, Stu gives you everything you could possibly need to get all of the meetings you could possibly want.”

— Bob Mankoff, cartoon editor at The New Yorker

“Stu says, When you hear ‘Executive Assistant,’ think instead, ‘Vice President of Access.’ This is so true—our role is to ensure that you speak to the right person at the right time during the decision-making process. I highly recommend that all salespeople read Chapter 15 at least three times!”

— Bonnie Wooding, president of Hywood Services and executive assistant to top business leaders for over 30 years

“Stu is a master innovator and creative virtuoso. What he has put together in this book is a true gift to the reader. If opening important doors is important to your success, you can’t afford NOT to read this book!”

— Dan Monaghan, cofounder of WSI Digital

“Building trust and adding value are critical to cultivating profitable business relationships. Stu Heinecke and his Content Marketing Strategies have greatly contributed to our success.”

— David Rosuck, vice president of marketing and innovations at Pacific Life

“Go ahead and list a dozen or two impossible-to-reach, off-limits people that could change your life or career. Read and follow Stu’s guidance. Then change your life forever.”

— Dean Batson, assistant director of the Arizona State University Alumni Association

“Stu is one creative dude. Who else can run a campaign that catches the attention of a US President? Almost as crazy as using an AI to schedule a meeting :).”

— Dennis Mortensen, CEO and founder of x.ai, producers of the world’s first artificial intelligence assistant who schedules meetings for you

“Stu’s ideas helped me get a meeting with Amblin Entertainment and Stephen Spielberg, and continue to produce results for my company. Thanks to How to Get a Meeting with Anyone, now the entire world can get in on Stu’s precious secrets!”

— Jay Silverman, creator and executive producer of The Cleaner on A+E Networks, director of Girl on the Edge, and president of Jay Silverman Productions
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“DIVIDE $200,000 BY THE

COST OF A CUPCAKE THEN

MULTIPLY BY A HUNDRED. I GET

5 MILLION PERCENT ROI.”
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Dedicated to all who

understand that one meeting truly

can change everything—and to those

bold enough to make it happen.
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FOREWORD
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The first thing I did after reading Get the Meeting! was walk it down to my sales team. It’s that good. It’s that important.

This is an easy read that will spur you to consider the value of Contact Marketing, replete with examples including a new replacement for business cards—Pocket Campaigns—plus forward-looking practices and real-world uses of video, social media, visual metaphors, gifts, digital marketing, artificial intelligence, augmented reality, virtual reality, and more—all in the service of getting important meetings.

If Phil Kotler is the father of marketing, Stu is the father of Contact Marketing. He coined the very phrase in his first book, How to Get a Meeting with Anyone, while applying a lifetime of success stories that gird his mastery. In this book, Stu makes a freshly compelling case for approaching Contact Marketing as a strategic asset for anyone looking to rapidly expand the scale of their network and thus their careers, businesses, and lives.

As Stu is fond of saying, “One meeting can change everything.” But you cannot innovate without creativity. You cannot be creative without imagination. You cannot imagine without inspiration. And that is precisely how Stu’s new playbook on Contact Marketing fills the gap. It will be an inspiration to anyone who feels stymied by the increasing difficulty of reaching decision makers in every sector of commerce, and really, in life as a whole.

Because we all need to get meetings.

Whether you’re a sales development rep, a CEO, or somewhere in between, nothing happens without contact with the right people. Few topics receive more attention in the field of marketing than the notion of friction-free experience design. Stu rightly points out that in the B-to-B world, gaining access is the number one source of friction today.

And who better to write a book like Get the Meeting! than Stu himself. He’s not only an author and marketer, he is a Wall Street Journal cartoonist. That killer combination led him on a journey, first to discover the magical effect of cartoons as contact devices. And then to discover this mysterious, shadowy form of marketing, something that has been quietly used for years to make critically important connections happen, often with explosive results.

But I must warn you, as a level-headed businessperson, you may find what Stu shares in this book rather shocking. Perhaps even upsetting. You will read about metrics that should be impossible. When he asserts that the new baseline for response to a Contact Marketing should now be 100 percent, you’re probably going to find it hard to believe. And when you read that the new ROI record for a Contact Marketing campaign has reached into the millions of percent, your head will spin.

And it ought to. This isn’t another unoriginal book the world didn’t need about sales or marketing or business. It’s a shocking call to up your game by orders of magnitude. But it is also a practical guide to show you how to do it all, step by step.

One could argue the most meaningful point in a customer journey is the first contact. After reading this book, and fully implementing the Contact Marketing model within, I think you’ll agree with Stu: One meeting really can change everything.

—Russ Klein

CEO, The American Marketing Association
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“Hey listen, we got your proposal and we like everything except having to pay you.”




INTRODUCTION

[image: ]

If you’ve ever seen the movie Hitch, you’ve seen Contact Marketing in action.

Thirty-three minutes and thirteen seconds into the 2005 feature film, a secretive matchmaking consultant named Hitch (played by Will Smith) sends a contact device to reporter Sara Melas, played by Eva Mendes. A courier walks into her office and hands her a box. As Sara signs for it, her curiosity steadily rises. “What is this and who sent it,” she wonders as she hands the pen and manifest back to the courier.

Sara excitedly opens the box and finds something surprising inside. A walkie-talkie. It’s already turned on. She picks it up.

“Hello?”

Hitch is on the other end, waiting to engage. His mission? To persuade Sara to go on a date with him.

While the ultimate aim of Hitch’s Contact Marketing piece wasn’t to sell something, it did have a meeting as its intent, and it’s easy to see how a tactic like the walkie-talkie in a box could work for just about anyone trying to gain the attention of an important account or prospect.

If you read my debut book, How to Get a Meeting with Anyone, ploys like Hitch sending a walkie-talkie in a box sound familiar. You may recall Dan Waldschmidt’s sending of swords to break through to CEOs of distressed companies, Rick Bennett’s contact letter run as a full-page ad in The Wall Street Journal, and Nowait’s brilliant personalized videos delivered on iPads—not to mention the pigeon used to arrange lunch and a $250,000 deal with one of the most famous CEOs in the world.

You may also remember the story I tell in the book of my own experience with using cartoons in a “contact campaign” to connect with just two dozen vice presidents and directors of circulation at the biggest publishing houses in New York. It was a campaign that produced a 100 percent contact rate and a 100 percent conversion-to-sale rate and launched my business. It was worth millions of dollars to me, and it all came from a campaign that cost less than a hundred dollars.

So you might wonder, “How is this book different from the original? What does it add to the Contact Marketing story?”

The first book has resonated with people all over the world who really needed to get meetings. Naturally, those who sell for a living see the value in breaking through to virtually anyone immediately. But there are also entrepreneurs who recognize that the ability to make critical connections quickly is essential to their success and nonprofits that perceive the significance of making contact with more megadonors. Job seekers, too, understand the unfair advantage it gives them to stand out to prospective employers.

I know because a lot of those people shared their stories with me. But they also unanimously expressed one unfulfilled wish after reading How to Get a Meeting with Anyone: They wanted to see what the campaigns looked like. What did it look like when Dan Waldschmidt sent those swords? What does it look like when I send cartoons to help enterprise sales teams break through to their top accounts and prospects?

Those are important questions, and I sought to address them in this book. The intent was to produce a collection of case studies with photography, to give readers a better look at successful contact campaigns. But the book quickly took on a bigger scope. The change happened as I was googling “the coolest business cards in the world.” I discovered there was a collection of the same cards showing up over and over.

There was Kevin Mitnick’s lock-pick card made of etched stainless steel, and Remo Caminada’s card-sleeve combination for a dentist that was so involving it was easy to see why the card regularly generates new business for the doctor. Then there was Poul Nielsen’s sheet-rubber card that changed everything. It suggested an entirely new paradigm for the results we should expect from our Contact Marketing campaigns, which already reach as high as 100 percent. I’ll just say it can go even higher.

These and other cards in the compilations all had one thing in common: They didn’t follow the strategy that defines every business card on the planet. And they suggested an even more radical strategy that has business cards directly generating sales, revenue, metrics, and ROI. I have dubbed these “Pocket Campaigns” in this book.

Then I started looking at the roles technologies such as artificial intelligence, augmented reality (AR), and virtual reality (VR) might play in future campaigns. And again, an astonishing new paradigm emerged. The more I looked, the more the book transformed from a collection of case studies to an entirely new playbook for Contact Marketing. Even a new manifesto for what Contact Marketing should become.

Some of the insights into how much Contact Marketing has evolved and how profoundly it can contribute to rapid, sustainable growth didn’t even occur to me until I reviewed all the chapters together. What emerged was a shocking set of conclusions, which combine at the end of the book, where I describe “The Perfect Contact Campaign,” a step-by-step guide for your own campaign.

This isn’t all theory and no practice. There are still plenty of case studies of even more audacious things people have done to break through to their most important prospects and accounts. They’re amazing and now fully illustrated with photography and art. There is a lot to see and reference for your own campaigns.

How to Get a Meeting with Anyone includes twenty categories of Contact Marketing campaigns. They are all still valid and all still generating strong results. This book shows a few of the campaigns described in the first, but most of it is new. You’ll find new sections on AI, AR and VR, LinkedIn, personalization, digital marketing, jewel boxing, unsolicited proposals, perseverance, video, and the aforementioned Pocket Campaigns. They are all additive to my seminal book.

There is also a fascinating look into how Hollywood has either portrayed Contact Marketing in film or used Contact Marketing directly to arrange Tinseltown tête-à-têtes. One story in particular, about a young singer-songwriter gaining the attention of Johnny Cash, will utterly inspire you. That story alone confirms the expression “Fortune favors the bold” so completely that you will never again doubt the value of audacity in your own client outreach.

When Amazon first announced it would be seeking a location for a second headquarters, cities, states, and municipalities were invited to submit proposals. The company received more than 250 submissions, but some contenders went much further, turning Amazon’s HQ2 search into one of the biggest Contact Marketing stories in recent history. Tucson sent Amazon a twenty-one-foot-tall saguaro cactus. The city of Stonecrest, Georgia, offered to change its name to Amazon. Another set up giant Amazon packages all over the city, with wireless devices to issue tweets to the company about the benefits of locating its new headquarters there.
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AMAZON’S SEARCH FOR A SECOND HEADQUARTERS

“Amazon Spheres,” part of the company’s headquarters campus in downtown Seattle, Washington. Amazon’s search for its “HQ2” location set off a frenzy of Contact Marketing activity among cities, states, and municipalities across North America, hoping to gain the company’s attention.
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TUCSON’S HQ2 BID OPENS WITH TWENTY-ONE-FOOT-TALL CACTUS

The community-development authority for the city of Tucson wasted no time getting Amazon’s attention to propose locating the company’s second headquarters in the Arizona desert. Their contact device was a twenty-one-foot tall saguaro cactus on a flatbed truck, quickly dispatched to Amazon’s Seattle headquarters.

We all know how the Amazon story turned out, but the big message is that Contact Marketing has grown, and that is the focus of this second book in the series. Even though it produces response rates and ROI figures well beyond those of other forms of marketing, we are still only beginning to see how far it can go. Contact Marketing is expanding and evolving rapidly. It is also quickly becoming mainstream, as it proves its worth as a sales growth strategy.

I was expecting to write a book about case studies, but it turned into something much more. It turned into an entirely new model for Contact Marketing, one in which we expect to regularly generate 100 percent response rates, support the impetus for any given sale all the way through completion, and provoke more sales from existing clients.

We live in an amazing age, one in which we can connect on LinkedIn with the authors of our favorite books, ask questions, and share stories. I’ve heard some amazing ones from the readers of How to Get a Meeting with Anyone, particularly about the difference that book has made in their careers and lives. In the later paperback edition, I included the story of how Dom Steinmann used Contact Marketing to leapfrog from a freshly hired sales development representative (SDR) just out of college to sales manager of a multibillion-dollar company in the span of just one year.

Since then, other stories about startups using the book to quickly spool up have poured in. Some readers keep piles of the book on hand to give out as gifts. Others use it as a training manual for their sales teams.

What is clear is that Contact Marketing is an important tool for sales, business development, job searching—really any activity that requires contact with the key people with the power to change everything, if only they could be reached. Contact Marketing gives us that ability. And as you’re about to read in the coming chapters, it has evolved into a miraculous tool for exploding the scale of our careers, businesses, and lives.

Let’s jump in, shall we?




PART 1

CONTACT MARKETING BASICS




CHAPTER 1
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MAKING CONTACT

What is the greatest friction point in every career and in every business? It’s not the absence of customers or investors. It’s not resistance from a hypercompetitive market. It’s not a shortage of capital. It is the lack of access to important people. It’s getting meetings—the right meetings. With the people who can become dream clients, sponsors, strategic partners, employers, or investors. With the people who have the power to change everything.

Amazing things could happen, if only you could get through.

If you had the ability to get meetings with anyone, at will, all the friction-causing issues above would disappear. You’d have access to customers, investors, and an abundance of revenue. You’d slice through competitors. And you’d have all the capital you want. Or you’d get that job interview with that dream employer. Doesn’t that sound like a skill worth having?

The ability to make contact is a universal human need. And challenge. Everything we do in life requires making connections. As a marketer, I need to make connections. And I have had tremendous success in doing so. You see, I have a secret weapon that gets people’s attention—among other things, I’m a cartoonist for The Wall Street Journal. Being able to craft cartoons as a device to make connections is a great advantage. I’ve used them to reach presidents, prime ministers, celebrities, countless CEOs, and other top decision makers. It has always been easy for me to break through.

I used to think my cartoon-drawing talents gave me an unfair advantage, but I was wrong. Well, partially wrong. It is an advantage to use a creative approach in making contact with someone, but you don’t have to be a professional cartoonist to be a successful Contact Marketer. For my first book, How to Get a Meeting with Anyone, I interviewed the top hundred sales thought leaders in the world and asked them how they were breaking through to their top-level connections. If you’ve read that book, you’ll know that they had some of their own brilliant, creative ways to do so. I later discovered that every time I spoke to a group and asked if someone had a can’t-miss method for breaking through, there were always hands raised.

As I interviewed sources for that first book, I also learned that no one had a name for what we were doing—using inventive, audacious means to connect. It’s surprising that something so commonly used wouldn’t have a name, so I gave it one: Contact Marketing. And ever since, the term has been catching on all over the world. I’ll provide a more elaborate definition later in this chapter, but briefly, Contact Marketing is a disciplined ability to make contact with our most important prospects, investors, partners, mentors, and others.

100 PERCENT RESPONSE RATE AS YOUR BASELINE

My first experience with Contact Marketing came at the start of my career. I wanted to create direct mail campaigns for the big magazine publishers, and I quickly picked up assignments from Rolling Stone and Bon Appétit. The mailings both featured cartoons with personalized captions, so even my first contact campaign used personalized cartoons.

Those first test campaigns for the two magazines set new response records, and I wanted to share the story with the rest of the big publishers. That meant connecting with about two dozen highly placed contacts at Time Inc., Condé Nast, Forbes, The Wall Street Journal, Times Mirror Magazines, and more.

The campaign included an 8" × 10" framable personalized cartoon print and a letter explaining the approach and new results. I suggested that we use the same device in tests for their titles. The campaign generated a 100 percent response.

I connected with all the target executives, and they all became clients. That’s a 100 percent contact rate and a 100 percent conversion. It is the campaign that launched my business. It was worth millions of dollars, and it stemmed from a campaign spend of less than a hundred dollars.

What I just described to you is supposed to be impossible. No one gets 100 percent response rates to any form of marketing. Many are content with just a few percentage points, and while some campaigns score higher, many digital forms eke out tiny fractions of a percentage point for response.

Similarly, marketing campaigns are meant to produce at least as much as was spent. If they get multiples of 100 percent, management is pretty happy. But Contact Marketing campaigns regularly produce returns on investment (ROI) of over 10,000 percent, or even well over 100,000. In my research, I’ve found that the record percentage return for a Contact Marketing campaign is in the tens of millions.

In ads for How to Get a Meeting with Anyone, the headline reads, “One meeting can change everything.” It most certainly can. When I think back on all the best things that have happened in my life, they involve first making extraordinary connections with people in extraordinary positions.

I met my wife after spotting her in a magazine. Obviously, we wouldn’t have gotten married if I were not able to meet her. Every one of the major accounts in my Contact Marketing agency came as a result of making extraordinary connections. This book exists because of remarkable connections. My cartoons appear in The Wall Street Journal because of life-changing editorial connections. All the interviews that informed my books came from making important connections.

I am sure if you think about each milestone in your life, you’ll have a similar story. They all come from making remarkable connections. Thus, this could be one of the most important books you could ever read to advance your career, your business, and your life.
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THE CONTACT MARKETING MISSION

The Contact Marketing mission is to create explosive growth through contact with the people who can change the scale of your career, business, or life. Marked by careful selection of target contacts, multimodal communication, audacity, and gravity-defying metrics, Contact Marketing is a high-growth, low-risk strategy.

PUTTING IT ALL TOGETHER: CONTACT MARKETING 101

This book is part of a series that began with How to Get a Meeting with Anyone. The two books are different in scope, and if you haven’t read the first in the series, you’ll probably want to pick it up to read about the many strategies, stories, and tools I include there, and learn about the twenty categories of Contact Marketing campaigns that are not part of this book. The intent of both books is to empower you to make any connections you want, with anyone you choose. To do so, you need to know some basics about Contact Marketing and connecting with important people at will.

These basics include the definition of Contact Marketing, the notion of executive assistants as your ally, the ability to develop a VIP statement, the idea of going after the CEO—the Center of Enterprise Opportunity—and the fundamentals of a million-dollar phone call. I cover these in depth in How to Get a Meeting with Anyone, but here is a look at those concepts briefly.


“If someone asks you, “How could we do a million-dollars’ worth of business right now?” you ought to be ready to answer.”




Contact Marketing:

A fusion of marketing and selling in which often-audacious forms of marketing are used in support of specific, high-level sales approaches to VIP prospects and accounts, resulting in extraordinarily high levels of response, ROI, and explosive growth of the enterprise.



Executive assistants are your ally

Most sales reps refer to executive assistants as gatekeepers and wonder how they can circumvent them to get to the executive. Ironically, that attitude is what prevents them from breaking through. Assistants meter access, but their job is also to bring relevant sources and people to their bosses’ attention. They are always watching for interesting opportunities their executives might otherwise miss.

Think of executive assistants as vice presidents of access, or talent scouts. They wield tremendous power and are some of the sharpest people in their organizations. Your job is to package yourself as someone who belongs and is welcomed. Assistants should be part of your campaign. Include a few contact elements just for them.

Remember also that executives rely on their assistants’ judgment of callers. They’ll ask how the caller treated the assistant. They’ll ask the assistant’s opinion of the caller. Assistants often have the power to say, “You need to talk to this person.” Engineer your contact campaign to ensure executive assistants always become your allies.

Develop a VIP statement

When you first break through to a target executive or their assistant, you have only a few seconds to entice them. That’s when you should be ready to deliver your VIP statement. Try to confine it to a dozen words or fewer. Ultimately, as SHIFT! coauthor Craig Elias says, it should contain a bold promise that has them asking, “How would you do that?”

My VIP statement is a bit different. I often send a cartoon to connect. Before sending, I contact the executive assistant and say this: “Hello, my name is Stu Heinecke. I’m one of The Wall Street Journal’s cartoonists, and I’m sending a print of one of my cartoons about your boss.” It’s almost an ambush. Who wouldn’t want to continue the conversation? You must come up with your own quick statement of introduction that does not allow the prospect or assistant to dismiss your call.

The goals have changed

Every campaign must define the “desired response” it will produce. In Contact Marketing, we want recipients to respond, “I love the way you think!” But as you will read, the mission has changed a bit. Now we’re looking to incite evangelism with our campaigns. Now, the desired response is, “Wow, hey everyone, come here! You’ve got to see this!” They’re still impressed with your thinking, but now we want to motivate recipients to share your campaign with colleagues.

CEO—“Center of Enterprise Opportunity”

It’s nice to connect with actual CEOs—that is, chief executive officers—but there are many times when it’s unnecessary. As Eat Their Lunch author Anthony Iannarino explains, you want to reach the CEO of the problem you want to solve. Imagine “CEO” to mean “Center of Enterprise Opportunity” and target the person who really has the authority and acute need to do business with you. It will make your campaign far more effective.

Your million-dollar phone call

When you get the right person on the phone or in a meeting, you should always be aware not only of what you want but how to get it. That means always being ready to make a million-dollar phone call. If someone asks you, “How could we do a million dollars’ worth of business right now?” you ought to be ready to answer.

If you wanted to do a million-dollar program with my agency, I already know what the structure, pace, scale, and expected results would be. You should be similarly prepared for your prospecting calls.

Critical Next Steps

For each chapter of this book, you will find an objective related to the chapter along with a set of critical steps to follow and important questions to ask yourself, based on the types of Contact Campaign ideas presented in the chapter. Use these steps and questions to form your new, transformative strategy. Take time to record your answers. Your notes will guide your Contact Marketing strategy. By the end of the book, you will have everything you need to press ahead, connect with anyone, and grow your business.


OBJECTIVE: Adapt your approach to make the connections you desire.



Step 1. Ask yourself, “What do I want to change?”

Chances are you bought this book because there is something about how you do business (or even how you do life) you want to change. That is, you want the outcome to change. If making contact is the biggest friction point in business, what is your commitment to changing that source of friction in yours? Keep in mind, Contact Marketing is more than a collection of clever tactics for connecting. It is a change-management program meant to create rapid growth, greater market share, and unfair strategic advantages. So what do you want to change?

Step 2. Take stock—What have you tried so far?

We all have experience with reaching out to people who are important to our lives. What have you been doing so far, and how has it been working? Are there elements that are unique to you that should be integrated into your future approaches? What hasn’t worked and why?

Step 3. Confront what you like least about prospecting.

When you think of cold-calling, what thoughts immediately come to mind? Is prospecting your least favorite business activity, thus something you avoid? If it is, give thought to what may be holding you back. The Contact Marketing strategies in this book will help you break through, but first you’ve got to get past your own mental blockades.

POINTS TO REMEMBER

[image: ]

[image: ]Making contact is the biggest friction point in business.

[image: ]The ability to break through to those most important to our success is a universal human need.

[image: ]The purpose of Contact Marketing is to give you an unfair advantage in your marketplace.

[image: ]Contact Marketing is actually a change-management initiative that drives the enterprise toward rapid growth and market dominance.

[image: ]Contact Marketing produces unusually high levels of response and ROI, well beyond any other form of marketing.

[image: ]Contact Marketing is a fusion of marketing and selling. Combining the two disciplines results in an unusual level of cooperation and shared objectives for the greater good of the enterprise.

[image: ]“Contact Marketing” is the name I gave to the practice of using audacious, clever means to connect with important contacts.

[image: ]This book does not replace How to Get a Meeting with Anyone; the first book explains Contact Marketing in depth and contains strategies and twenty categories of Contact Marketing campaigns that are not in this book. Each complements the other.

[image: ]Be sure to record your answers and observations for each step listed in the Critical Next Steps section at the end of each chapter. By the end of the book, your notes will define your Contact Marketing strategy.

[image: ]Remember, one meeting really can change everything.




CHAPTER 2

[image: ]

THE POWER OF PERSEVERANCE

Two words float in our vocabularies, often interchangeably, that are often uttered with a tone of admiration—unless they’re used to describe the actions of salespeople: perseverance and persistence.

If entrepreneurs persevere over several years to launch a business and then sell it for hundreds of millions of dollars, they’re heroes. If a saleswoman persists through ninety-seven calls and finally makes an appointment on the ninety-eighth, she’s a pest. Yet both have produced, through their perseverance, enormous value from their efforts.

In this section, we’ll explore the nature and meaning of these two words in the context of making good things happen in business. We’ll examine amazing stories of success produced through sheer determination, and we’ll look at how persistence and perseverance can be systematized in your own business activities.

But first, let’s look at the difference between the two words. The dictionary defines perseverance as “steady persistence in a course of action, purpose or state, especially in spite of difficulties, obstacles or discouragement.” It’s interesting that perseverance is actually defined by the display of persistence. Meanwhile, persistence is defined simply as “the act of persisting, the quality of being persistent.”1


“Persistence is the simple act of continuing relentlessly. Perseverance requires awareness, intent, and character.”



Both words are defined with the word “persistence,” but the word “perseverance” shows up in neither definition. So what’s going on here? We know that a cough can persist, but it doesn’t persevere. A noxious odor can persist, an annoying noise can persist, but they’re never described as persevering. Persistence is the simple act of continuing relentlessly. Perseverance requires awareness, intent, and character.

Persistence is the act of repeated action. Perseverance is a character trait. Perseverance is the strategic driver of why we persist. When we persevere, we use persistence to make it happen.

Perseverance is often said to make the difference between success and failure. There are many stories of deals achieved in which persistence alone was the driving force. It tells the buyer you’re for real. It shows them how interested you are, how consistent the quality of your work is, and how you handle adverse conditions. It provides a preview of the relationship ahead. It gives assurance that you’ll always be there when needed. And that can greatly improve your odds for a successful outcome in your Contact Marketing campaigns.

PERSEVERANCE BRINGS BREAKTHROUGHS

To research this chapter, I returned to the top sales thought leaders in the world who were the original sources for How to Get a Meeting with Anyone. For that book I asked, “When you absolutely must connect with someone important, someone nearly impossible to reach, how do you do it?” This time I asked, “What is the nature and value of perseverance in sales and in business?” And once again, they shared superb insights and techniques.

The group’s unanimous conclusion is that perseverance is a required trait for success in business, and certainly in sales. They all have stories of people who have persevered through daunting circumstances, emerging with great rewards on the other side. New Sales Simplified author Mike Weinberg can trace the acquisition of his present home to one account in particular that he won as a result of relentless perseverance.

The famed Hollywood movie producer Brian Grazer, whom we’ll revisit in chapter three, is an expert at getting meetings with literally anyone. He is an obsessively curious man, which fuels the consistently excellent quality of films he and partner Ron Howard produce for our enjoyment. How does he satisfy that relentless curiosity? He seeks out fascinating people for meetings, or what he calls “Curiosity Conversations.” Over the course of his career, Grazer has met with Jonas Salk (the man who saved millions of lives by discovering a cure for polio), Jim Lovell (Apollo 13 astronaut), Edward Teller (inventor of the hydrogen bomb), and Fidel Castro as well as countless artists, musicians, scientists, entrepreneurs, politicians, journalists, and philanthropists.

It must be nice to be an Oscar-winning Hollywood producer, but the secret to Grazer’s success at getting meetings doesn’t stem from his fame. He attributes his success to one thing: perseverance. In his book A Curious Mind (coauthored with Charles Fishman) he tells fantastic stories of perseverance. In one case, Grazer left messages for a year before breaking through for a meeting. Even in his vaunted position, perseverance is a must. It turns out Grazer is just like the rest of us.

If perseverance is necessary for our selling success, can it be taught? Can it be reduced to a process? Our experts were split on this question. High Profit Prospecting author Mark Hunter believes it is imperative to hire someone for whom perseverance is already a native trait. In fact, he advises clients to put new sales rep candidates to the test. At the conclusion of the first interview, the hiring manager promises to call back in two days, but never does. It’s only after the prospective rep calls back a second time that they reconnect for a second interview. If the candidate doesn’t pass that simple test, they never get hired.

Does this mean all is lost if you weren’t born with a knack for perseverance? Perseverance is a character trait, not a personality trait, which means it can be developed—and like any character trait, it takes desire and discipline and lots of practice. As Hunter’s example shows, those who have developed perseverance already have a big advantage—but it can be cultivated in anyone. As you’ll read in some of this chapter’s case studies, some sales reps discovered simple techniques that can smooth the way and help anyone become more persistent. It begins with following a plan.

MAKE AN APPOINTMENT WITH YOURSELF FIRST

Many of us miss the simplest point about being persistent. We move through our days, perhaps making lists of what we want to
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